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A new pattern 
almed straight 
at young 

homemakers 


your best market for 
flatware 





So right. ..so exactly what young people want...so aware of a modern 











way of living...so dazzlingly fresh and beautiful...it will be Number 1 in 





your sales. Watch, watch, watch for it from... 


HOLMES & EDWARDS 


The beautiful silverplate with the extra helping of silver at bowls and handles of most-used pieces. 


A PRODUCT OF THE INTERNATIONAL SILVER COMPANY 


Copyright 1954—The International Silver Company Holmes & Edwards Div., Meriden, Connecticut 
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Jeweler’s 


jamonds Rae a’ Girl's est Friend”... 


especially when welt order weleea trom 
William Levine because the lirst memo ofder 
proves he has the diamonds you want 


at prices that will challenge competition. 
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CREDIT STORE OPERATION 


"The Question is..." 
"The Question is..." 
"The Question is..." 
"The Question is..." 
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National Jewelry Fair, Chicago, July 25-29 -.............. 


MERCHANDISING AND PROMOTION 


Cooperative Advertising Campaign Sells the Jeweler to the 

Community 
Fall Fashions in Gold 
Effective Methods of Collecting Skips 


TV Program Features Merchandise in Action 


GENERAL 


CS SEE ES REL 
Federal Excise Taxes—Their Effect on Your Business ........ 


TABLE TOP FASHIONS 


Stainless Flatware as a ‘Second Set' 
New Giftwares Department 


They're New in Table Top Fashions ...................... 
California Gift and Jewelry Items........................ 
Speaking of China, Glass & Giftwares ................... 


TECHNICAL 
Geology for the Jeweler 
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Jewelry Making for Tradesmen and Craftsmen ............. 


Workshop Questions and Answers 


DEPARTMENTS 


Speaking of the Jewelry Trade 
They're New 
Briefly—the News in Brief 
News 
Coming Events 
Manufacturers’ News 
Editorial 


ONE OF THE PUBLICATIONS 


THE JEWELERS’ 


JULY, 


Summer Selling Themes—for Your Window Displays ee. 
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THE COVER 


In this month's issue, JC-K has lined 
up a panel of 16 jewelers—experts 
who answer pertinent questions on 
the successful operation of a credit 
jewelry store business. Do you have 
any questions? Turn to page 70. 
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P. M. FAHRENDORF, President 
and General Manager 


LANSFORD F. KING, Editor 

PETER SILVERI, Associate Editor 
RICHARD ELLANEY, Associate Editor 
THOMAS J. HIGGINS, News Editor 
MADELINE LOVE, Gifts Editor 

JOHN E. McGINN, Art Editor 

GEORGE BAKER, Washington Bureau 
RAY M. STROUPE, Washington Bureau 
NEIL R. REGEIMBAL, Washington Bureau 
National Press Bldg., Washington, D. C. 


PAUL WOOTON, Washington 
the Editorial Board 


JOHN J. BOWMAN, Technical Consultant 
DR. FREDERICK H. POUGH, Gem Consultant 
WINIFRED PARKER, Fashion Consultant 
VIRGINIA DIXON, Display Consultant 


Member of 





BUSINESS STAFF 


ROBERT WATSON, Production Manager 
A. V. ANSEL, Reader Service Manager 


New York 


RAY V. LAWRENCE 

MADELINE LOVE 

ARTHUR J. TUVERI 

JOHN W. WYATT 

100 E. 42nd St., New York 17, N. Y. 
OXford 7-3400 


New Englard 

E. P. LINGHRAM 

420 Ind. Bank Bldg., Providence 3, R. |. 
Gaspee 1[-528! 

10 High St., Boston 10, Mass. 

Liberty 2-4460 


Chicago 

WILLIAM E. COMISKEY 

29 E. Madison St., Chicago 2, Ill. 
CEntral 6-3735 


West Coast 

J. G. DAVENPORT & ASSOC. 

2412 W. 7th St., Los Angeles 5, Calif. 
DUnkirk 2-6254 


Los Angeles 

HARRY R. TERHUNE 
201 Oceano Drive, Los Angeles 49, Calif. 
ARizona 3-6270 
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ILLINOIS by Hamilton 


is about to make big news 


...profit news for all good jewelers! 
You'll get the complete story from us soon. 


Your salesman has it now...ask him. 
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"GOOD JEWELER 2». 


WHAT’S THE ANSWER? 
Are You in the Watch Business—WMore or Less! 


It’s LESS if you are trying to meet cut price 
and discount house competition by selling the 
same merchandise they sell! 


It's MORE if you feature Hamilton and its 
popular-priced companion line Illinois. 


It’s FULL PROFIT on Hamilton—and 
FULL PROFIT plus on ILLINOIS. 


back the watches that back you 


Hamilton «ILLINOIS 


... Most trusted name in watches 


...it costs so little to give so much 





Sold direct to retail jewelers by HAMILTON WATCH COMPANY, LANCASTER, PENNA. 
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Engineering-research achieves the FIRST... 
the ONLY SELF-WIND mechanism which applies 
friction-free ROLLER-BEARING ACTION 


PHENIX 


Rolla oma fic 


EXTRAORDINARY PRECISION PERFORMANCE! 








The Phenix Rollamatic Rotor Winding mechanism pivots with 
the most imperceptible action. Freely, quickly, 40 hours of 
accurate time-reserve power are stored. Friction proof rollers 
minimize wear—add years and years of carefree cost-free pre- 
cision time-keeping. 


y 
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Every Phenix Rollamatic offers these plus features: 

e Waterproof —Shock-resistant — Dust-resistant 

e Roller Bearings sealed in for lifetime wear 

e Self contained self-winding unit replaceable in 3 minutes 
e Anti-magnetic self-wind | 


¢ EDURA MAINSPRING and BALANCE STAFF guaranteed for the 
life of the watch, PLUS a one-year cover-all service guarantee. 
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“10k yellow RGP top, steel back, Incabloc. $69.50 
with bracelet $75.00 


BPOM MBAPGM 


ROLLAMATIC— Hidden crown, steel back, Incabloc. +59 


os 

Ny 
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J The Phenix Rollamatic is made by Switzerland's 


AMSTERDAM greatest watch manufacturer. They 


ANTWERP have won Gold Medal prizes in competition since 1873. 
These famous watches are sold 


and serviced in 85 countries. 


BUTED by CROTON WATCH CO. 404 Fourth Avenue, New York, 








Don t Over-Pay for Lock Sets 
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Only KAYBEE Lock-Sets give 
you these Guaranteed EXTRAS! 





I—The KAYBEE Lock is completely Die-Struck 

2—The KAYBEE Lock is durable 

3—The KAYBEE Lock is the invisible lock 

4—The KAYBEE Lock is a precision-engineered lock 
5—The KAYBEE Lock is simple in operation 

6—The KAYBEE Lock is available in hundreds of patterns 


The KAYBEE Lock clicks back into its invisible 


position by a simple reverse push 


*KAYBEE Lock-Sets are Triple-Duty Leaders 


Style Leaders 
Performance Leaders 
Price Leaders 
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3 of the newest KB Settings available in the The Matched-Set locks together—swiffly 
KAYBEE Matched Lock-Sets surely, perfectly 


MARLAY « BLEICHER wv 
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184/47023 / 187 
188 WEST FOUBTH STREET NEW YOK 4.MY O/”’ ueod. 4523/87 





FOR QUALITY LADIES % OLIN IUNt RIENG | 
FALCON STONE RING MANUFACTURING COMPANY. Inc 
A DIVISION OF KARLAN & BLEICHER This Matched-Setis Locked, and, STAYS LOCKED 
OFFICES IN CHICAGO AND LOS ANGELI 
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HERE TODAY... 


-TO 


The streamlined beauty of R. F, 
Simmons quality gold filled will sell 
for you today . . . will sell for you 
tomorrow. 

If your destination is sales... your 


ticket is on the R. F. Simmons quality 
gold filled stream-line. 


Gold filled and genuine onyx stone 
Ladies’ Set LS373 $30.00 
Suggested Keystone plus 10% tax 












MS164 $13.00 Suggested Keystone 
plus 10% tax 


Gold filled Men's Set 
MS404 $13.25 Suggested Keystone 
plus 10% tax 


mw. F. COMPANY 


ATTLEBORO, MASS. 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 8O YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
American National Retail Jewelers 1954 Convention and Trade Show - Waldorf Astoria, N. Y. Room 565 - August 8-12. 
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“Emerald Shaped Stones” 


Die-Struck 





Series 719 is a versatile, new illusion emerald setting... 
adapted now to take emerald shaped diamonds, in 
addition to round stones as previously presented. For 
small baguettes, too, it is a practical, handsome setting 
that will enhance your line. The illusion top makes 

the diamond appear much larger than it actually is. The 
corner beads and side piercing provide the finishing 
details which add distinction to the ring. 


Series 719 is made in three sizes, for emerald cut stones. 


Series 719 (As Illustrated) 


TOP SIZE CUTOUT 
m/m m/m 
# 4328 8-3/4 x 7 4-3/4 x 3-1/2 
# 4329 8 x 6-1/2 4x3 
*% 4330 7-1/2 x6 3-1/4 x 2-1/2 


Series 717 (Tops Only) 





Series 719 
% 4316 8-3/4 x 7 4-3/4 x 3-1/2 
#4317 8 x 6-1/2 4x3 
# 4318 7-1/2 x 6 3-1/4 x 2-1/2 


All sizes are available in 10% iridio- 
platinum, jewelry palladium and gold. 
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113 ASTOR STREET, NEWARK 5, NEW JERSEY 


NEW YORK » SAN FRANCISCO + CHICAGO « LOS ANGELES 
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The Watchmakers of Switzerland reprint 
some answers to questions received from 
jewelers and watch suppliers about the 
possible effects of another tariff on watches. 
Briefly, a 50% increase in tariff is sought 
on imported parts and watches with 

17 jewels or less (the current tariff 
amounts to an average 35% ad valorem). 


they raise the tariff 
on watches... 


“Tt is officially confirmed that the 

U.S. Tariff Commission’s recommendation 
(to increase the tariff on watches) was 
delivered to President Eisenhower May 28th. 
Therefore, the President has until 

July 28th (60 days) in which to announce 
his decision. It may take the entire 60 days 


or he may announce his decision any time.’ 
—from the June, 1954, issue National Jeweler 


This information is reprinted from a brochure “Jf they raise the tariff 
on watches,” sent to U. S. jewelers, watchmakers and suppliers, as a 
service by The Watchmakers of Switzerland. For additional copies, 
please write, c/o Suite 1105, 730 Fifth Avenue, New York 19, N. Y. 
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“I think it is obvious to all of us that nothing but harm could result to the retailer from 
this proposal (tariff increase) because of a necessary increase which we believe will 
follow in the price to consumers, and because of a general reduction in business which 
must inevitably follow.” 
—from the testimony of a San Francisco jeweler, representing a group of 
California jewelers, before the first U. S. Tariff Commission hearing in 1951. 


‘*... the tariff would hurt us not only from the standpoint of reducing the purchasing 
power, but would be unfair to the number of jewelry stores in the United States that are 
in positions similar to us that do not have access to some of these American watch lines.” 
—from the testimony of a Charleston, West Virginia, jeweler, employing 
200 people in 14 stores, before the same U. S. Tariff Commission hearing. 





“If the increase were granted, a chain of destructive effects would be set in motion. 
American consumers would be confronted with higher price tags on watches. They 
would undoubtedly cut their purchases.” 

—from the New York Herald Tribune, February 10th, 1954. 


. Many customers would be forced to go without much-needed watches... (and) | 
believe that we would see an increase in the retail price of the watch to the consumer 
of somewhere in the vicinity of 3 to possibly 4 times the amount of the increased tariff.” 

—from the testimony of a Jacksonville, Florida, jeweler before 
the first U. S. Tariff Commission hearing in 1951. 
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“A. H. Barenboim, representing the Amalgamated Jewelry Workers Union, A.F.L., 

asserted that 40,000 workers were employed in this country in the assembling and proc- 

essing of imported watch movements, and that their interests should receive as much 

consideration as was accorded those who worked only on domestic watches. He said 

that a une on imports of Swiss watches would also hurt consumers in this country.” 
—from The New York Times, February 1 1th, 1954, reporting testimony 
before the U. S. Tariff Commission, February 1954. 


**.. We want to stress again the importance of the forthcoming Tariff Commission’s rec- 
ommendations in the Swiss watch case—and the importance ol the President’s decision 


in that case. 


“The watch case, for our friends in Europe, has become a ‘symbol’ for our foreign trade 


policy. It has been blown up far beyond its economic importance, both here and abroad. 
It is tor this very reason that the President’s decision in that case is of such importance. 


“The fact that the national security argument has been brought into the Swiss watch 
case with a vengeance, no doubt, complicates the whole discussion considerably. 


“The security argument should be determined by experts in that field. But even if the 
expert judgment is that something must be done for the watch industry because ol 
security considerations, we feel strongly that there must be a sounder way of providing 
such assistance than an increase in watch tariffs at this particular time.” 

—from an editorial in The Journal of Commerce, May 12th, 1954. 
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ELGIN’S NEW “Swinging Bell” 
is the kind of display you like 

sa best—a spectacular motion dis- 
nae that will swing Back-to-School cus- 
tomers right into your store. 





You get this “Swinging Bell” motion dis- 
play absolutely free—with just eight 
featured Youth-Tested Elgin Watches. 


And Elgin promotes watch sales not only 


N.J.A. © Conrad Hilton (Chicago) 
July 25-29 © Suites 2319-25 


For what’s new in the watch business, watch ; | ( | N 
ul L Elgin National Watch Company « Elgin, Illinois 





10 


Ring up more Back-to-School sales 
with Elgin’s new “Swinging Bell” display 
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with motion, but with emotion, too! For 
Elgin’s dramatic full-color, full-page Back- 
to-School advertising (appearing August 
10) is loaded with the sentimental appeal 
that really sells watches. 


To get the “Bell” that will help you sell, 


see your Elgin salesman, or write direct. 


Every Elgin has the heart that never breaks, 
the guaranteed DuraPower Mainspring. 


A.N.R.J.A. © Waldorf-Astoria (New York) 
August 8-12 * Booths 27-29 and 34-36 
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Only gives you watch bands 


that belong in a jewelry store 


eF-Tale ks 


with exclusive 


Now you can feature an exclusive watch band with the brilliance of a fine jewelry design that en- 
courages extra band buying...a band that reflects the superb gem-like details magnified above. This 
“JEWEL CUT’ BRETTON band, packaged with the famous BRETTON Night-Time Stand, ts speciaily 
priced to retail at $9.95. Be the first to feature the new BRETTON “JEWEL CUT” series. Place your 
order now for this number (Style No. 1293). Available in regular, short, extra short, long and extra 
long sizes, in the rich color of natural gold, at a cost to you of only $5.50 Keystone. 


BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20, N.Y. 


We are prime contractors in the Defense Effort 
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Bill sat bolt upright. 
There it was, plastered | 

all over the page in —— . —— 
bold, screaming type. | = Cg . | 





ui a By Walt Ham 






























Finishing his breakfast cup of coffee, Bill 
picked up his morning newspaper, idly flipped 
the pages. 


Suddenly, he sat bolt upright. There it was, 
plastered all over the page in bold, screaming 
type. A competitor's ad announced 40% to 
60% price cuts on the same line of watches he 
carried. 


Carried! “Loaded with” was more like it! Now, 
he’d be forced to sell his entire inventory at 
cost or below! 


That morning Bill called his authorized 
Watham Watch wholesaler to get details on 
Waltham’s Controlled Production — Protected 
Price and Profit-policy. With Waltham he 
ordered a representative stock and filled in from 
his convenient Waltham Wholesaler’s 
inventory as needed. And he knew he’d move 
his stock easily at a full profit because 
nationally-advertised Waltham Watches haye 
been America’s standard — for accuracy, 
durability, style and value — since Lincoln’s 
Day. 

If you'd like the same details Bill got, contact 
your Waltham wholesaler or Waltham Watch 
Co., Waltham 54, “The Watch City”, Mass. 





A SHORT SHORT STORY COMPLETE ON THIS PAGE 
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Here they are! 









Essex — Jewelers Bronze, $8.50 


styled Ronson table lighters and “~ 


NN 
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Tempo — Bright Chromium Plate, $8.95 


lighters thousands of gift seekers 





Triumph —Sea Leopard—Tan, $7.95. Others from $6.95 


will be clamoring for! Elegant designs never 








Fiesta — Modern Ceramic Lighter and Matching Ashtray, $13.50 


scheduled for all these trend-setting 
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Princess — Chromium Plate, $6.95 ra" = _ — 


lighters. Millions more | 
Reetentiniin & Ives Scenes, $12.50 


and lighter-givers will be wanting a new 


Ronson Corporation, Newark 2, New Jersey 
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Hand Carved for 
the Hand Beloved 


The rare creative genius of designer Fred Barel has made his 
brilliant collection of Hand Carved Matched Wedding Ring Sets the most 
distinctive .. . the most demanded in the field. Barel Bridals are 
capturing the hearts of discriminating brides and grooms 
because of their expert craftsmanship and magnetic 
“sales appeal. There’s nothing finer than Barel 


exclusively 
Bridals, truly beautiful beyond compare. 


designed by 


Sold Directly to the Retailer by the Manufacturer 


Ged Jarl Mats Available Free Upon Request 


24-Hour Service On All Special Orders 


BRIDAL RING COMPANY, INC. - 87 Nassau. Street + New York 38, New York 
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ws 6 THE RING rll 10ck 


Made in: 
14 kt. Yellow & White Gold 
18 kt. White Gold 
15% Ir. Plat. 


The SET-LOCK UNIT * 1 





Samples 
supplied 
on request. 


has crashed the barrier of 





problems of adaptability to bridal sets 
of YOUR OWN manufacture whether cast or die-struck. 








*uU. S. Patent Applied For 


HONESTY (@@§ ACCURACY 


RAT REFINERS & SMELTERS , _EWHLRS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. © Phone JUDSON 2-3095 @ New York 19, N. Y. 
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Made in: 
14 kt. Yellow & White Gold 
18 kt. White Gold 
15% Ir. Plat. 


The SET-LOCK UNIT * 1 





Samples 
supplied 
on request. 


has crashed the barrier of 





problems of adaptability to bridal sets 





of YOUR OWN manufacture whether cast or die-struck. 





*U. S. Patent Applied For 
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Chain really comes 
into its Own as a | 
basic ingredient _— 
when employed in the 
creation of men's jewelry. 
Complementing the casual 
trend in men’s wear 

chain has a masculine 
quality and is always 

in good taste. 
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ATTLEBORO, MASSACHUSETTS 


MACHINE CHAIN MANUFACTURERS ASSOCIATION = Provivence 1, RHODE Istanp 


MAPLEWOOD, NEW JERSEY 
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Never Before Seen In America! 
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\ EXPANSION BANDS with adjustable 
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Patent Pending 


One Size Band Fits All Size Wrists! 





Simply remove > Multi-Size Bands 
links for - BIG WRIST | v= Fit ASIS 
2» custom fit 3 Add links for iss 
oo ‘sf > custom fit 


Rp, SMALL WRIST | PS REGULAR WRIST 





EXTRA LINKS TO LENGTHEN 
Ady THIS J-8 MULTI-SIZE BAND 








Fit All Your Customers With 35% Less Inventory 


No sales lost because you failed to have the proper size in stock to fit the 


EF » ed ; Si . 35% of all watch band customers who wear shorts, extra shorts, longs of 
ngineer or izing extra longs. With the new J-B MULTI-SIZE bands in stock, you always have 


in 10 Seconds the correct size to fit your customer's wrist...and, the new J-B award winning 
na and You Need No Tools i MULTI-SIZE Band styles are priced to fit every pocketbook, too. 


J-B, who has brought you more firsts than any other 
watch band, has engineered the MULTI-SIZE so that 
all you do is stretch the band, lift the specially marked 
MULTI-SIZE off the concealed safety lugs, add or sub- 
tract links, as needed, and presto, the watch band is 
sized to fit any wrist. ABSOLUTELY SAFE... ALWAYS 
SECURE... LOOKS AND OPERATES LIKE ANY OTHER 
EXPANSION BAND. 


5 BANDS in 1 


1.REGULAR 72.LONG 3. EXTRA LONG 
4. SHORT 5. EXTRA SHORT 















THESE NEW / 









FEATURE! 
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Patent Pending 
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Fresh, new, award-winning styling...new ‘“‘custom-slim" silhouvette...30 











| oe to 60% heavier layer of karat gold*...plus J-B all-around excellence of 
Awarded . ‘ ° . 
Fashion Academy construction. You get all this plus the exclusive MULTI-SIZE feature in these 
| Gold Medal handsome new models. And, they're designed to fit every wrist. 
, Sherwood (7024) Yellow gold-filled* only. ......... Retail F.T.I. $9.95 
, Deerfield (7022) Yellow gold-filled* only.......... Retail F.T.I. $8.95 
Waverly (7015) Yellow gold-filled* only.......... Retail F.T.I. $7.95 


*1/15-12 Kt. gold filled top shells, stainless steel backs. 


MULTI-SIZE BANDS...a history-making J-B first from the newest, 


most modern watch band plant in the world. 
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Printed in U.S.A, 7-54 


JACOBY-BENDER, INC., NORTHERN BOULEVARD AT 62ND ST., WOODSIDE 77, L. I. 
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eee Orange Blossom is 
Ameriea’s outstanding 
style-line ! 








Nine out of ten rings sold over a retail 
counter today are selected because of their 


eye appeal and smart design. 


Orange Blossom gives you superb styling 

in a wealth of patterns to capture the eye of the 
broadest possible market—PLUS traditional 
fine quality and expert craftsmanship to assure 


satisfied customers. 


There are some desirable franchises available 


to alert, ethical dealers. 


Please direct inquiries “Attention of Sales Manager.”’ 


TRAUB MANUFACTURING COMPANY 
1934 McGraw Ave., Detroit 8, Mich. 
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incabloc 


will work for you 
... sell for YOU! 


Its ike having 
another salesman 
behind your 


watch counter! 


Never before in the history of watchmaking has a component of a watch done 
so much as INCABLOC Shock Absorbers to create and close watch sales. 
Only INCABLOC-equipped watches give you these strong selling points: 





@ INCABLOC protects the vital parts of returns and servicing to a minimum during 
a watch against damage from everyday _the guarantee period of the watch—keeps 
shocks. your customers satisfied. Tie in with 
INCABLOC maintains the accuracy of INCABLOC’s powerful national advertising 
a watch. in LIFE, SATURDAY EVENING POST, WOMAN'S 
INCABLOC extends the life of a watch, HOME COMPANION. Use INCABLOC free 
INCABLOC is now used in over 75,000,000 selling aids—colorful six-page booklets, 
watches—proof that watch manufac. Counter cards, mats, watch tags. 
turers and customers recognize the im- Remember, when you feature INCABLOC, 
portance of INCABLOC in watches. you sell more watches. It’s like having 

And just as important, INCABLOC protects another salesman behind your watch 

you because — it reduces unprofitable counter. 


For the attention of watchmakers and repairmen: When routine cleaning or repairs are 
required, INCABLOC permits easy cleaning of balance-pivots and oiling of jewels without 
disassembling the watch movement or affecting the adjustment. 


incabloc 


Made In Switzerland 


INCABLOC CORPORATION, 15 West 46th Street, New York 36, N. Y. 
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No. 
3446V 


THAT SPEAKS §=— WRG i 
. Iridium 
, Platinum with 
y 11 large full 
cut diamonds. 
Retails at 
about $375.00 
in 14K gold with 
smaller single 
cut diamonds. 
Retails at 
ebout $175.00 
with synthetic stone 
points. 


TYLA 
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SNCS TORS 17 ey - 3 _£ | 

TP > 2 (\s “Oe ~% \ in Platinum 14K, } 
Saas : EES oe aoe six diamonds, 

age center i 

Retails at 


about $170.00 
in all 14K. 
Retails at 
about $120.00 
synthetic stone 
points. 


No. 
3356N 


with 4 
diamonds, 
pierced and 
engraved. Retails 
at about $72.50 
with synthetic stone 
points. 

















PARR ne 


No. 
1/3283N 
with 6 diamonds. 
Retails at 
about $80.00 


with synthetic - | by the wisdom of a 


stone points. 





half century of “know how” but imbued 


with the creative spirit of youth, Goodman and 


Company presents four new masterpieces of ring making. 


DIAMONDS ENLARGED 
TO SHOW DETAIL. 


nr 4hiftiette Year MATS AVAILABLE 


GOODMAN & COMPANY 
Makers of Gine Jewelry Since 1904 


42 W. WASHINGTON ST. INDIANAPOLIS 4, IND. 
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by ROMAC 


FITTED CARRYALLS 


Any smart lady will tell you — she must have a ROMANCER — the 
indispensable Carryall companion — wherever she goes. As a beauty 
aid, as a fashion-wise accessory, there is nothing like the exquisite, 
new ROMANCER fitted Carryall. 

Why will she want a ROMANCER? Because it’s smaller than the others, 
easier for her to hold. The case measures only 27% x 4%. Yet, amaz- 
ingly enough, she can put more into her ROMANCER. It’s deceptively 
roomy. Drawn in one smooth shell, there are no cutting open corners. 
It’s dramatically designed, and comes in jewelers Bronze, luxuriously 
Gold finished, in contrasting highly polished and Satin Gold finish. 
And the specially designed new smoothy safety lock is easier on 
milady’s thumb. Individually packaged in anti-tarnish flannel bag 
and telescope set up box. : 


ROMANCER is conveniently fitted with: 
Lipstick case with concealed ¢ Compartment for 10 regular 
perfume vial. or king-size cigarettes. 


: Extra accessory compartment 
Large comb in its ewn metal with door for mad money, 


holder. pills, etc. 

Deep powder compartment Glass mirror encased in highly 
with door and both velour puff polished protective metal 
and sifter. frame. 


| SOs 
Suggested Retail From 
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it took 3 years of engineering research to make this news for the readers of LIFE* 


— the value buy 
in quality 
watches... 


CRG 


America’s wee 
THINNEST, SELF-WINDING 
WATERPROOF* WATCH 


It took three years to make the 
Aquamatic Streamliner ready for 
its star-seller role. It takes you 
three minutes to sell! Its sales-plus 
features...slim masculine beauty 
add up to another Croton success. 


The Streamliner is Certified 
*this watch to Waterproof*, Self-Winding, Shock- 
\ be featured Dust Resistant. COMPENSAMATIC 
\ in LIFE advertising (for perfect performance in extreme 
temperature changes). Sweep- 
second hand. Mainspring and 
Balance Staff GUARANTEED 
for the life of the watch. 


| 
| 
| 


STREAMLINER with strap $69.50 F.T.I. 
With bracelet $79.80 F.T.1I. 


CROTON NIVADA GRENCHEN 
404 Fourth Ave., New York, N., Y. 


Please send me sample Stream- 
liner and complete information 
regarding promotion plans. 


SIGNED 








STORE NAME 





ADDRESS 
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INTRODUCING ) 


ec KOMFIT 


NEWEST MEMBER OF THE KOMFIT SERIES — 









Only FORSTNER could create a watch band as 
original in design and distinguished in ke pdaraier 
as the KOMFIT Sportsman. Handsome mesh. pat- 
tern looks and feels like finely-woven fabric. 
Patented snap clasp adjusts instantly to wrist size. 
Another smartly styled KOMFIT in the modern, 


informal vein — slender, completely flexible and 


ever so dashing! 


The KOMFIT Sportsman 56” wide 
82T863—Stainiess Steel......$6.50 







DIFFERENT! 





























The KOMFIT Standard 826711—1/20-12 Kt. Gold Filled Trim (Yellow or Pink) with Stainless Steel Lining $11.95 














14” wide | 62K711—1/10-14 Kt. Gold Filled Trim (Yellow only) with Stainless Steel Lining core ER 
| ; 82T711—All Stainless Steel.............0.....$6.95 82A108--All 14 Kt. Gold $145.00 
The KOMFIT Grand $2G801—1/20-12 Kt. Gold Filled Trim (Yellow or Pink) with Stainless Steel Lining................ $14.95 

RB” wide 821801—All Stainiess Steel..... $7.50 





=, Yue * ’ bs 


AH prices include Federal tax 
Stainless Steel fax exempt 


At, Pew) 6 en ee ee ae 





JEWELRY’S NAME FOR QUALITY 


Lady KOMFIT 


: 8068001 /20-12 Kt. 
. Gold Filled Trim 
{Yeliow or White) 

with Stainiess Steel 
Lining........$7.50 





The KOMFIT Royal 58” wide 


82F811—1/20-12Kt. Gold Filled (Yellow 
onty) ..... $17.95 


82T811—Aii Stainiess Steel........ $6.50 





_ Forstner Chain Corporation, Irvington 11, New Jersey 
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lock is invisible 
and works on 
either side of 
mounting. 


é@ DUAL-ACTION LOCK-SET.... 
>"... NOTHING ELSE TO DO...NOTHING TO BUY 
eect esi READ THESE EASY RULES...ENTER NOW 


swing rings into wearing 
position. 

























1. This contest is open to all people in jewelry industry except employees of 
Goldstein-Gerson, their families and advertising agency personnel. 


9, Contestants are limited to one name only per letter. Send as many letters as 
desired. Mail to address below. Outstanding advantages of the new Goldstein- 
Gerson Lock-Set are: Locks on either side of both engagement and wedding 
rings, eliminates annoying ring twist, abrasive wear, keeps rings together in 
symmetrical beauty always. Lock is invisible. 





3, All mames entered become the property of Goldstein-Gerson. No 
entries will be returned. Winning name will be selected by Goldstein- 
Gerson officials. Selection is final. In case of tie, entry postmarked 
earlier will be winner. 


Contest closes Nov. 30th, 1954. Winner will be announced shortly 
thereafter. 


DISTRIBUTION THRU WHOLESALE JEWELERS ONLY 


GOLDSTEIN + GERSON CO.., Ine. 


The House of Fishtatls 
(Mivem a! ft htail 


MANUFACTURING JEWELERS e 130 WEST 46th ST... NEW YORK 36, N 


Perfect alignment 
forever. Also may be 
worn individually. 
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ook for 
yourself 









Look for yourself into FINISH, a matter of superlative impor- 
tance in selling jewelry made of Gold-Filled and Rolled Gold 
plate. There are many factors involved in addition to procuring 
fine grain gold. Tooling, handling, as well as polishing tech- 
niques in your plant all must be considered. However, the key 
to success is in choosing stock whose quality is uniform and 
exact, —as delivered from the rolls at General Plate. It is 
here that our years of engineering research pays off, for you. 


May we help you achieve FINISH? 


GENERAL PLATE 





GENERAL PLATE DIVISION 


Metals & Controls Corporation 
Attleboro, Mass. 












OFFICES: ATTLEBORO - NEW YORK + CHICAGO - LOS ANGELES AND MANSFIELD, OHIO. 
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2 EXTRA-PROFIT OFFERS 


...MAKE YOUR OWN PROFIT PACKAGE SELECTION ON 
AMERICAS FASTEST SELLING TOASTERS ! 


SPECIAL OFFERS 
GOOD. ONLY aN TEL 
AUGUST 31 





IMPORTANT ? MERCHANDISING KIT FREE POWERFUL ADVERTISING 
with your order for either TO PUSH YOUR SALES! 


Extra-Profit Offer! , 
I Mehra: Electric 
ad a week for 92 weeks 


1. Orders must be for immediate delivery. 


2. Special offers expire August 31, and may be 
withdrawn earlier at our option. 


3 


Not more than a total of 6 special offers to 
any one retail outlet. 


in 4! 





4. We reserve the right to refuse orders not 
taken in accordance with the terms of these 
special offers. 


5. Merchandising Kit will be shipped direct to 


McGraw Electric ads will continue to 
pull for you week after week, through- 
out 1954. ““Toastmaster,’’ Manning- 
Bowman, Tropic-Aire and Everhot 





retailer by McGraw Electric Company. Dis- @ NEW “Toast ’n Jam 
tributor will deliver all of the merchandise oe J products are being pre-sold as never 
on both special offers. on com 7 Dicol before. ““Toast ’n Jam’’ Sets will be 
‘ - a Ss Saas Sey featured in full color. The Post and 

ORDER FROM YOUR “TOASTMASTER @ NEW Consumer Leaflets other magazines will deliver a total of 
DISTRIBUTOR TODAY! @ NEW Cut ’n Mat Sheet over 400 million advertising messages. 
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2 NEW SALES PRODUCERS 


Only offers you the advantages of two automatic toasters! 


NOW YOU CAN ASK... 
“Which ‘Toastmaster’ Toaster 


do you prefer?” 


Here is the only first-line brand on which you 
can offer that always desirable merchandising 
feature .. . selection. With two ‘Toastmaster’ 


THE SUPER DE LUXE—$27.50 Toasters you can now trade up to a higher 
ticket, without getting involved in confidence- 


Only the “Toastmaster” Toaster has positive destroying brand-switching. Because “Toast- THE DE LUXE—$23.00 


POWER-ACTION, a powerful electric motor oe , 
that instantly lowers bread and starts toasting. master’ now covers both ends of the accepted- e Exclusive Flexible Timer insures per- 

, . ‘ ee , fect toast every time—toasts fast when 
Toast Control dial adjusts to exact shade of quality price range. Promote both ‘Toast cold, faster when hot. 


toast wanted. master’’* Toasters, and you'll sell both in ever- © Tenst-teste selector can be sot for light 


Exclusive Flexible Timer insures perfect toast increasing volume! dark, or in-between. 
every time—toasts fast when cold, faster 
e Push-button, hinged crumb tray swings 


when hot. ie serenig—irer and “Toasr m daw registered trademarks of open for easy cleaning 
. , McGraw Electric Company, makers of ‘“Toastmaster,”’ ‘“‘Manning- , 
Push-button, hinged crumb tray swings open Bowman,” “‘Tropic-Aire,’’ and ‘“‘Everhot”’ Electric Housewares and 
for easy cleaning. ‘“Toastmaster’ Water Heaters. Copyright 1954, ToasTMasTEeR 
Propucts Division, McGraw Electric Company, Elgin, Illinois 
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IN COPPER 


Here’s the newest, most beautiful Universal Coffeematic of all... 
in the newest decorator style ...in gleaming penny-bright copper. America’s Favorite 
Coffeemaker, with all the features that have made Coffeematic the leader... 
now in a sparkling color to catch every eye and SELL! 


a size for every family ...a price for every budget! 











Fer Gift-Giving Deluxe — For Those Whe Want the Coffeematic Quality at a For Small Family Conven- 
Universal Copper Coffee- Finest — Universal Chrome Budget Price —Universal ience — Universal Automotic 
matic—5 to 10 cup capacity. Coffeematic—5 to 10 cups. Chrome Coffeematic — 4 to Chrome Coffeemaker—3 to 

Model 4411—$32.50 Model 4410— $29.50 8 cups. Model 4408—$24.50 6 cups. Model 4486—$19.50 


ANOTHER IN AMERICA’S ONLY COMPLETE LINE OF 
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T’S BEAUTIFUL 


















ONLY A GENUINE UNIVERSAL 
COFFEEMATIC CARRIES THIS DESIGN. 
iT 1S YOUR ASSURANCE OF 
UNIVERSAL QUALITY AND CRAFTSMANSHIP 


rr 


Xger, 


wee 


% a 
\ te 4 


>. 3 iy | 


EE 


The Answer to " instant’ 


coffee — Universal Automatic 
Chrome Coffeemaker — 2 to 
4 cups. Model 4484—$17.75 


AUTOMATIC COFFEEMAKERS LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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Model 4411 
10-cup capacity 
Manufacturer’s suggested 


Fir Td $ 39950 
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How BIG is the 


The market LIFE reaches with a single issue 
(11,880,000 households”), is big enough, all by itself, 
to consume the entire yearly production of most 
brands, many manufacturers, many entire industries. 


*A Study of the Household Accumulative Audience of 
LIFE (1952), by Alfred Politz Research, Inc. 
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T. A. Brown, display manager, and Mr. Davis, gen- 
eral manager of the Present Jewelry Company of Lan- 
sing, Michigan, consult with Mike Galusza of LIFE 
on plans for their recent chain-wide LIFE promotion. 
Promotion stimulated sales throughout all 12 stores. 











\ 





9 Rockefeller Plaza, N.Y. 20, N.Y. 
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LIFE market? 


For example, in silverware: 


If, this year, the manufacturers of sterling 1952 sales of the entire industry. 

silver flatware were to sell just one place set- Total 1952 flatware sales at retail— $104,- 
ting to only half of the households reached 660,000. 

by a single issue of LIFE, sales to this group One $30 place setting bought by half of 


alone would be nearly 1% times the total 11,880,000 households—$178,200,000. 


Jewelers discover local level impact of LIFE 


KOE DD HK 














This dramatic, 3-part window display featuring both Mass interior displays like this one carry out the 
cutlery and silver flatware was recently used by a LIFE motif inside a store. They flag down LIFE 
Daniels Jewelry Store, a member of the Present readers, capitalize on the tremendous prestige of LIFE 
Jewelry Company Chain. It says: ‘‘We have the brands national brands—stimulate buying. The display was 
you see advertised in LIFE.”’ used by another member of the Present Chain. 


Prove it to yourself—put LIFE to work in your own store! 


LIFE’s local level impact can work for you, just as it has worked for 
other dealers across the country. Tie in with LIFE promotions as often 
as you can. Don’t miss a chance to tell your customers you have the 
products they read about and trust. 


First in circulation 
First in magazine audience 


First with retailers 
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Special Introductory Offers! 


Urban Deal. Buy 11 Urban Alarms at regular price. Get one 
Urban Alarm at no extra cost. 


Navigator Deal. Buy 11 New Navigators at regular price. 
Get one New Navigator at no extra cost. 


Ceramic Deal. Buy 6 Ceramic Clocks in assorted colors at 
regular price. Get beautiful, full-color display at no extra cost. 


Caller Deal. Buy 6 Caller Alarms at regular price. Get 
“‘shadow box’”’ display in two colors at no extra cost. 


Clock Department, 
General Electric Company, 
1285 Boston Ave., Bridgeport 2, Conn. 








My distributor is City 


My name = 





My address 





City State — 





Cinanmad 
yits 


‘ & coupon for 
further details ! 
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00, when you see 
these 6 new G-E Clocks 





Ceramic, 2H48 new, exclusive wall 
clock designed by Russel Wright for 
G.E. Comes in golden spice, meadow 
green, coral sand or charcoal. Re- 
tails at $8.98.* Cost, $5.57.t 


ee Oe SETS CN ee 


‘ 


jh 
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Urban, 7H226. Face and hands set 
back to give a “‘shadow box’”’ effect. 
Border of fluted, gold-colored plastic. 
Black dial. Silver numerals. Retails 
at $9.98.* Cost, $6.19.7 





The Caller, 7H232L. A touch of the 
finger on top shut-off feature stops 
the alarm. Blue dial. Luminous white 
numerals and hands. White case. 
$6.98.* Cost, $4.33.7 


New Navigator, 3HA98. This hand- 
some occasional clock is an ideal 
man’s gift. Can be used either as 
wall clock or desk clock. Retails at 
$8.95.* Cost, $5.55.T 


GENERAL @@ ELECTRIC 





Luminous Architect, 7H228L. Wood- 
case in birch, light mahogany color, 
or dark mahogany color. Luminous 
numerals and hands. Retails at 
$8.98.* Cost, $5.57.T 





Higgins Glass Model 5H-70. A bold 
new design in occasional clocks with 
elegant hand-crafted face. Use as 
table or wall clock. Retails at $34.95. * 


Cost, $19.22.tt 





* Manufacturer’s suggested retail or Fair Trade price, plus applicable taxes. 
General Electric Company, Small Appliance Division, Bridgeport 2, Connecticut. 


tSuggested dealer price, 6 or more. 
tt Suggested dealer price 1 or more. 
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@ You've heard customers say, “I can’t wear a clip-on earring. They pinch my ears and drive me crazy”. 
There is an easy answer to this complaint — Ballou ear clips have ‘such a feather light pressure in the 
closed position that the wearer can’t feel it. Yet the spring tension jumps greatly if the clip is opened a 
tiny fraction of an inch. The photograph above shows how this effect is produced by the cammed surface. 
The tension tolerance is held during manufacture to 2 oz. variation. Send for 
samples (Nos. 44 and 46 are shown above) and test this superior clip for yourself. lou 
B. A. Ballou & Co., Inc., 61 Peck St., Providence, R. I. es 
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The ONLY watches in the popular price field with the 
.. ,- REVOLUTIONARY 


JLTRASONIC TREATMENT 


No oiling or cleaning necessary for at least 3 years 





















EXCLUSIVE WITH 





Beautiful square watch, genuine Swiss gold 
color case with stainless steel back, at- 
tractive dial, fine 17 jewel movement. 
Made and cased in Switzerland. Thinnest 


watch in popular price field. ¢ All Movements 


: To Retail at $2495 up 
iam GUARANTEED 
FOR 3 YEARS 
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THE WORLD’S THINNEST 


WATCHES 





VULTRASONIC 





- , Enicar Watches are unsurpassed for beauty and craftsmanship, their imported 
Elegant rectangular watch, thinnest in Swiss movements unexcelled for accuracy. Now—with this exclusive ULTRASONIC 


popular price field. Genuine Swiss gold . : , : 
color case with stainless steel back, beau- treatment, Enicar Watches are years ahead in horological construction ... far 
tiful dial, fine 17 jewel movement, made superior to any other watches in the popular price field. 


and cased in Switzerland. 


83/1-9CR To Retail at $2495 up 





ENICAR WATCH CORPORATION,’ 115 WEST 45th ST., N.Y. 36, N.Y, 
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Magnificent round watch with modern Superb double-duty sport or dress watch. Dainty Incabloc-shock resistant watch with 
sunburst dial. Genuine Swiss gold color Fine 17 jewel movement in genuine Swiss 10K rolled goldplated steel back case. 
case with stainless steel back. Thinnest in gold color case with steel back. Modern Beautiful modern sunburst dial, Bretton 
Popular price field. Fine 17 jewel move- dial. Made and cased in Switzerland. Queen expansion band. Unbreakable main- 
ment. Made and cased in Switzerland. spring, imported Swiss 17 jewel movement, 






1066/12CR To Retail at $2495 up 200/5¢R we $2495 sal 68/1713 To Retell at $2995 = 





The ONLY watches in the popular price field with the 
ULTRASONIC TREATMENT 





All Movements 


GUARANTEED 





THE WORLD’S THINNEST 
*WATERPROOF AND AUTOMATIC 


ULTRASONIC €i nel ap WATCHES 
with sweep second hand 















Enicar Seapearl, all-stainless steel * water- 
proof watch with a genuine Swiss ONE 
PIECE STEEL CASE. Incabloc-shock resistant. 
Beautiful modern raised gold luminous 
dials. Fine 17 jewel movement, sweep sec- 


* Waterproof and Incabloc-shock resistant 
distinctive watch with genuine Swiss gold 
color case with steel back. Fine 17 jewcl 
movement, sweep second hand, unbreak- 


Smartly styled * waterproof and Incabloc- 
shock resistant watch. Genuine Swiss gold 
color case with steel back. Sweep sec- 
ond hand, unbreakable mainspring. Fine 


able mainspring. Made and cased in Switz- 17 jewel movement. Made and cased in 
= ome a - ro Made erlaiid. Switzerland. 
and cased in Switzerland. 
1-9CR To Retail at $ 95 up 95 
saiialan ro retail at $2995 up 85/1-9C 29 100/42CR To Retail at $2995 w 
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Handsome self-winding automatic watch, 





* waterproof and Incabloc-shock resistant. 
Fine 17 jewel movement in genuine Swiss 
gold color case with steel back. Sweep 
second hand, unbreakable mainspring. 
Made and cased in Switzerland. 


100/33ACR To Retail at $3995 up 


* Waterproof provided case has been 


eet ona coc teweince, —ENICAR WATCH CORPORATION, 


Dainty self-winding automatic watch, 
* waterproof and Incabloc-shock resistant. 
Sweep scond hand, unbreakable main- 
spring. Beautiful genuine Swiss gold col- 
or case with steel back. Fine 17 jewel 
movement. Made and cased in Switzerland. 


338ACRS To Retail at $3995 up 


The perfect watch for nurses or sports 
women with fine 17 jewel movemetl 
* Waterproof and Incabloc-shock resistatl 
sweep second hand, graceful genuine Swi 
chrome steel back case. Made and ¢ 
in Switzerland. 


218MS To Retail at $2599 # 


115 WEST 45th ST., N.Y. 36, \! 


























It happened in... 





If that fine man were alive today, he’d 
approve of our telling the story, but forgive 
us if we prefer not to mention the name. In 
1923 we bought a bankrupt stock from the 
receivers and hired the former owner to 
work in our sale.’ He was such a wonderful © 
help that, as an extra bonus, we gave him 
back the accounts receivable. That gave 
him the second start he needed. Ten years 
later, now in a position to retire, he asked 
us to come and buy his store. We came but 
found the location unfavorable. Instead of 
calling in other buyers, he moved to a loca- 
tion we approved, and ran his store for an- 
other year until we could buy it! Good Will 
—can one measure it in dollars? One of the 
most precious assets of our business! 


Stories from our 50 years‘ 
experience with truths of 
just as great significance today. 


FOR JULY, 1954 





MONTGOMERY, ALA. 














ATIONAL JEWELRy FAIR 


; July 25th to 29th 
ORTH BALLROOM, 3rd FLOOR 


oa YOU can be CONRAD HiLTON HOTEL 


CHICAGO 


confident of © _,, 
Ow 


—more SALES... to 
—more PROFITS 
—more TRAFFIC 

with the NEW 


» EVE 
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| *teVA-¥o] (=Ye Meh | All the 
Coming SHOWS... 


A. COHEN & SONS CORP. 
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LOS ANGELES OFFICE FANCY GOODS DIVISION ATLANTA OFFICE: 
215 W. Sth S$T., LOS ANGELES, CAL. 47 W. 23rd ST., NW. ¥. C. 321 PEACHTREE ST., N.E. ATLANTA, GA. 
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the big word in TODAY’S 
watch market is 


VALUE 


Croton’s ‘thinking’ is retail thinking! 
We concentrate on selling problems in the 
existing market which puts the jeweler in 
“all-out” competition. The Croton answer is: 
Watches That Shout VALUE! 
Everyday more and more alert jewelers, 
everywhere, are finding this to be true: 
Croton planned retail-level merchandising © 
is the key to twelve month watch profits. 

* Concentrate on Croton and discover 


new partnership-thinking for plus profit! 








D-SEAQUEEN 
Smallest ladies 
waterproof in 
America. All stain- 
less steel case with 
strap 

$49.50 F.T.r. 











The Croton Nivada Grenchen Certified 
Waterproof* Watch features: 17 jewel 


CROTON NIVADA GRENCHEN 
404 Fourth Ave., New York, N. Y¥. 


movement. Shock-Resistant. Dust-Resistant. Please send me sample AT) BLD 


€ QO DU) and complete informa- 


tion regarding promotion plans. 


The Mainspring and Balance Staff are 


guaranteed for the life of the watch. 





*As long as crystal is intact, case unopened. 





STORE NAME 


<= 





ADDRESS 


CITY STATE 








these watches to be featured in LIFE 
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I hod GUARANTEES 
SATISFIED CUSTOMERS— 
and more ot them! 


Never a service charge—and never more than ten days to handle your requests 
for merchandise and service! Kreisler’s rapid service guarantees customer good 
will—sells customers that your store offers more—with no extra charge! 








Kreisler means quality—customers rely on this! When you show and sell 
Kreisler, you do away with costly returns, exchanges and repairs. Customers 
know the Kreisler name is a guarantee of quality! 


Exclusive promotions—only Kreisler offers jewelers so great an array of sell- 
ing helps! Designed to dramatize Kreisler’s extra special styling, extra special 
value—Kreisler sales-helps guarantee sales for you! 


...and for every watchband— 
at popular prices or in : 
the high style range—Kreisler 
and only Kreisler gives you an 








UTaveres aleltileley-) 


iat Lee Co icmleelciaes 








Booth No. 110-111 
at National Jewelry Fair, 
Conrad Hilton Hotel—Chicago 










First thing to 
see at the SHOW * 


—these Kreisler firsts! 





Booth No. 37-38 at ANRJA, 
Waldorf-Astoria—New York 
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And now Kreisler quality in watchbands 
to retail as low as $5.95—with a full markup 
—and the famous Kreisler Unconditional 


Guarantee! P | 


















GUARANTEE 


fo) ar- la. --1ieeb- 


* A Kreisler First—features a sen- 
sational watchband designed by 
one of the world’s most famous 
fashion names! (begins with an S) 





ESE Ae/s/er 


effective selling aids—including 9015 Bergenline Avenue, 


exciting window display—all North Bergen, New Jersey. 
yours without extra charge! 
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Don’t miss the showing of 
NEW FALL 1954 LINES o 
BOTH TARA and MR. TARA at 
the N.J.A. JEWELRY FAIR, 
in CHICAGO, July 25-29 . 
-«-We'll look for you at our 
MAIN FLOOR BOOTH No. 


NEW YORK: Irving Daniels, 389 Fifth Ave. 


REPRESENTATIVES: CHICAGO: Maurice Taube, 37 S. Wabash Ave. 


TARA CO., 52 sALEM STREET, PROVIDENCE, R. |. 





LOS ANGELES: Hal Cabot, 607 South Hill St. 


q 


THE JEWELERS’ CIRCULAR-KEYSTONE 


WED-LOK’ 


“POINTS THE WAY” TO LASTING CUSTOMER SATISFACTION 


The quick-clicking Granat 
lock is so foolproof that 
it is GUARANTEED if ma 1 
XO) 5am 0) 0 On Bebl-moyetaci(oc a8 9° , iA. N ’ mn i 
advantage — coupled with WE Aw - se a ah WN 
Granat craftsmanship, J f 

. design, careiully selected | APDiamN 
3 diamonds set in Tem- | MAMI 
3 pered Gold* or Tempered 
Platinum*— assure you of 
the most precious asset 
any jeweler can have— 


LASTING CUSTOMER 
SATISFACTION. 














From . | 
$100 the ensemble xX Ve ) ) Val 


LAV AT 





Be) 
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SELL THEM AS 
SELL THEM AS SCATTER PINS 
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No matter how you sell them, you can be sure that your customers 





» 
So 


will buy them! Because these ingenious adjustable clasps 


= 


and necklace shorteners have everything. Beauty... practicality . .. versatility. 





They go to any length to please your customers. 


) 
#, 


4 
] 






























To make a favorite pearl necklace longer or shorter. % 
To dress up a favorite dress as a scatter pin. @ Y 

| To add new hair glamour asa hair ornament. g ; 
| NAOMI STOCK THEM. M.OIPLA LAY O & 
| ADJUSTA PEARL | 
D345~-$3.00 CARD OF 12 = 
! 
[ 
: ISLAND PARK, N. Y. 
| INTRODUCTORY OFFER! a 
{ Buy 1 card of any Ni om. PLEASE SEND ME: 


adjustable cla sp or 
shorten nei 











Fill in this coupon and send to your certified Naomi dealer or wholesaler 
Send me FREE cards of #206(6 PER CARD) 
Store 
Address 
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WRITE FOR FREE FINDINGS CATALOG e AVAILABLE AT CERTIFIED NAOMI DEALERS 
FOR JULY, 1954 4} 
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Vibrograt 


DESIGNED T0 MAKE WATCH AND CLOCK TIMING AND 









REPAIRING EASIER... FASTER... MORE PROFITABLE! 


STREAMLINED... COMPACT... LIGHTWEIGHT. Not much larger 
than a portable typewriter, the VIBROGRAF takes little 
space on the work bench. ..can be moved and carried 


with ease. 


TIMES AND ANALYZES ALL STANDARD AND ODD-BEAT WATCHES 
AND CLOCKS . . . with VIBROGRAF’S exclusive “Multi-Beat 


Analyzer.” 


INSTANT WATCH TIMING . . . DIRECT ONE LINE RATE READING 
. . » ACCURATE MOVEMENT ANALYSIS. No time consuming con- 
version tables or charts. No confusing lined paper. No 
guesswork. OPERATES AUTOMATICALLY BY THE SIMPLE 
TURN OF A SWITCH. 


UNFAILING ACCURACY. VIBROGRAF uses a Quartz Crystal 
Control for time comparison, your assurance of absolute, 


accurate, dependable performance. 


CREATED FOR WATCHMAKER 


WRITE FOR FURTHER INFORMATION 


REVOLUTIONARY WORK BENCH MICROPHONES. New time-saving 
.. . profit-building tools for the watchmaker. 


THE MP-6 STANDARD MICROPHONE—Watches con 
be tested in any position without stopping the mack 
ine... timed, regulated and repaired right on the 
microphone as the machine records the result ina 
single printed line on a continuous running paper 


tape. 


THE MP-36 CLAMP MICROPHONE—This all purpose 
microphone fills the many special needs of watch 
makers, importers, assemblers and manufacturers. 
For rapid assembly line and work bench timing and 
testing of movements .. . for testing clocks of all 
types without disassembly. Either microphone avail: 
able as standard equipment. 


FULLY GUARANTEED. Made by the makers of world-famous 
INCABLOC Shock Absorbers for watches! 
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ONE LINE.READING FOR ANY 
STANDARD OR ODD-BEAT MOVEMENT 


Repairs, timing and regulating can be — Clamp microphone tests clocks of all Portable microphone allows rapid 
performed without removing move- sizes. production line testing...and practical 
ment from microphone. purchase and delivery inspection. 


IT’S Nous! Liteg / Kelurive! 


NITIALLY YOURS 


Magical SELF-MONO GRAMMING COMPACTS ~ ° 


bad 









Sulpudg Syuajeg JROUeYIOW Puke UFISAG (yJeW-apesl)* 





SIMPLY TURN THE 0) AN Pe Instantly Set 


Any Two Initials From A To Z In Professional Jeweler Fashion! 


PACKED WITH PERSONAL APPEAL...PACKED WITH PROFITS FOR YOU! 


Once in a “blue moon” a fabulous idea like INITIALLY YOURS makes 
its debut. Result: An instant, sales-smashing success! It’s a Zell exclusive 
(Patents Pending). This unique INITIALLY YOURS compact discreetly con- 
ceals an ingeniously designed Self-Monogramming Dial in the top...it’s 
magical! A simple turn of the dial instantly sets any two-initial monogram 
from A to Z. No fuss...No waiting...No engraving machines...No 
mistakes— because the initials are instantly interchangeable! It all adds 
up to MINIMUM STOCK and MAXIMUM SALES and PROFITS for YOU! 





INITIALLY YOURS compacts are avail- NATIONALLY ADVERTISED AND 
NO. 59/NBX Assortment of able in an exquisite array of beauti- MERCHANDISED TO HELP YOU SELL! 
6 INITIALLY YOURS, 2 each ful embossed designs in jeweler’s Don’t delay the volume-boosting busi- 
yd é se san Pore gars = bronze, highly polished gold finish. ness INITIALLY YOURS will bring 
finish. individually Sift Also with jeweled ornaments. Size: you! Be sure to stock and display 
packaged in satin-lined gift 3%" diam. INITIALLY YOURS — NOW! 





box with FREE Powder 
Spoon. Ready to display 


and SELL! Retail $5.95 $7.95 with jeweled ornaments 


Write for Literature. Order from your jobber —NOW. 
” : : Y, 
ZELL PRODUCTS CORP. foster orice: Norwalk Conn 
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jewel boxes 


... the gift favorites 
everywhere ! 





MELE’S BALLERINA 
Musical Jewel Box 
with Thorens Swiss Movement 





MELE’S DEBUT 
Tray and Drawer 
Open automatically . .. simultaneously 





MELE'S WINSTON 
Man’s Jewel Case 
Handsome he-man design 


Be sure to see 

the complete MELE line of 
JEWEL BOXES and 
MUSICAL JEWEL BOXES 
at these Shows: 








v 
Southern Jewelry Show Dinkler-Plaza Hotel Atlanta July 18-21 
National Jewelry Fair Conrad Hilton Hotel Chicago July 25-30 
California Gift Show Biltmore Hotel Los Angeles July 25-29 
Western China & Glass Show = Civic Auditorium San Francisco Aug. 1- 4 
The A. N. R. J. A. Show Waldorf Astoria New York Aug. 8-12 
WRITE FOR Allied Gift & Jewelry Show Hotel Adolphus Dallas Sept. 5- 9 
Denver Gift & Jewelry Show Hotel Albany Denver Sept. 19-23 
NEW MELE 
1955 
CATALOGUE 


SAhcovions foremost mame tn feel ya 
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MELE MANUFACTURING COMPANY, INC., 366 FIFTH AVENUE, NEW YORK 














AN IMPORTANT ANNOUNCEMENT 
THAT WILL PROVE OF MAJOR i 
INTEREST 10 ALL WISE JEWELERS ' 































New Life New Line New Promotions at MORSE ANDREWS 
ce 0 ae 








Yes, MORSE ANDREWS is now under new ownership 
and management with a genuine treat in store for you. 
Many, many jewelers have known MORSE ANDREWS 
for over forty years as the Buckle King and as a manu- 
facturer of unmatched quality and integrity, who has 
established a policy of close cooperation with jewelry 
wholesalers throughout the country. 





But now—MORSE ANDREWS is introducing a great 
new men’s jewelry line—cuff links, tie slides, and 


buckles. 


We just won’t attempt to tell you about this new line 
because the MORSE ANDREWS salesmen are out on 


the road now and we want you to see it for yourself. 





So, please ... please . .. don’t complete your Fall 3 
buying until you see our new line. It will be well worth ; 


waiting for—we promise you! 


MORSE ANDREWS CO. 


ATTLEBORO, MASSACHUSETTS 
A New Men's Jewelry Line Distributed Through Wholesalers | 
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DING RING promotion 


motion unit that will give you fastest turn-over of any 


$ 12 best selling styles combined into one sensational pro- 
other rings in your store! 


two-tone combinations. 


$ Hand-carved, faceted yellow and white 14K gold 


$ Free This eye-arresting 3-dimensional color- 


ful velvet covered window displayer. 


price tags that guarantee a high, 
healthy mark-up. 


er Established factory resale 


The famous Polishook serv- 
ice is always dependable.... 
24 hour delivery on “spe-. 
cials,” 


Your Sates $548 
Your Cost $170" 


Your Propét 311° 
K. POLISHOOK & SON core 


216 EAST 45th STREET, NEW YORK 17, VAnderbilt 6-1664 
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Stop being chained by 
old-fashioned diamond selling methods! 


Open 
your eyes 


to the tried, tested and proven” 





Feature Lock and only Feature Lock... 
offers these exclusive selling advantages... 





LOCK SWINGS OUT OF WEDDING RING EASILY— TURN THE FEATURE LOCK RING UPSIDE DOWN. NO OBSTRUCTION _ 
WITHOUT SPRINGS * MADE ENTIRELY OF 14 KT. GOLD NO BENEATH DIAMOND IN EITHER WEDDING OR ENGAGEMENT RING TO RETARD 
FOREIGN METALS * NO SCREWS OR BOLTS TO RUST = = =-—-—DIAMOND BRILLIANCE! NO DIRT CATCHERS. ABSOLUTE CLEARANCE. 


TO SELL FOR YOU... ee 


z; 


ONE OF THE GREATEST ADVERTISING 

: Jy Be CAMPAIGNS IN THE INDUSTRY! sits 
 . Sr FEATURE LOCK IS NATIONALLY ADVERTISED 
LOOK LARGER, A SUPERIOR, LASTING, FLASHING FINISH... FROM COAST TO COAST—REACHING OVER 
AORE COSTLY! ADDS DAZZLE AND FIRE TO ANY DIAMOND. 100,000,000 PEOPLE. = =sts 


- MAKES DIAMONDS 1 
MORE BRILLIANT, MORE 


AND N O W. ee Feature Lock presents this great new REMOUNT 


s = 
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4 [| F 7 ad specifically designed to promote 


REMOUNT 
BUSINESS 


ADVERTISED IN 


LIFE 


planned by [ % Pag 
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HE LATEST IN FASHIO 





ye YOUR DIAMONDS 


SMART FULL COLOR WIN- 
DOW DISPLAY —Self-sup- 8-SET VELVET DISPLAY— 


=. NEWSPAPER COLORFUL WINDOW porting atop a Feature A distinctive display in LIFE COUNTER CARD- 
» Sine —In a variety of STREAMER — For eye: Ring Box. Plus LIFE rich colors. Miniature Large dramatic stand-up 
es. catching excitement. Counter Cards. LIFE ad is attached. LIFE Cards. 


CONTACT YOUR FEATURE LOCK WHOLESALER TODAY. 


CONQUER 
SUPME- 
SLUMP! 


AT LOW COST—Jumbo (5” 
x 7”) self-mailing cards, 
imprinted with your 
name. 
















Arabesque—in gold and rhodium tones 


WHEN YOU SEE VOLUPTE’S BREATHTAKING 40TH ANNIVERSARY 
COSTUME JEWELRY AND COMPACT LINES 


Volupté will be nationally advertised 


for Fall and Christmas in: 
VOGUE, HARPER’S BAZAAR, MADEMOISELLE, 
THE NEW YORKER and the NEW YORK TIMES MAGAZINE 


See our Costume Jewelry and Compact exhibits at: 4 
National Jewelry Fair, Chicago, III. 
Southern Jewelry Show, Atlanta, Ga. 


393 FIFTH AVENUE, NEW YORK 16,N.Y. 
COSTUME JEWELRY +» COMPACTS + CIGARETTE CASES + CARRYALLS + LIGHTERS «+ PILLBOXES 
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New York Conventions 


the first time a the Chicago and 


t's NeW! —Youl ope it for 





Take the lock off your clock sales ... open the door to plus sale; : 


THE MOST REVOLUTIONARY NEW CLOCK DEVELOPMENT IN 167 YEARS! 


ma) he 


with the “MIRACLE POV 














THE oe Rela 








The amazing clock with | 
the features your customers 
have wanted for years! 





% ELECTRICALLY-OPERATED 
WITHOUT WIRES OR PLUGS. 
No home connections or 
electricity required. No worries 
about electric power failure. 


NO WINDING. Just set the hands : . g | f' : 
once. No further attention necessary. va S © , | ~y a 
% INCABLOC SHOCK PROTECTED | 4 9. Ingawtoc : 


JEWELED MOVEMENT. For long 


life and split second accuracy. 





% EXQUISITE STYLING. In 
sparkling colors to harmonize 
with modern, traditional, 


and period home furnishings. 


te BEAUTIFUL ALL-METAL CASE. 


With “mirror” finish for long wear. 


% FULLY GUARANTEED. 


The secret is the CHASTELL 


Minacte Power Unit 


Precision electro-dynamic converter 





y 


f 


see THE 
CHAST 


built into clock assures unfailing power 


eu CLOCK AT 


119, 
Hotel 


and continuous, accurate performance. 
goOoTH NO- 
Conrad Hilton 


a ( te ())* 





Now more than ever... 


Wine, = Hine 


Five Best-Sellers from America’s Favorite Time-Reminder Line! 


SERS ESS 
Se 
SSNS 


America’s only electric Brand-new full-size Newly re-styled, richer 


CALENDAR CLOCK LUX ALARMS FAIRVIEW 


Created to Retail at Only With Metal-Foil Dials, White Numerals and Hands 
Raised Gold-Finish Numerals! Full-Color Country Scene, 
Wine-Red All-Metal Case 





No. 203 ee Retail $3.25* No. 236 FAIRVIEW Retail $3.50* 


ann 








PORTABLE MINUTE MINDER 


tells the DAY! 





tells the DATE! 





tells the TEAAES 


No. 237 CONQUEROR _ Retail $3.50* No. 2428 Retail $3.95 


Lustrous polystyrene case in West Coast prices on Date Minder Calendar Clock slightly higher. 


flame red, metallic bronze, 
antique yellow, ice white. Hour 
dots and numerals are raised 
polished brass on off-white 
background. 


LUX DATE MINDER CALENDAR CLOCK Jus TIME-REMINDER LINE 


Approx. 6” x 7” 
No. 5120 Retail $9.95* THE LUX CLOCK MANUFACTURING COMPANY 


WATERBURY 20, CONNECTICUT 
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BOOKS. 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject fo editions being ‘'in print'' at the time 
orders are received. We can supply titles from leading publishers. All prices 
quoted are net. No accounts opened for book purchases. 
anywhere in the United States. 







Books sent post-paid 


For the Gem Expert, Connoisseur and Student of Gemology 
















GEMS AND GEM MATERIALS $6.00 
Drs. Kraus & Slawson 

A KEY TO PRECIOUS STONES $3.50 
L. J. Spencer 


GETTING ACQUAINTED WITH MINERALS $4.50 
George L. English 


REVISED LAPIDARY HANDBOOK $3.00 
J. H. Howard 

A ROMAN BOOK ON PRECIOUS STONES $6.75 
Sydney H. Ball 


STORY OF THE GEMS $4.00 
H. P. Whitlock 
STORY OF DIAMONDS $1.85 


A. C. Austin and Marion Mercer 

FAMOUS DIAMONDS OF THE WORLD $1.25 
Robert M. Shipley 

HANDBOOK OF GEM IDENTIFICATION $5.00 
Richard T. Liddicoat, Jr. 


GEM TESTING $5.00 
B. W. Anderson, B.Sc., F.G.A. 
GEMSTONES $8.50 


G. F. Herbert Smith 


POPULAR GEMOLOGY $4.75 
M. Pearl 
GEM IDENTIFICATION CARDS $7.50 
Wilburt M. Draisin 
THE ART OF THE LAPIDARY $6.50 


Francis J. Sperisen 


PROPERTIES OF GEM VARIETIES OF 
MINERALS $4.75 
Edward Wigglesworth 


DIAMOND TECHNOLOGY $10.00 
Paul Grodzinski 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY MAKING AS AN ART EXPRESSION $6.50 
D. Kenneth Winebrenner 


JEWELRY DESIGN AND APPLIED DESIGN $25.00 
C. A. Jakobb 


JEWELRY AND ENAMELING $4.25 
G. Pack 













REFINING PRECIOUS METAL WASTES $7.25 
C. M. Hoke 
ART MONOGRAMS AND LETTERING 
J. M. Bergling 
(Special 18th Edition—Paper Cover) $2.50 
19th Edition—104 Pages—Hard Cover $6.00 
METALCRAFT AND JEWELRY $3.25 
Emil F. Kronquist 


PRINCIPLES OF ELECTRO PLATING AND 
ELECTRO FORMING 
Blum & Hogaboom 





TESTING PRECIOUS METALS $2.50 
C. M. Hoke 
THE JEWELERS’ DICTIONARY $6.06 
(New Second Edition) 
3,033 RETAILING IDEAS $3.95 
Emanuel Lyons 
HAND-MADE JEWELRY $3.25 


Louis Weiner 


JEWELRY, GEM CUTTING & METALCRAFT $4.50 
W. T. Baxter 


ENAMELLING ON METAL $3.00 
Louis & Elie Millenet 


JEWELRY MAKING—FOR SCHOOLS, 
TRADESMEN, CRAFTSMEN 
Murray Bovim Cloth Bound $3.75 
Paper Bound $2.75 
THE TRADE MARKS OF THE JEWELRY & 
KINDRED TRADES (New 6th Edition) $7.50 


A HISTORY OF JEWELRY, 1100-1870 $17.50 
Joan Evans 





For the Skilled Watch and Clock Maker, the Apprentice and Student 










RULES & PRACTICE FOR ADJUSTING WATCHES $3.50 
W. J. Kleinlein | 


PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 
Louis and Samuel Levin 


SCIENTIFIC TIMING $4.50 
Charles Purdom 


KEYSTONE WATCH REPAIR RECORD BOOK $2.75 


WATCH ESCAPEMENTS $3.50 
Dr. James C. Pellaton 


THE SCIENCE OF CLOCKS AND WATCHES $5.00 
(2nd Edition) 
A. L. Rawlings, Ph.D. 


HOROLOGY $4.50 
J. Eric Haswell, F.B.H.I. 
THE MODERN CLOCK $4.95 


Ward L. Goodrich 
PRACTICAL NOTES FOR THE WATCHMAKER $3.50 
(French-English Edition) 
G. A. Berner 
PRACTICAL WATCH REPAIRING $5.00 
Donald De Carle 


PRACTICAL COURSE IN HOROLOGY $3.25 
Harold C. Kelly 
INTRODUCTORY COURSE 
ON CHRONOGRAPHS $2.50 


KNOW THE ESCAPEMENT (New Edition) $5.00 
Barkus Watchmakers 


MODERN METHODS IN HOROLOGY $2.50 
Grant Hood 
THE WATCH REPAIRER’S MANUAL $6.00 


Henry 8. Fried 


On Silver for the Jeweler, Collector and Antiquarian 











THE SILVERSMITH’S MANUAL $4.50 
Bernard Cuzner 


ENGLISH SILVER (1675-1825) $5.00 
Stephen G. C. Ensko and Edward Wenham — 





OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN 


Check or money order must accompany all orders. 


THE PRACTICAL BOOK OF AMERICAN SILVER $6.00 


Edward Wenham 


$5.00 
§. B. Wyler 


THE STERLING FLATWARE PATTERN INDEX 
1953 Edition 
Without Binder $15.00 
With Leather Binder $20.00 
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100 East 42nd Street, New York 17, N. Y. 


Do not send cash. Prices subject to change without notice. No books sent on approval. 
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_SEMCA 
sive Fashion Academy Medallion for 
superiority in styling. 












the LAST word in travel timepieces 


For trouble-free, volume sales at excellent 
_., show these new 1954 Semca clocks and sell! 
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C. 8-DAY 7-JEWEL TRAVEL ALARM CLOCK. In a stain- 
proof, scuff-proof case of simulated leather, this master- 




























on B. 8-DAY 7-JEWEL TRAVEL ALARM 
A. 30-HOUR 7-JEWEL TRAVEL ALARM CLOCK. A trustworthy timekeeper and de- 








CLOCK. Built to take the hard knocks of pendable awakener! Single winding triggers — sign. no pdywodroy oe ft or in on asa 
travelling, this rugged timepiece is cov- alarm and keeps leather-cased clock func- aa a peer — - be Pa Sy roe ha a 
ered with husky, handsome leather, has tioning accurately for 8 full days. Gilt nu- aiarm. — x by x 1%". we, ewe igskin, Brown Alli- 
raised gilt numerals and luminous hands merals and luminous hands. 34%,” x 2%” x gator, Maroon, Tan and Green. 
and hour dots, 3%" x 2%" x 1%". Tan, 1¥,”. Pigskin, Red, Green, Bive, Brown and Model 76 Retail $14.95 Plus Tax 
Blue, Red, Green, Brown and Pig. Tan. 
mete! 756 Retail $9.95 Plus Tax Model 79 Retail $16.95 Plus Tax 
* 
NEw! SCMCa 
* 


FOR HIM 
D. 30-HOUR 7-JEWEL “ROYAL CONVERTIBLE” ALARM CLOCK. For the 


executive, the college student, the man who travels extensively... this 
sleek streamlined model is only slightly larger than a package of cigarettes 
when closed! Round, smooth-cornered metal case is finished in gilt-trimmed ee 
genuine jeather. Dial has raised gilt numerals, luminous hour dots and Kitt in re 
hands. Closed: 4%” x 2%” x 1%". Open: 6%” x 2%)" x 1%”. Blue, Pig, fam | re 
Red, Brown and Green. 


Model 760 Retail $19.95 Plus Tax jae —_— — 
Same as above, except enamel finish in Brown or Green Tortoise colors. | : i 
Model 761 Retail $19.95 Plus Tax 





E. 30-HOUR 7-JEWEL “ROYAL CONVERTIBLE” ALARM CLOCK. As del- 
icately feminine in styling as it is reliably accurate in timekeeping! Slides 
open for active duty on desk or boudoir table .. . closes for compact, care- 
free, trouble-free transportation. Finished in rich genuine leather—trimmed 
in strikingly attractive gilt metal, Raised gilt numerals, graceful hour dots 
and hands are luminous for easy reading at night. Closed: 37/15" x24%"x1 Ye". 
Opens to 5%" x23 'x1%". In Pigskin, Blue or Redand Green 
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Model 763 Retail $19.95 Plus Tax 
Same as above, except enamel finish in Brown or Green Tortoise. 
Model 764 Retail $19.95 Plus Tax 








> 





Write for catalog — Consult your wholesaler 


semcd CLOCK CO., INC. Manufacturers of Phinney-Walker Clocks Since 1915 
30 IRVING PLACE, NEW YORK 3, N. Y. 







See us at the NACJ Convention in Chicago —July 
25-29; Booth 'A’'-65 Conrad Hilton Hotel. Also at 
the ANRJA Convention in New York — Aug. 8-12; 
Space E-17 and E-18, Waldorf-Astoria. 










United CLOC 








Underwriters’ Laboratories Approved 


sell the TIME 
they tell! 


’Tis said that ‘““‘Time alone will tell’’— 
but time accompanied by United’s light-and- 
action feature is the Time that will sell! 
United’s All-American Five shown here are 
proving it. Collectively, they’re the 
fastest moving sales team in the clock 
field. Take your choice. Share 
the profits of their national popularity. 
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BALLERINA TIME ..to Music 


Time escorts a glittering, daintily- 
attired, miniature ballerina...which 
at the flick of a selective switch, 
pirouettes to music. Spotlighted 
dais. Mirrors. Bright metal and ex- 
quisite framing add to its box 


office appeal. *List Price $17.95 


[ee 


No. 975 ENCHANTE 


Sensational promotion value. Brilliant 24K 
‘gold plated’’ components. 4-sphere pen- 
dulum rotates quietly, fascinatingly and 
in perfect synchronization. Crystal- 
clear, shatter-proof dome. Chenille 
ringed edging. Height 13 inches. 


*List Price $16.75 














No. 999 


UNITIME 


Glowing, 24K “‘gold plated”’ interpretation of 
famous French clockcraft. Simulated, on- 
view, hair-spring action. Decoratively en- 
hanced Lucite dial. Ornate pedestul. Glassed- 
in mantel cabinet. Height 9% ins. 


*List Price $29.95 





Goes 






















Syn 





No. 640 
ROYAL COACH-AND-FOUR Queen of Clocks 


A regal achievement and a royally profitable promotion feature. Electric timepiece richly 
encased in a 24K ‘“‘gold plated’’ coronation coach drawn by four equally brilliant steeds 
and mounted on a selected mahogany finished base! A treasured, 
eye-arresting mantel decoration. Length 20% ins. 


*List Price $16.75 








No. 811 SHIP CLOCK..with Lights 


*List Price $15.95 


Walnut hull topped with lofty, brilliantly 
chromed sails. Braided rigging. Port hole 
lights and a nautical clock keep it on a 
steady sales course. Impressive den and read- 
ing room attraction. Length 20 ins. 


No. 810 without Lights . . *List Price $13.25 
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United TIME is money! 


Contact 
Your 
Dobler 


*List Prices are 
slightly higher west 
of the Mississippi 


cORP- 





A Division of the 
United Metals Goods Mfg. Co., Inc. 
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PILLIOD CH 


GET READY FOR TRAFFIC .. . and extra sales. This complete, 
new line of Pilliod Silverware Chests are eye-catching values 
. all dressed up with buyer appeal, and ready for your profit! 
The demand is there — millions of silverware owners need a 
Pilliod chest. Plan now to cash in on this ready market. 

Stock and sell the complete line of Pilliod chests. It’s an 
outstanding profit opportunity. There are popular models that 
retail from $4.50 to $19.95, in mahogany, blonde and walnut 
finishes. And attractive discounts are available. Check the three 
fast-selling models shown here, and send for full information 
today! Use the handy coupon below. 








Beautiful DRAWER CHEST No. 786 


Smartly figured mahogany grain in satin lacquer finish. (Also 
available in modern limed oak.) Superior mitred-corner construc- 
tion, with 3 concealed hinges. Lined throughout with PACIFIC 
SILVER CLOTH —rated the best protection against tarnish in 
READER'S DIGEST report of impartial tests. Contrasting brass 
hardware makes this cabinet a showpiece in your store, or any 
home. Holds over 200 pieces, including 12 knives as shown. 
Size 17” x 12” x 6%”. Suggested retail (Mahogany) $17.95. 




















OS a iS | 
| 

THE PILLIOD CABINET COMPANY | 
SWANTON, OHIO | 
Please send me discount schedules and literature on the complete | 
line of Pilliod silverware chests. | 
STORE NAME | 
ADDRESS | 
CITY STATE es | 
| 

SIGNATURE TITLE 
ee 


FOR JULY, 1954 





will bring extra 
sales to you! 


mii lif 


ECONOMY CHEST No. 711 


A real value in a chest to hold service for 
8 or 12. All wood chest, with walnut grain 
finish, Lined in bright red anti-tarnish 
Duvetyn. Size 1354” x 11%” x 2%”. Sug- 
gested retail $5.95. 


PRINCESS ANNE CHEST No. 731 


Accommodates service for 12. Conservative, 
finely grained mahogany finish, to harmo- 
nize with dark furniture. Completely lined 
with PACIFIC SILVER CLOTH — America's 
most popular silver protection. Knives are 
held securely in a trouble-free rack... yet 
can be removed easily. A fine cabinet, 
superbly styled and serviceable. Size 1734” 
x 1154” x 34%". Suggested retail $9.95. 








World's Leading Manufacturer 
of Fine Silverware Chests 


ESTABLISHED 1896 
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\ 9 CRAMER-TOBIAS-MEYER 
[00SE-LEAF PORTFOLIO... 








Last year, a revolutionary plan was devised by us and a group of the Industry’s most 
prominent manufacturers, to bring to the individual jeweler a Christmas mailing-piece 
of a quality and scope the retailer could not afford to produce for himself. This mailing 
piece took the form of a Portfolio and consisted of a beautiful cover plus 27 loose-leafs, 
each of which represented a top manufacturing line. The retail jeweler was able to pick 
and choose as few or as many specific leafs as he wished, and the major part of the cost 
of the leafs was borne by the manufacturers, who backed up the items illustrated. 


'etre: 
aeftii ° 


So successful was this plan that over ten million leafs were sold to 328 retail 
jewelry stores throughout the country. But the real proof of the plan’s success was in 
over-the-counter sale of merchandise which the mailing piece produced for the retail 
jewelers who subscribed to it. See the opposite page for jeweler’s reactions. 


f 





MANUFACTURERS PARTICIPATING - 


Towle . . . Wallace . . . International Silver . . . Inter- 
national Stainless . . . Oneida Ltd. (Heirloom) ... 
Oneida Ltd. (Community Silverplate) . . . Reed & Bar- 
ton... Lunt... Shefheld Silver . . . Seth Thomas... 
Cyma Clocks . . . Hamilton Watches . Illinois 
Watches ... Omega Watches . . . Longines- Wittnauer 
.. . Cyma Watches .. . J. R. Wood (Artcarved Dia- 
mond Rings) . . . Traub (Orange Blossom Diamond 


‘Note well! The participating manufacturers 
must necessarily limit their expenditures for this 
cooperative retail advertising. ‘Therefore, some 
have put a limit on the total quantity of leafs 
we are permitted to offer on this basis. When 
the supply of each manufacturer’s leaf is sold 
out, we will not be able to offer his leaf further. 


If interested, write or wire us. We shall 
have our representative call on you when next 





Rings) ... Pond (Keepsake Diamond Rings) .. . Krem- 
entz... Trifari ... Elgin American . . . Royal Doulton 
.... Ronson . . . Speidel . . . Prince Gardner . . . Rolfs 
(Leather Goods). “ 


in your city. We cannot submit samples by 
mail. (Already, a goodly percentage of the re- 
tailers who used this mailing piece last year, 
have again signed up). 





CRAMER - TOBIAS - MEYER, ING. 
515 Madison Ave., New York City 


SAMPLES OF THE PORTFOLIO will be on display in our booth 
0] at the A.N.R.J.A. Convention, Waldorf-Astoria, N.Y. August 8 through |} 
12th, Booth #2. 
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JEWELERS 


16 W. HURON ST. -:- Ponriac 04, Coeeeae 
Telephone Ft 20294 











Byrd G& Compan D 


Cramer-Tobias-Meyer 

515 Medison Avenue 

New York 22, New York 
Attention: Richard Tobias 
Dear Sir: 


Thank you ror your letter 
were well plea 


¥ £ w 
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Here are Examples of what a Large Percentage of the Retailers Said 


“We believe the contributing manufacturers 
have realized their wisdom in their approval 
of this type of cooperative advertising. Yes, 
we are enthusiastic, and sincerely wish to 
use it again for Christmas, 1954.” 


“Very pleased with results obtained. As 
some customers told us, several members of 
the same family brought in the special page 
they were particularly interested in. Keep 


““We were very much pleased with the re- 
sults. And can at this time, guarantee to 
double our order next year. If the cost is 
the same, you may sign us up for twice the 
amount.” 


“We will again be interested this year. It 
was the best gift book ever offered us. The 
best part of the book is that we have the 
merchandise in stock that is shown.” 


“I would like to use it again this year. You 
hit on a very good idea and the manufac- 
turers cooperated most willingly. Personally, 
I feel it far better than spending money in 
newspapers or magazines.” 


“We were well pleased with the response. 
We feel it was one of the best thingsthat 
has been done in catalogs in quite some 
time. We especially appreciated its adapta- 
bility. We are interested in using it again 
this year.” 








up the good work and we will do our part.” 





VEZ 5 


~ 
a a) 
a” 3S 

7! 





pe rs 


rr We! or Tee oe) 
shia Lanecaeter. Penna >. % 


2. ant and . 


ELaInN.1 October 13, 1953 


Mr. Jacques Meyer 
CRAMER—-TOBIAS-MEYER, Inc., 
515 Madison Avenue 

New York 22, New York 





Dear Jacques: 
Thanks for your note of October 2 enclosing 








HAMILTON: 


“I want you to know how much we appreciate the grand job you 
people have been doing. Our salesmen have been advised of the 
jewelers in their territories who purchased the catalog and success- 
fully used this information to sell additional watches. There has been 
actual evidence where jewelers have used the Hamilton and Illinois 
pages as a guide in placing their Fall orders. To say the program has 
een successful is, at best, an understatement ... we are very much 
pleased and anxiously await plans for next year’s program. I am 
hoping we can go into the thing in a much greater way. 


Congratulations and thanks are in order for a grand job excellently 


one, 
R. W. Welch 


FOR JULY, 1954 














TOWLE: 
“It is with pleasure that I express our appreciation of the outstanding 
job your company performed. 


The promoting and handling of the original idea made possible the 
existence of a quality gift catalog, done in the very best of taste, 
which has filled the needs of hundreds of jewelers across the 
country. 
Not only has your loose-leaf gift booklet removed one of our greatest 
seasonal production headaches, but it has saved us considerable time, 
effort, and money. Furthermore, it gave us better distribution of our 
Christmas literature than ever before realized. 
We have heard many complimentary remarks from dealers, and [ 
know you will want to do even a better job in 1954. That, my friend, 
is a real challenge!” 

Robert S. Adams 
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When your customer asks about Palladium 


... these facts may be helpful! 


Palladium is the newest of the precious metals. ... but also to the full-page, colorful advertise- 


Palladi that t dt F ments that appear month after month, year after 
alladium is so rare that tons and tons of ore = aay in such publications as Harper’s Bazaar, 


must be worked to produce a single ounce. Charm, Glamour, Seventeen and True. 


Palladium is white. It mirrors the true color of Check your palladium stock. And write us for 
diamonds and shows them to best advantage. your copy of “Palladium Jewelry...and Where 


To Buy It.” It also contains a description of pal- 
ladium sales aids available to you without charge. 


PALLADIUM 


Platinum Metals Division, THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall St., New York 5, N.Y. 
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Palladium is strong. It holdsdiamonds securely. 


More and more people are interested in palla- 


dium. Palladium is in the fashion spotlight. ++ @ precious 


metal of the 
platinum group 





This is due not only to its beauty and quality 




















Westinghouse 


introduces 


GREAT NEW 
PRODUCTS! 






NEW COFFEE MAKER—Fast jet 
action makes 9 cups of perfect 








coffee in just 9 minutes. Award- 






winning beauty. Automatic. 
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NEW PORTABLE MIXER—Ex- 
clusive STOP-N-GO Switch for 
instant power. Heavy cookie 





NEW ROASTER-OVEN—America's most popular roaster in a smart new 
model. Cooks anything—automatically! Plugs in anywhere, Big capacity. 







dough won't stop this mixer! 














FREE DISPLAYS—Hard-selling displays—free—on these NATIONAL ADVERTISING — Westinghouse will have the 
new products, plus Steam or Dry Iron, Cook-n-Fryer most spectacular advertising smash in history—peaked 
and Grill-n-Waffler displays. See your distributor. for the heavy buying season when most sales are made. 








You can make extra profits on the popular Westinghouse items listed below, 
simply by buying now for the big fall selling season. Stretch your margin 


4 O No to a full 40% by ordering now! 
COOK-N-FRYER HOT PLATE FOOD CRAFTER 


GRILL-N-WAFFLER HAND VAC OPEN HANDLE IRON 
PROFIT DEALS 











ALSO a Baker’s Dozen Deal on Warming Pads ... and a NEW LOW PRICE on the Steam or Dry Iron! 


WESTINGHOUSE ELECTRIC CORPORATION .« ELECTRIC APPLIANCE DIVISION « MANSFIELD, OHIO 


you CAN BE SURE...1F s Westinghouse 


FOR JULY, 1954 61 
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Participating jewelers report increases 
in Diamond Sales of 300% to 500% 


“THREE MIRACLES OF THE THOMPSON WARD PLAN’ 


The fabulous MAIL RESPONSES. The responses to our mailing pieces are the highes! 
1 in the history of the jewelry business, ranging from 6.5% to 29.3%. 










. We bring customers into your diamond department BY APPOINTMENT. 


The CONTINUITY of this Plan. Month after month, going into year after year of diamond 
3. sales. THIS IS NOT A ONE SHOT DEAL. 


EXCLUSIVE THOMPSON WARD FRANCHISE BROUGHT THESE UNSOLICITED COMMENTS: 





Leo Weisfield, Weisfield’s, Seattle: “Promotion pro- Jim Levi, Leon Levi, Inc., Baltimore: “Plan very lucra- 

ducing increased diamond sales, with pleasant reception tive to us. Recommending it to several friends.” 

from customers.” Vic Graber, Crescent Jewelers, Oakland: “Our aver. 
age sale is above the figures you quoted as normal. Happy 

Chuck Greenstone, Granville’s, San Francisco: “Ex- with the deal.” 

tremely pleased. Anticipating bigger and better results Jack Joseph, Federal Stores, San Francisco: ‘Contest 

each month. Very thankful.” is great. Business well over 250% increase.” 


The Thompson Ward Scientific Diamond Sales Plan is sold on a selective, territorial basis only. Franchises art 
being rapidly granted in new areas to qualifying jewelers. Tie-in with the national success story, and reap th 
profits other jewelers are earning. Get the facts at once. 







Call or wire our New York office, or visit us at suite 1812A at the 
National Jewelry Fair, Conrad Hilton Hotel, Chicago July 25-29. 


THOMPSON WARD CO. d 


Merchandising and Sales Promotions 






666 Fifth Ave., New York 22, N. Y. 424 South Broadway, Los Angeles, Calif 
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Lohengrin Rings also Portray: 


NEW GLO-BRITE MOUNTINGS — 
make the diamonds appear larger 


You‘ll be amazed at what you see. These unusual and more brilliant. A wonderful sales 
. *11; dium. 
i nd brilliance and me 
Lohengrin films capture true diamond brillian FINEST CRAFTED FINISH coupled 
have been made specially for television in your with sediiouas Aéhuaiiied-aneine 


area. Here is your opportunity to use the power of means truly satisfied customers. 
oh ' ; . CONTROLLED MERCHANDISING 
television to increase diamond sales. Simply write Salih; Sees seabed taeelanaaees 


or phone us for FREE information and we will ar- enables you to carry less inventory 
° : : through our perpetual inventory sys- 
range to show them to you with no obligation. Seats Wade piean shana ena 


successful with largest jewelry chains. 


SIDNEY FIDDELMAN AND STAFF WILL GREET YOU IN THEIR SUITE.. 
, I8O00...... 18OIA ......18O2A 
to Lohengrin retailers NIA FAIR, CONRAD HILTON HOTEL, CHICAGO 


America’s Finest ia me 
Newspaper Mat Servic 


a 
devoted entirel¥ 7 Fiddelman 4 Son, Tite Manufacturing Jewelers 
DIAMOND 126 W. 46th Street, New York 19, New York 


Formerly of England, Klein & Levy, Incorporated 
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Again this fall! 
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Watch for these beautiful full-page ads 
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See them in these 
outstanding national magazines 
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prestige boost ring sales! 


In diamond rings, as in everything else, your customers are looking for value, 
quality—and a name they can trust. They want to be sold . . . to know they are 


getting what they pay for. 


Artcarved does a quality selling job for you. Customers will see . . . and be 
impressed by . . . beautiful Artcarved advertising in leading national magazines. 
They'll be convinced before they come into your store . . . ready for you to 
clinch the sale. And look at these salesmen to help you tie in with Artcarved’s — 
national advertising. Use them to sell for you . . . to increase your profits. | 






Tie in!) Let THESE 12 SALESMEN RING UP PROFITS FOR YOU. 


We | Astearend’s MAT ADS L(y artcarsed' TV PLAYLETS 


we 


Artearved’s WINDOW DISPLAYS \ 5 ro ( Artcarved’s IN-STORE DISPLAYS 


=) 


\_ lek 














G Artearved’s MOVIE PLAYLETS ESF Artearved’s DIAMOND RING GUARANTEE 


4 






- 
18 
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Artcarved 
wy hm AN 


Artcarved’s MOTION DISPLAYS = 


(J secret RADIO DISCS 


Artearved’s TRADE-IN PLAN 


Brings you more customers because the original purchase price 
of an Artcarved diamond ring can be applied to a more expen- 
sive Artcarved ring at any Artcarved jeweler’s. 


Artcarved 











. — : iia 
America’s best-selling rungs sence 1850 Ue 
Ask your Artcarved representative or write our home office for full details. 
J. R. WOOD & SONS, INC., 216 East 45th Street, New York, New York 
65 
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EVERY COMPETITIVE ADVANTAGE 


Longines-Wittnauer makes available to its jeweler agencies not only the 
world’s largest line of fine watches in style, type and price, but within it, 
every proven horological advance, every competitive feature. Prestige- 
building advertising in tremendous volume has given Longines-Wittnauer 
watches the highest consumer acceptance. Our jeweler agencies have learned 
over the years that Longines-Wittnauer works with and for them. So it was 


yesterday. So it istoday. So it will be for many tomorrows. 


Gaaines We Ce, Ihe 


Since 1866, maker of watches of the highest character 


66 THE JEWELERS’ CIRCULAR- KEYSTONE 




















THE JEWELERS' 


—— a large theft-loss was 
inflicted upon a jewelry sales- 
man, and the press gave it the wide 
coverage its dramatic circumstances 
dictated. Many newspapers also gave 
the jewelry trade some bad publicity 
by printing both wholesale and re- 
tail values of the stolen jewelry in 
such a way that a direct comparison 
between them was afforded the pub- 
lic. In the words of H. E. Hinkle, 
jeweler at Bethlehem, Pennsylvania, 
who is correctly concerned about the 
newspaper reports of this robbery, 
such comparison of prices creates 
“the belief that the retail jeweler is 
a profiteer.” 

The bad publicity cannot be prop- 
erly blamed on the press. The only 
news source for the prices is the 
tradesman who suffered the loss. 
Only one price—either retail or 
wholesale (not both)—need be di- 
vulged to police or reporters. 

Publicity on both prices hurts the 
retail jeweler and his industry. 


© © 


]* order to increase readership, ad- 
vertisers sometimes have the lay- 
out of their advertisements assume a 
form similar to that associated with 
daily syndicated columnists, even to 
using a special title. Interesting in- 
formation, facts on famous person- 
alities and items of human interest 
serve to capture the reader’s interest 
for the advertising message which is 
tied in with the other material. 
Such a newspaper column is “Side- 


FOR JULY, 1954 
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lights and Highlights,” written by 
Gene Moss for Ray’s Jewelry of 
Salem and Albany, Ohio. One of 
Moss’ recent columns is about matri- 
mony on Orchid Island. On this 
island, 50 miles from Formosa, men 
seem to be born to the dog house and 
spend all their time therein after 
marriage. For example, the wife has 
access to quick and easy divorce by 
flipping to her undesired spouse a 
string of agate beads she received on 
her engagement. When the couple 
are childless, the husband is always 
blamed. On the other hand, over 
three children constitutes grounds 
for divorce. 

All this seems far fetched from the 
jewelry business. However, the col- 
umnist neatly ties in Ray’s Jewelry 
by pointing out that matrimony may 
be shaky on Orchid Island but 
patronizing Ray’s is safe because the 
firm stands behind everything it 
sells. 


> © 


N 1931, Haltom’s Jewelers in Fort 
Worth, Texas, advertised silver 

goblets at a reduced price. A few 
months ago the store received an 
order for eight of these goblets from 
a woman who enclosed the 1931 
newspaper ad to support her request 
for the merchandise at advertised 
prices. 

Haltom’s, believing the customer is 
always right—even after 23 years— 
filled the order at its 1931 prices. 

There, of course, is a practical 
economic limitation to how far Hal- 





1954 


JULY, 


tom’s can go in maintaining this 
policy. 
© © 


AST March we wrote about a 
Milwaukee jeweler, Howard P. 
Adam, who skilfully drilled a hole in 
a human hair. The unusual condi- 
tions of the job required him to make 
his own special drill. He dramatized 
his accomplishment by threading an- 
other hair through the drilled hair. 
However, watchmaker Dominic 
Bianco in Trinidad, Colorado, was 
not impressed. He decided to top the 
Milwaukee jeweler’s feat. He drilled 
two holes side by side in the width 
dimension of an extremely fine hair. 
Then he threaded a loop of hair 
through the two holes to show their 
location side by side. He, too, needed 
a special drill, and it measures only 
three and one-half hundredths of a 
millimeter in diameter, so small it 
cannot be seen with the naked eye. 
Only a watchmaker and a jeweler 
could split hairs—so literally and so 
precisely. 


o > 


N 1890 a Swiss watchmaker, René 

Bloch, designed and made a 
watch that is said to be a million and 
a half years ahead of its time. The 
watch uses the metric system, which 
is preferred by scientists because it 
is based on units of 10. Time is di- 
vided into decimal fractions, and 
horologists speculate that the watch 
may prove to be the timepiece of the 
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THE JEWEL WRITER 








You'll keep your pen profits on the 
right track, cashing in at the $5.00 
window, when you feature the superb 
new Waterman's Sapphire, now with 
2-point selection: fine, medium. 


For that big gift market, Waterman’s 
has a fine selection of matched Sapphire 
pen and pencil sets, beautifully 
packaged in silk-lined jewel cases 
customers can’t resist. | P 


Elegantly styled, Waterman’s Sapphire 
is the smoothest of all writing 
instruments. Unlike any other point, 
its synthesized jewel-point takes to ink 
naturally, feeds it evenly to any writing 
surface without skip, smear or clog. 

Its Endura ink, though washable, 

is permanent on paper . . . perfect 

for checks. 





Greater Demand, Greater Production 





Waterman’s Sapphire is now being 
nationally advertised to millions, 
creating unprecedented demands. 
That’s why we're able to lower the 
price from $6.00 to $5.00 and still give 
you that big profit margin. 


enables us to offer this beautiful 
Sapphire at a new, easy to sell, 
low price. 





OO 
TAX INCLUDED 





Now is the time to order your complete 
assortment of Sapphires and Sapphire 

ts B dy tar the the at hf Heavy gold (warranted 22 K) electroplated 
sets. e ready OF e Dig eI rus! or by Sel-Rex process. Also available in sets 
graduation, weddings, anniversaries with matching pencil from $10.00, in 
and birthdays. And be sure you have an Rhodium Plate, Sterling and Gold Filled. 
ample supply of Jewel Writer cartridges. 


WATERMAN PEN COMPANY, INC., | De Forest Street, Seymour, Conn. 
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yery remote future. Recent astro- 
nomical discoveries tell us that the 
Farth’s movement around the sun is 
slowing down, and that at the present 
rate of retardation, the solar year 
will lengthen to 10,000 hours—an 
‘deal figure for metric division—in 
approximately 1,480,000 years. 

The history of Bloch’s watch goes 
back to the French Revolution, which 
caused all measurements in France to 
he made in the metric system. His 
claim to fame was devising a mech- 
anism that made the system work in 
a timepiece. He created a watch 
movement with metric oscillations. 


The curious watch divides the 24- 
hour period into ten metric hours. 
[he time elapsed between one metric 
hour to the next is two hours and 24. 
minutes. The hours are subdivided 
into tenths and hundredths—metric 
minutes and seconds. The metric 
minute corresponds to 14 minutes 
and 24 seconds, and the independent 
second hand is geared to record 
hundredths,, each equalling 8.64 sec- 
onds. 

For his achievement, Bloch won a 
gold medal in a competition of horo- 
logical innovations. It is not known 
just why he created his metric won- 
der. He may have made the watch to 





WATCH DEPT 








show that a metric timepiece could 
be manufactured. Or perhaps he was 
visualizing the universal time record- 
er of the future. 


o © 


HE moral to this story is never, 

never smuggle a cuckoo clock past 
customs men during the off-season 
for cuckoos—the bird, that is. 

As two men passed through cus- 
toms in Sydney, Australia, officials 
heard the sound of cuckoos. They 
thought this strange because the sea- 
son was autumn. The officials were 
more surprised when they found 
cuckoo clocks concealed beneath the 
men’s coats. 


© © 


EXAS is a special place because 
it’s full of Texans. Witness the 
following story: 

One morning a young woman 
walked into Jim’s Jewelry at Llano, 
Texas. She removed a watch from 
her wrist, and spoke to the jeweler. 

“My husband just came home from 
Oregon and brought me this watch. 
| want it regulated to Texas time!” 

(Technical note: the watch had a 
broken balance staff. ) 


























“Hereafter, Johnson, I'll handle the trade-ins." 


FOR JULY, 1954 


Vy ORE than half of all gift pur- 
chases in the United States are 
$5 or less, a recent survey points out. 
Interviewers, hired by Schenley (the 
liquor people), questioned customers 
in leading department stores in 25 
cities across the nation. 

Another result of the survey was 
that two-thirds of all gifts cost less 
than $10. More than 80 per cent of 
the customers interviewed are spend- 
ing more for each gift purchased to- 
day than they did five years age. 
Sixty-seven per cent said they are 
giving gifts to more people, and 60 
per cent are giving gifts on more 
occasions than formerly. In this sur- 
vey, jewelry merchandise was the 
first choice of 9 per cent of the gift 
buyers. 

The survey concluded with the sig- 
nificant observation that almost half 
of the men and women interviewed 
said they are influenced in their se- 
lections by the gift box or wrapping 
in which the merchandise is sold. 


© © 
it, VERYONE is familiar with Lin- 
d 


coln’s famous remark beginning, 
“You can fool some of the people all 
the time...” 

A retailer’s version of this quota- 
tion is that on a sign in the window 
of Schaffer Jewelers, Glendale, Calli- 
fornia: “You might buy the right 
watch in the wrong store, but you 
could not buy the wrong watch in 
the right store.” 


© © 


O attract attention to newly ar- 

rived merchandise, a Chicago 
jeweler had his sales clerks wear a 
red string tied around their finger. 
In response to customers’ inquiries 
as to the reason, the clerk would 
reply, “That’s to remind me to show 
you this new item.” Having raised 
the question themselves, the custom- 
ers felt obliged to listen to the sales 


talk. 
© © 


OIN-OPERATED alarm clocks in 
Florida never get away from the 
tax collector. They are permitted to 
awaken sleepers only after being li- 
censed. The state’s attorney-general 
has ruled that the coin alarm clocks 
in Florida’s many motels sell “noise” 
by insertion of a coin, and are there- 
by subject to the vending tax. 
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This question is referred to James A. Brandt, Olsen & Ebann Jewelry Co., Chicago, Ill. 


66 THE basic information necessary for passing credit is 
needed to determine not only the ability of the applicant to pay, but 
his habits of paying and his permanency of residence. Obtaining sui- 
ficient and pertinent information on the application eliminates collec- 
tion time, skip tracing and, last but not least, bad debt losses. The 
following information will be of great value in accomplishing the 
above purposes. (1) The customer’s present address and places of 
residence for the past several years. (2) Employment information cov- 
ering at least the past two years. (3) Parents, relatives and friends as 
references. (4) Names of previous credit grantors, if any. (5) If a 
customer has recommended the store to the applicant, learn if possible 
the customer’s name. (6) Obtain credit rating through local credit 
bureau. 





(7) Get applicant’s signature on title-retaining contract. (8) Make a record of any other in- 
formation which the applicant may, knowingly or unknowingly, make during the interview which 
could be useful. This is important if a careful follow-up should be necessary at a later time.99 
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This question is referred to Saul D. Herman, Weisfield's, Inc., Seattle, Wash. 


66 | NSTALMENT credit, in principle, is a method for the dis- 
tribution of goods. It affords the merchant an opportunity to increase 
his business and profits. Credit is a tool of business, and like any other | 
tool, the results depend on the craftsmanship of the user. Thus, to 
convert from a cash to a credit operation, the merchant must learn to 
use credit intelligently, realizing that the temptation to rapidly increase 
his volume must be controlled. It must be borne in mind that any 
extension of credit will involve credit losses—which must be kept at 
a reasonable level—dependent on the factors of credit granting, collec- 
tion and sales policy. If basic principles are followed, there is no 
reason why a small businessman with limited capital cannot convert 
his business into a credit operation. The basic principles I have termed 
—for want of a better name—The Ten Commandments of Sound 
Credit. 





(1) Check credit information carefully. (2) Obtain the best possible down payment. (3) 
Make the best possible term arrangements. (4) Be certain term arrangements are clear to the cus- 
tomer. (5) Sell up a good customer within reason. (6) Do not overload any customer. (7) Do 
not permit a customer to over-buy. (8) Follow a regular, unremitting collection procedure. (9) 
Insist upon payment when due and as agreed. (10) Take credit or make repossession before serious 


delinquency.?9 
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.. Should *firsi impressions ——a custoinier s app 


given consideration by a credit grantor 


This question is referred to Irving Chayken, Armstrong's, Hammond, Ind. 


66 KIRST impressions of a customer are always given con- 
sideration by a credit grantor in the jewelry business. However, the 
chief basis for the granting of credit is the stability and character of 
the applicant. One determines “stability” by obtaining the proper 
information from the applicant. This receives pure, objective analysis. 
In truth, the customer’s appearance in no way leads to the granting of 





a charge account. 


Emphasis should be placed in obtaining the applicant’s place and length of residence and em- 
ployment. The character and stability of the applicant is ascertained quickly if he is steadily em- 
ployed and has resided in one place over a period of years. Conversely, if an applicant changes 
residence and employment regularly, he can be considered at the start as a poor risk. I believe 
“first impressions” should be given consideration—but should not be the sole factor in determining 


whether credit should be granted.%9 


° do Vol belie i ¢ ii is rood OHrmsinmess fo exten 
This question is referred to Myer B. Barr, Barr's, Philadelphia, Pa. 


Our experience in extending credit to teen-age buyers has 
been satisfactory. Of course, such extension of credit is carefully 
planned and controlled. We have found it advisable to use different 
standards in granting credit to teen-age boys as against teen-age girls. 
.(The age group referred to in both cases is approximately 16 to 21.) 
Girls in this group evidence a great sense of responsibility in meeting 
their indebtedness. We have found loss percentage in this group less 
than the average loss in adult sales. 





Sales encouraged to teen-age girls include school rings, low-priced watches, gift items (particu- 
larly for Mother’s Day and Father’s Day, and to close friends and relatives). Total credit extended 
is limited to $40 or $50. Experience with young men in the same age bracket, although not quite 
so ideal from the standpoint of promptness of payment, is still sufficiently good to warrant its con- 
tinuation. Where young men have part-time employment, we will extend credit in an average re- 
ceivable of $50. With teen-age young men, Barr’s has made a policy to require a larger down pay- 
ment in order that the balance may be easily liquidated from the boy’s income without undue dif- 
ficulty or pressure on his budget. Barr’s is selective in its choice of such credit customers, and the 
credit staff does an educational job at the time credit is extended. Despite the additional effort and 
time required, we feel that this is a worthwhile project which will win new and loyal customers. 9? 
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should terms be weekly. semi-monthly or monthly? Why?” 


This question is referred to Wesley N. Meyer, Meyers Jewelry, Vallejo, Calif. 


66 WHENEVER possible terms should be made on a weekly 
basis. This gives you the opportunity to contact your customers four 
or five times a month, instead of once or twice. During a six-month 
period your chances of making additional sales are much better from 
24 to 30 customer contacts than they would be from only 6 or 12 
contacts. In addition, you will receive your money faster on weekly 





payments, 


Weekly payments are of a smaller amount and thus are easier to get in the original sale and 
are easier to raise in case of an add-on. When payments are made on a weekly basis, you can keep 
a much closer control of your accounts. A delinquent customer can be sent a statement within a 
week to ten days after the payment date. Of course, there will be some cases where you cannot get 
weekly payments, particularly if the customer gets paid on a semi-monthly or monthly basis. 99 
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This question is referred to Jay C. Lighterman, Tappin's, New York, N. Y. 


od is not good policy for a salesman to discuss either down 
payment or terms with the customer. That should be arrived at after 
an interview with the credit manager, who is better qualified to deter- 
mine the customer’s ability and willingness to pay. When the salesman 


discusses either down payment or terms, he forecloses the credit de- 





partment from being able to increase either of them. 


A sale can be and is often lost by a salesman promising something which the credit department 

in light of information obtained during the inter view—cannot fulfill, An experienced credit mana- 

ser often raises the sale after he evaluates the customer's ability to pay. If he finds that the cus- 

tomer has been oversold, he can reduce the sale rather than lose it completely. Should the customer 

inquire whether the merchandise can be taken by him immediately, or what the terms of payment 

will be, the.salesman should advise him that the credit manager will work out the entire transaction 
satisfactorily. 
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This question is referred to Rudolph L. Schindler, Schindler's, Sioux City, la. 


66 THE first decision to make is whether the account is a 
desirable one. If it is a desirable account, have the person in the store 
who knows him best call him on the phone and suggest that he come 
in to look at a new item. Call him to sell—do not call him to collect. 
During the course of the conversation it can be said that his balance 
is entirely too small. and the store would like to see his account as 
active as it has been. Calling to sell is a compliment and is welcomed; 
the call to collect is uncomplimentary and unwelcome. Compliment 
this account and nine out of ten you will complement your sales 
volume. 





If the account has no phone, write him in the same manner as you would phone. We hate to 
see accounts fully paid up. We prefer to see them active with add-on purchases. Therefore, our 
suggestion is to use this problem as an opportunity to increase sales. 99 
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This question is referred to Herman Wasserman, Watch Shop, Inc., Louisville, Ky. 


6 NEVER in the history of the installment jewelry business 
has it been so necessary for decisive split-second decisions. All bottle- 
necks—particularly those which may adversely effect the customer 
psychologically—should be eliminated. The credit application should 
be brief and designed to help the credit manager to make a decision 
as rapidly as possible. The important questions which must be 
answered are, “Can he pay?” “Will he pay?” and “What recourse do 
we have if he does not pay?” 


Obviously, the handling of a customer as though his credit application will have to be used for 
skip-tracing purposes is unjust. This is true when you consider how very few in the overall picture 
will require skip-tracing. When phone verification prior to approval is necessary, a call to a neighbor 
can usually produce enough information to formulate a decision. In conclusion, streamline the 
application form to the point where pertinent information leading to rapid decision can be achieved. 
Extraneous questions designed for the potential skip—who is the exception rather than the rule— 
should not be inflicted on the majority of applicants. 99 


This question is referred to H. A. Goldberg, Cooper's, Inc., Portsmouth, Va. 


eT HIs depends on whether one operates strictly an instal- 
ment business or a combination of instalment and charge. If it is a 
combination of instalment and charge, a jeweler should liquidate his 
accounts in six months. If, on the other hand, it is strictly all instal- 
ment, then he should liquidate his accounts from eight to ten months. 
In my experience, I find that a retailer doing an instalment and charge 
business, his monthly percentage collections run about 17 per cent. 
Operating an instalment business as we know it, the monthly per- 
centage collections run about 10 to 12 per cent. 





However, there are instances where the monthly percentage collections will run as high as 15 
per cent. Where a retailer collects about 17 per cent of his accounts receivable monthly, | find in 
making an analysis of his operation, he will do about 43 per cent in cash sales, and 57 per cent in 
charge or instalment sales, with an average down payment of 16 per cent. Where the average collec- 
tions run anywhere from 10 to 15 per cent monthly, I find that the cash sales will run around 30 per 
cent, and charge and instalment sales 70 per cent, with average down payment of 161% per cent.?? 
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This question is referred to Lewis |. Benway, Basch's, Cleveland, Ohio 


66 AFTER a sale has been made and the customer is sent to the 
credit office, it is more difficult to increase or decrease the amount of 
sale without meeting customer-resistance. If the customer has already 
been sold on the item selected, it takes greater salesmanship to sell him 
a more expensive item. However, the credit man should point out that 
the customer can have the better article for the same down payment 





with possibly no increase in payments. 


When a sila has been made and it is the credit man’s opinion that the amount is too high for 
the customer, there is no other alternative but to reduce the amount of the sale—even at the risk 
of losing the sale. We have found that the simplest and most effective way to handle such sales is to 
call the credit manager into a friendly consultation with the customer and salesman during the sale. 
This procedure permits the credit man to aid the customer in deciding between an expensive and in- 

<_ 99 


expensive item, and gives the salesman his “cue” as to what course to follow. At such a point as 
this, it is easy for the credit man to influence the sale either way.?? 


Baepenan. 
gigs 


This question is referred to Jules Lindenbaum, King's, Santa Monica, Cal. 


66’ THERE are many instances in which the credit angle plays 
an important role in making a sale, particularly in those sales which 
involve a reasonably large amount. In such cases, the promotion of 
credit undoubtedly is a useful technique and is employed by many 
jewelers. The use of easy terms as a sales-closing argument is another 
matter, and its uses as a means of inducing anyone to buy jewelry is 
something else. It is my belief that most jewelry is bought to satisfy 
a desire—a desire that was probably created first by constructive and 
aggressive selling. 








Irresistible, easy credit as a convenience and as a means of closing a sale, I wholeheartedly en- 
dorse. Irresistible, easy credit as the main reason for buying jewelry—definitely no! 7? 


This question is referred to Stanley B. Goodman, Goodman's, St. Paul, Minn. 


66 HK VEN though the jeweler and the loan company have the 
same end objective for collecting their money, the jeweler’s collection 
notices should not be as intense as the average loan company. The 
jeweler can afford to wait a bit longer—and even allow himself to 
take a greater percentage of loss on his outstanding accounts—than 
the average loan company. I feel a gradually stronger, but pleasant, 
series of collection notices, followed by phone calls, then serious 
dunning, should be the procedure used by the average jeweler. 





I certainly feel that calling the customer at his place of employment, checking with his neigh- 
bors, and similar tactics should be used only as a last resort. These tactics are not advisable for 
today’s jeweler, who is trying to build and foster good retailer-customer relationships. Patience, per- 
serverance, and an attempt to understand customer problems should be the keynote to a successfully 
operated credit jewelry business. 99 
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-..in view of declining markups, is it better policy to forego additional volume 


on risky accounts and secure profits on lower volume by selling only to eustomers 


who have good credit ratings?’ 


This question is referred to Jay B. Rudolph, Rudolph Bros., Inc., Syracuse, N. Y. 


66] 7 is poor business to pass questionable credit risks at any 
time. Expenses have risen sharply and gross profit has shrunk con- 
siderably in the post-war period. It, therefore, behooves the jeweler to 
exercise sound judgment in passing credit. Today it costs a great deal 
more to collect from extremely poor-paying customers. Dunning costs, 
costs of having one or more outside collectors are high. With increased 
population and traffic problems, an outside collector can cover but a 
handful of people in a day’s time. We have found that an outside 
collector can’t even cover his salary and car expense. 





Without an outside collector, we have to be extremely careful in passing credit. As far as we 
are concerned, if an account appears to be extremely questionable, we do not extend credit. There 
are several ways to take on questionable credit without too much risk. The first method is to require 
a large down payment. If the account cannot do this, we request that the item be held in layaway 
until the required down payment is reached. The other method is to attempt to get the customer to 
purchase a less expensive item so as to lessen the risk involved. Today it does not pay to take chances 
in selling customers with poor credit ratings.?9 
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the local COMM! anil ¥ « 
This question is referred to Ralph De Roy, Joseph De Roy & Sons, Pittsburgh, Pa. 


aad | DO not feel it is necessary to use the credit bureau in the 
local community in order to pass on credit. Basically, people are 
honest and it would seem to me that in a small community people in 
the store possibly know the people they are dealing with better than 
the local credit bureau. In a large city, however, the credit bureau 
would be very valuable in the case of a questionable account. My 
theory is that “experience comes from experience’—but if one is not 
too well versed in passing on accounts, then the credit bureau should 


be called upon. 





In order not to use the credit bureau in a large community it is necessary to have a person pass 
on accounts who is very familiar with the various sections of the city, the types of business houses, 
etc. We have two well-qualified credit managers who are able to ascertain whether or not credit 
should be extended merely by reviewing the applications and by talking to the customer. The per- 
centage of accounts that we must check with the credit bureau is infinitesimal—probably three or four 
a month. We find that people will wait for a department store account to be cleared, whereas they 
resent the fact if they are not passed on immedia tely in a smaller store, such as a jewelry store. ' 
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This question is referred to Herb Bridge, Ren Bridge, Seattle, Wash. 


i 

eo Tere is no doubt in my mind that the answer should be 
an unequivocal “yes.” And the charge should apply not only to appli- 
ances but to all jewelry store commodities as well. Making this neces- 
sary are the shrinking gross margins in practically all the brand 
products we feature, and the fact that the average customer today is 
becoming better educated credit-wise and has begun to wonder why 
certain stores or groups of stores make no charge for credit. More 
and more people realize there is a real cost to instalment buying, 
whether it is put in the form of carrying charges, or is hidden in the 
price of the merchandise. 











Stores hesitant to take the step after so many years of “no interest, no carrying charge” opera- 
tion, cau draw encouragement from the example of an operation like Sears Roebuck, which is aggres- 
sively gaining greater volume while advertising “usual carrying charge’—and a 10 per cent charge 
at that! There is no doubt that we have public acceptability, that we may receive a gain in volume, 
a greater net profit, and a rise in stature of the credit jeweler, if the majority of firms within a com- 
munity will follow the example of other retailing fields and establish some uniform system of adding 
carrying charges.99 


This question is referred to Lewis H. Manning, Cole & Erwin, Inc., Detroit, Mich. 


66 THE methods used by ethical instalment jewelers in collecting 
from delinquent and evasive debtors follow a well-defined pattern. 
Statements, letters, telephone calls, telegrams, personal and court action 
are systematically used to compel collections. With few exceptions, 
the instalment jeweler depends on his collections to meet his merchan- 
dise obligations, as well as his operating expenses. A tight collection 
policy, therefore, is a necessity. It is important, however, that due 
regard as to the effect of a close collection follow up on maintaining 
good customer relations be fully considered. 





The following steps by a credit department will materially aid in reducing collection costs. (1) 
Impress upon a customer, when establishing his credit, the importance of maintaining a good credit 
rating by making payments promptly when due, or if unable to do so, to notify the credit depart- 
ment. (2) Instruct cashiers not to accept short payments or irregular payments without the approval 
of the credit department. (3) Indicate a willingness to make adjustments on terms as may be 
required to meet a change in the economic situation of the debtor. (4) Designate doubtful accounts 
properly so that they will receive special attention immediately upon becoming in arrears. (5) 
Cooperate fully with local credit bureaus by reporting skips and exchanging information. 

Follow your accounts weekly. Most delinquents pay best in response to prompt, persistent, but 
vood tempered reminders. A simple reminder may bring about the desired results. Notices should 
then progress by stages, becoming less friendly and more aggressive. Evaluate your account in 
determining the character and number of letters you send. My personal experience indicates that the 
most effective and certainly the cheapest method in dealing with delinquent accounts is a personal 
telephone call. Letters may be ignored and go unanswered, but in a telephone conversation you can 
exact a promise and impress the debtor with the importance of fulfilling his contractual obligations. 
Telegrams are effective if not used in excess. Resort to telegrams only when you wish to serve notice 
on the debtor that you are contemplating more serious action. Do not threaten any action without 
intent to follow up. Court action is the most costly of all procedures and should be resorted to only 
when all other methods have failed. Again, let me state the importance of persistent follow up. “A 
squeaking wheel gets the grease” is an excellent motto.99 

















PROGRAM 
OF THE CONVENTION 


SUNDAY, JULY 25 


9:00 p.m. Forum on the Excise Tax issue. Speaker: 
Fred B. Dreifus, Chairman of the Jewelry Industry 
Tax Committee. “Fair Trade” Symposium—a 
report on the NJA’s Fair Trade activities and dis- 
cussion of ways to strengthen the present Fair 
Trade law. 


MONDAY, JULY 26 


10:00 a.m. Forum on “How to Conduct a Profitable 
Retail Jewelry Business in the Present-Day Econ- 
omy.” Jay C. Lighterman and a panel of experts; 
audience participation. 

9:00 p.m. Symposium on “Conducting Jewelry Store 
Service Departments for Profits.” Presentation by 
Mel Foer; Al Levine, chairman. Panel discussion. 


TUESDAY, JULY 27 
10:00 a.m. Address by Dr. Frederick H. Pough, JC-K’s 


Gem Consultant. Subject: “Science and Gem- 
stones’ —the latest scientific developments in con- 
nection with natural and synthetic stones used in 
making jewelry. 

10:20 a.m. Symposium on “How to Finance Instalment 
Sales by Jewelry Stores.” Presentation by Dr. Ray- 
mond Rogers, Professor of Banking, New York 
University School of Business. Panel members: 
A. I. Parker, assistant secretary, C.I.T. Corp.; 
David Blum, Rhodes Jewelers, Los Angeles; S. W. 
Skidmore, National Jewelry Stores, Inc., Indian- 
apolis; and Robert A. Knight, Jewelers Acceptance 
Corp., New York. 
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= feature of the business program to 
be presented at the National Jewelry Fair and annual 
convention of the National Jewelers Association at the 
Conrad Hilton Hotel in Chicago, July 25 to 29, will 
have direct bearing on the conduct of retail jewelry 
business. Subjects for the various business meetings 
have been carefully selected with a view to presenting 
late important developments pertaining to trade issues 
and problems. Symposiums and forums will be used as 
a means of passing on to jewelers useful information. 

The first session of the convention will begin at 9:00 
o'clock Sunday evening, July 25. President Seymour 
Greenberg will preside. Following his talk, Fred B. 
Dreifus. chairman of the Jewelry Industry Tax Com.- 
mittee. will present the excise tax issue. It is expected 
that other members of the tax committee will join in 
answering questions from the audience and in impressing 
upon retail jewelers the urgent need for maintaining a 
strong tax committee to safeguard the trade’s interest. 

The second subject at the Sunday evening session is 
Fair Trade. The aim will be to give retail jewelers, by 
means of a symposium, a report on the latest develop- 
ments in the movement to make Fair Trade a two-way 
street. The NJA’s Fair Trade activities, which began 
in January of this year with a resolution by the Board 
of Directors to engage counsel to do everything within 
reason to bring about observance of Fair Trade price- 
maintenance agreements, should be far enough advanced 
by the end of July to permit giving the trade an inter- 
esting progress report. 

So that jewelers may ask questions on all aspects of 
conducting a profitable retail jewelry business in the 
present-day economy, the Jay C. Lighterman (“Pro- 
fessor Quiz”) forum will take up the Monday morning 
session, July 26. This popular and informative forum 
lasted over three hours at last year’s session and then 
was adjourned into a requested session which also lasted 
for more than three hours. 

Service departments operated by jewelry stores offer 
retail jewelers a practical way to meet the competition of 
discount selling. A symposium on this subject has been 


(Please turn to page 104) 
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EXHIBITORS 


Key: 

ExH—Exhibition Hall Booth 

NoH—North Hall Booth 

GBR—Grand Ballroom & Foyer Booths 

Ballrooms, Suites—Listed as such 

Fifth & Sixth Floor Display Rooms—Listed as such 
with numerals "5" or "6" as first numeral in group 


of 3 
ane! tee 

Accro Watch Co., Inc.....ExH Booth 151 
Adams, William, Inc...... GBR Booth 308 
Allan Ca. We oe: ExH Booth 146 
Allcraft Novelty Corp. ....ExH Booth 122 
Altheimer & Baer, Inc.. GBR Booths 229-231 
American Plastic Co. ...... ExH Booth 27 
Argus Cameras, Inc. ...... .ExH Booth 58 
Axel Bros., Inc... . ...North Assembly Room 


sng a 
B&O Chen Co... . 2k... Ext Booth 128 
Baldwin Miller Co., Inc...NoHiBooth 166A 
Banner Watch Co. .........*. :Room 657 


Belgrad, M. J., Co., Inc. ...GBR Booth 223 
Bell Lamp Mfg. Corp. ..... ExH Booth 36 


Benrus Watch Co. .......... Suite I005A 
Ne te ee ee NoH Booth 167A 
Berman Watch Co., Inc. .. ..Room 513A 
Bieler-Levine ........ GBR Booths 272-274 


Blancard & Co., Inc. . . . Participation Suite 
.. Bloom, Roy M., Inc. ....ExH Booths 14-15 
Brown & Gravenson, Inc. 

GBR Booths 277-278 
Brunner-Ritter, Inc. ....ExH Booths 71-72 
Bulova Watch Co. ....Royal Skyway Suite 


— 
Capehart-Farnsworth Co... .ExH Booth 21 
Caplen Jewelry Display ...GBR Booth 306 
Cohen, A. & Sons Corp. ... .ExH Booth 95 
Compeo Corps: ...5 | 855 GBR Booth 239 
Cranley Silver Mfg. Co... .ExH Booth 117 
Crosley Div. (Avco Mfg. Co.}.ExH Booth 35 


Croton Watch Co. ..... -..,.Room 512A 
Cuckoo Clock Mfg Co., Inc.. GBR Booth 275 
—s , ae 
Danecraft, Inc. ........... ExH Booth 50 
Davids, Lothar .......... GBR Booth 311 


_ Davidson & Sons Jewelry Co. 

ExH Booths 112-113 
enbere. Fo A oe os es ExH Booth 22 
Dennison Mfg. Co. ....... ExH Booths 5-6 


Donby Luggage ......... GBR Booth 223 
Doppelt, Sid Co. ........GBR Booth 227 
Dormeyer Corp. ..... GBR Booths 263-264 
Doxa Watches........... ...ExH Booth 9 
Duane Jewels Co., Inc...... ExH Booth 59 


— 
Eagle Watch Co. ........ Rooms 610-61! 
Electric City Box Co. ...... ExH Booth 20 
Elgin National Watch Co... .Skyway Suites 


Enicar Watch Co, ....... GBR Booth 312 


— 

Fairbanks Ward Industries GBR Booth 305 
Fantasy of Jewels ........ ExH Booth 122 
Feature Ring Co., Inc... Participation Suite 
Fiddelman & Son, Inc... Participation Suite 
Firman Leather Goods Corp. 

GBR Booth 232 
Flex-Let Corp. ............ ExH Booth 83 
Foster Metal Products, Inc... .ExH Booth 8 
Freed, Edwin, Inc. ..... ExH Booths 74-76 


reed, & BR 6.33280 oe ExH Booth 50 
— 

Gemex Co., Inc. ....... Participation Suite 

General Electric Co. ....... ExH Booth 6! 

Gift Box Corp. of America. GBR Booth 266 

Goodman and Co. ........ ExH Booth 24 

Gorndm Ga... 4h eee Room 507 


Gruen Watch Co. ......... Skyway Suites 
— oo 


Hamilton Watch Co. 
ExH Booths 92-93, 104-105 
Harman Watch Co........ ExH Booth 10! 
Hartman-Cutler Corp. ....GBR Booth 280 
Hayman & Lindenberg, Inc. 
NoH Booth 178A 
Heirloom Clock Co. ....... ExH Booth 98 
Helbros Watch Co., Inc..ExH Booths 81-82 
Heller, L., & Son, Inc... . .ExH Booths 38-39 
Herscovitz, Sam, Co., Inc... .ExH Booth 42 
Hirsch A... Ces 2 5s ExH Booth 116 
Howard Ring Co. ....... GBR Booth 304 


ane 
Illinois Watch Case Co.. .ExH Booths 62-63 


Imperial Pearl Syndicate 
si ExH Booths 90-107 


Incabloc Corp. .. .ExH Booths 118-119-120 
Ingraham, E., Co., The. ..ExH Booths 96-97 
(Please turn to page 152) 
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Recognize the symptoms, 
Tom... Dick... or Harry? 
ACUTE NOELWORRYITIS! 
Stop worrying, men; go at 

once to Your Jeweler! He'll 

prescribe an unfailing remedy: 

"GIVE JEWELRY FOR 

CHRISTMAS!" You'll feel bet- 

ter at once, refreshed in spirit 

. . «Christmas Spirit, that is. True, 

your pulse will quicken, your eyes 

will gleam at the sight of Your 

Jeweler's treasure . . . but, by the 

same token, she'll react the same 


way, comes Christmas Eve! 
“ines y $ stmas Eve 
Your Jeweler 
Will Extend. 
Divided Pay- 
ments! 


nie 
eee i 








You know me as a responsible merchant member of 
the community whose business life has been devot- 


and my earnest desire 
. Lam YOUR JEWELER. 
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ON EVERY GIFT OCCASION 


Deal With a 


JEWELRY 
SPECIALIST 








Your Jeweler is your friend 
whose good taste, integrity, 
practical knowledge of 
people's taste and preference 
in jewelry makes your gift 
selection completely satisfy- 
ing. When you give jewelry 
from Your Jeweler his name 
on the gift package adds real 
prestige and is assurance 
that he stands squarely back 
of every purchase you make. 


% Look for the Shield of 
Store . . «. @ Proud 



















Quality in Your J 
Symbol of the 











™ 









ARE 
YOU x 
BUYING 








JEWELRY 





Has a “Discounter” ap- 
proached you ... possibly at 
work ... and offered you 
Jewelry at “‘cut-rate” prices? 
That’s bootlegging! When 
you buy bootleg liquor 
you're courting blindness. When you buy bootleg 
Jewelry you are buying BLINDLY. Watches and 
diamonds are the stock-in-trade of these peddlers who 
are doing their utmost to shatter the fair-traded ethics 
that were established for the good of the public and 
Your Jeweler! Buy quality jewelry at regular prices 
«+. fair-traded prices ... you know that the integrity 

- : of Your Jeweler is the price- 
less ingredient upon which 
his long standing business 
has been built in the com- 
munity. 


BUY JEWELRY WITH 
PRIDE from Your Jeweler! 
















Yes, wherever smart women 
gether socially, or casually, to. 

dey's jewelry fashions ane 

bound to be mentioned with en. 
thusiasm! This is the time of year 

when Your Jeweler's regular stock 

has been augmented by the newest on. 
ations from the nation’s leading manufac. 
turers. How proud Your Jeweler is of the 
many beautiful items he ordered at the con 
ventions he attended earler! Now, these fesci 
nating tems of beauty and smartness await you 
viewing and choosing! And, you will be especial 

ly thrilled by the prices thet won't shock 
. your budget! Sce Your Jeweler now! 









Buy on Lay-Away, 


STOP IN AT YOUR JEWELER SOON 





Hewvelry of Quality 
VISIT YOUR JEWELER SOON 


* Shoo for Cluutmas Gifts... Now! Buy on Ley-Awey 
at your Jeweler’s, Visit his store tomorrow; he 
will be delighted to show you his fascinating selection of gifts for 
everyone... m a wide range of prices suitable for any 
sre budget! You'll quickly discover that you can choow 
appropriate gifts for practically everyone on your gift 


ist ght at your Jeweler’s. Vist him soon! 








Jou fry From 


YOUR JEWELER 


Carrics a World 


PRESTIGE! 
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Cooperative Advertising Campaign 
Sells the Jeweler to the Communi 








A group of Wisconsin jewelers have united for the purpose 


of conducting a concerted advertising campaign aimed at 


promoting goodwill and sales for jewelers. Illustrated on 


the opposite page are samples of recent newspaper ads. 


I, TROUBLED times it is natural for men to 
band together to pool their resources as a means of 
mutual protection. For retail jewelers today, the com- 
mon threat is trade diversion—discount houses, price 
cutters, etc. These evils plaguing the jewelry industry 
will not disappear magically by wishful thinking; nor 
will insincere lip service, finger-pointing, and squabbles 
between different segments of the industry cure the trade 
diversion cancer. 

But in unity there is strength—and this is the com- 
monfeeling of the jewelers of Wisconsin who have 
banded together in a concerted effort to offset—through 
constructive efforts—the trade diversion problem which 
they face as a group. One of their conspicuous projects, 
which they carry on under the banner of the Wisconsin 
Jewelers Association, is a series of institutional-type 
newspaper advertisements appearing in The Milwaukee 
Journal. While this cooperative advertising program 
actually dates back to 1940, the program has been given 
added impetus during the past two years. 


PRESENTING THE JEWELER'S CASE 


This advertising campaign has been designed to pre- 
sent the jeweler’s “case” to the people of Wisconsin. The 
association’s ads present logical reasons why it is to the 
public’s benefit to buy jewelry at the jewelry store. The 
program also is designed to educate the public to the 
services the retail jeweler gives with the products he 
sells. 

The institutional advertising program is comparable 
to the playing of a symphony: the musicians are com- 
posed mainly of good jewelers located in Milwaukee, but 
also includes others throughout the state. They work 
in harmony toward a common goal. The main theme 
which recurs throughout the effort is “Buy Jewelry from 
Your Jeweler.” Symbolized in the form of a shield, it 
appears in most of the advertisements. 

One of the ads which appeared last year showed a 
picture of a “jeweler” with the headline, “Jewelry Is 
My Sole Business. . . .” The shield motif, carrying the 
message “Buy Jewelry from Your Jeweler.” dominated 
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the ad. The heading continued, “. . . Not a Sideline!” 
The copy read, “You know me as a responsible mer- 
chant member of the community whose business life 
has been devoted to specializing in fine quality jewelry 
exclusively. Yes, that makes me a specialist. Obviously. 
my special knowledge, my vast experience, my good 
taste and my earnest desire to serve you deserve your 


patronage. | am YOUR JEWELER.” 
COMBATTING DISCOUNT OPERATORS 


The threat of discount houses is met periodically by 
special educational ads. Early this year the association 
ran a newspaper advertisement entitled, “Introducing 
‘A Fast Buck’—alias I Sell for Less.” The copy read, 
“When you buy jewelry, particularly watches, at less 
than fair-traded prices you help to destroy a code of 
ethics established for the common good. This is ‘blind 
buying’ that can very well mean trouble for you later, 
because such a purchase includes no regular, free watch 
inspection and carries no assurance that you will receive 
prompt, proper, priced-right service should your watch 
need repairs. When you buy jewelry at regular prices— 
fair-traded prices—you know that the integrity of your 
jeweler is the priceless ingredient upon which his long 
standing business has been built in the community.” 

This ad was followed a short time later by one titled, 
‘Are you buying Bootleg Jewelry?” Copy read, “Has a 
‘discounter’ approached you — possibly at work — and 
offered you jewelry at ‘cut-rate’ prices? That’s boot- 
legging! When you buy bootleg liquor you’re courting 
blindness. When you buy bootleg jewelry you are buy- 
ing blindly. Watches and diamonds are the stock-in- 
trade of these peddlers who are doing their utmost to 
shatter the fair-traded ethics that were established for 
the good of the public and Your Jeweler! Buy quality 
jewelry at regular prices . . . fair-traded prices . . . you 
know that the integrity of Your Jeweler is the priceless 
ingredient upon which his long standing business has 
been built in the community. BUY JEWELRY WITH 
PRIDE from your jeweler!” 

(Continued on following page) 

















INTRODUCING 
















“A FAST BUCK” 
AUAS: | SELL FOR LESS 


When you buy jewelry, particularly watches, at les« 
than fair-traded prites you help to destroy a code 
of ethics established for the common good. This is 
“blind buying” that can very well mean trouble for 
you later, because such a purchase includes no 
regular, free watch inspection and carries no assur- 
ance that you will receive prompt, proper, priced- 
right service should your watch need repairs. When 
you buy jewelry at regular prices . . . fair-traded 
prices ... you know that the integrity of your jeweler 
is the priceless ingredient upon which his long stand- 
ing business has been built in the community. 


Give Jewelry With 
Pride and Sentiment 
.-» Lhe Forthright Gifi 


From Your Jeweler! 








































chases at jewelry stores is the 





to seasonal selling periods 
jewelry store merchandise. 


copy preparation, collection 
time regarding details. As 
tising. The mere fact that 


tinued to operate through | 
been doing some good.” 
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are naturally difficult to trac 


An idea of the scope of the Wisconsin jewelers’ advertising pro- 
gram can be readily seen in these ads. Encouraging jewelry pur- 


ultimate aim of this program. 


Cooperative Advertising... 


(Continued from previous page) 


A good number of these cooperative ads are keved 


as well as specific lines of 
As in all the association's 


ads, no individual stores are mentioned. Last November 
and December, general type ads were used offering 
jewelry store gift suggestions to Christmas shoppers. 
Occasionally ads are devoted to the fashion appro- 
priateness of costume jewelry, available at the jewelry 
store. The prestige of the jeweler’s box is capitalized on 
in some ads, all of which carry the message, “Buy 
Jewelry from Your Jeweler.’ 
According to W. J. Braun, retail advertising depart- 
ment of The Milwaukee Journal, “We take care of the 


9 


of funds, etc. A committee 


of six or seven jewelers consults with us from time to 


to the effectiveness of this 


cooperative advertising effort,” Braun stated, “results 
‘e on any institutional adver- 


the program has been con- 
3 years indicates that it has 
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THE GLEAMING GOLDEN 
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IN AT YOUR 
JEWELER 
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F RK New Diamond Booklet 

























outlines 

your market 
--- your 
prospects --- 
your best sales 
approaches 


By Gladys Babson Hannaford, noted | 
lecturer and authority on diamonds, 
this is a practical, “how-to-sell” book- 
let. It gives you a close look at the big 
opportunities for sales of bigger dia- 
monds . . . for anniversaries, for days 
of birth, for other gift occasions. It 
gives you ideas on how to plan a sales 
program, how to compile a prospect 
list, how to attract people to your store, 
and how to “make the sale.” 


It’s written to help you increase your 
diamond sales and profits . . . to sell 
diamonds for their unique emotional 
significance, as important gifts, as well 
as for engagements. 

“Bigger Sales of Bigger Diamonds” 
is part of the all-out diamond promo- 
tion that’s promoting your business. 
Tie in...keep diamond sales coming 
your way. 


De Beers Consolidated Mines. Lid. 








Send for free copies for your diamond staff pe 


























q ~] 
| Diamond Promotion Department | 
| THE REUBEN H. DONNELLEY CORP., 305 E. 45th St., New York 17, N. Y. | 
| GENTLEMEN: Please send me copies of the new diamond booklet. “Bigger Sales of Bigger Diamonds.” 
! Name Sasi ! 
| Addres 
| ess___ , 7 i aaninicenipigpisibeteisei — ) 
City. — bl et eee Oe Zone No. - State | 
EEE ST I I Ee Le a _ 
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Jewelers’ Circular-Keystone’s Report on the 


DIAMOND INDUSTRY 1993 


by GEORGE SWITZER, Associate Curator, 


Division of Mineralogy and Petrology, 
Smithsonian Institution, Washington 25, D. C. 





(PUBLISHED BY PERMISSION OF THE SECRETARY, SMITHSONIAN INSTITUTION) 


- 

& Les of gem and industrial diamonds during 
1953 totalled approximately £63,000,000, as compared to £72,- 
000,000 in 1952. Sales effected through the Central Selling Or- 
ganization on behalf of South African and other producers, and 
diamonds drawn from the stocks held by the Diamond Corpora- 
tion, amounted to £61,155,941, a decrease of about £8,500,000 
from the previous year. The remainder was divided principally 
between Brazil, Venezuela and British Guiana. 

The decline in diamond sales in 1953 from the previous year 
was forecast early in the year by Sir Ernest Oppenheimer, chair- 
man of the De Beers Consolidated Mines, Ltd., but was in fact 
somewhat less than had been expected because of an increase in 
sales during the last quarter. The chief factor contributing to 
the decrease in total sales was the decline in demand for indus- 
trial diamonds associated with the termination of the Korean war 
in the middle of the year. Sales of industrials by Industrial Dis- 
tributors (1946) Ltd., were £17,819,832 in 1953, compared with 
£23,892,069 in 1952. Sales of gem diamonds by the Diamond 
Trading Company during 1953 amounted to £43,336,109. This 
represents a relatively small decrease over the previous year’s 
total of £45,769,857. 

The United States is one of the principal elements in the dia- 
mond industry since it consumes three-fourths of the world’s pro- 
duction. United States imports during 1953 of diamonds of all 
categories were valued at $156,517,334, an increase of nearly 
$500,000 over 1952. Imports of gem diamonds were larger by 
nearly $4,000,000 in 1953, while the value of the industrial dia- 
monds imported during the year declined by about $3,500,000. 

World production of diamonds continued to show a gain. Tota! 
production amounted to approximately 20,200,000 carats. This is 
an increase of about 1,500,000 carats over 1952. Most of the 
increase is due to increased production in the Belgian Congo. 

The diamond cutting industry as a whole showed relatively 
little change in 1953 from conditions of the previous year. 


DIAMONDS IN FASHION 


Major changes in jewelry fashion over the past few years have 
followed certain well-defined trends. Sculptured-in-relief forms 
have replaced flat jewelry. Forms are wavy, twined, braided, 
knotted or looped. Greater flexibility through mechanical im- 
provement is obtained by binding and meshing the metal seg- 
ments. Single diamonds are set so they swing free. Wire work 
is used in all weights down to a gauze-like texture. Fancy-cut 
diamonds are growing in popularity. Baguettes are widely used. 
Pear and marquise shapes are as familiar as emerald cuts, and 
the triangle and half moon are seen repeatedly. Single large 
diamonds, especially pear shapes, are used decoratively. 

Some of the style changes in 1953 effected the design and 
wearing of precious jewelry. Especially noteworthy in this respect 
is the growing popularity of necklaces and large earrings. 

Gold and diamond jewelry was introduced to New York in the 
fall of 1953 and may change the fashion picture materially within 
the next five years. White metals have been used with white 
diamonds for so long that even new patterns and shapes give the 
jewelry relatively little freshness of appearance. Custom jewelry 
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designers are now working with a new alloy of 18K gold, very 
pale and delicate in color, which combines beautifully with white 
diamonds. 4 

In the limited field of design for colored diamonds there was” 
inereased activity in 1953. Light blue and yellow baguettes were ™ 
produced as well as melee of colored diamonds. There was q 
vreater demand for pink diamonds than the market could satisfy, 

Heart-shaped solitaires were introduced by manufacturers of — 
engagement rings. There has been some practice of nicking the 4 
rounded tops of pear-shaped diamonds to produce hearts, or 7% 
recutting certain European-produced shapes to give them a heart 7 
contour. Regular production of hearts cut from rough began in 4 
one large plant in New York in the spring .of 1953, and that : 
summer an exhibition of hearts was held in Toronto. Heart 
shaped solitaires of one carat and up were produced. Ring 7 
manufacturers who supply lower price brackets are now exper- 7 
menting with heart-shaped boxes and other settings that will 7 
vive the round brilliant in small sizes the appearance of a heart 4 
shaped solitaire. 

The international aspect of fashion design was emphasized 


when, during 1953, the first American branch of a large jewelry = 





This is the first part of a condensation of Jewelers 
Circular-Keystone’s 29th annual report on the dia 
mond industry. World production and the facts on 
industrial diamonds will be published in subsequent 
issues, after which the complete report will be pub- 
lished in book form. 
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retailer of Milan, Rome and Florence appeared in New York. A 
number of French houses are represented on Fifth Avenue but 
this was the first from Italy. 


TRENDS IN THE RETAILING OF DIAMOND JEWELRY 


Trends in the retailing of diamond jewelry in the United States 
were again investigated by a well known independent research 
organization for N. W. Ayer and Son, Inc. The purpose of this 
survey was to obtain data on trends in sales, inventories, prices 
and customer preferences in the industry. Information presented 
in the report is based on personal interviews with 102 retail 
jewelers located in 80 cities throughout the United States. The 
stores surveyed were broken down as follows: cash stores 51 
percent, credit stores 38 percent and department stores 11 per- 
cent. A cash jewelry store was defined as one which conducts its 
business primarily cn a cash basis although it may extend monthly 
terms to established customers. A credit jewelry store was de- 
fined as one featuring instalment sales in its advertising and 
using the extension of credit as its principal sales device. 

There was a slight decline in sales volume of diamond engage- 
ment rings and diamond jewelry in general in 1953 as compared 
with 1952. The respondents to the survey were less optimistic for 
1954, a substantial number foreseeing a decrease in sales. True en- 
gagement rings, deferred engagement rings and anniversary rings 
constitute 85 percent of the average retail jewelers total diamond 
sales. More than four-fifths of the jewelers sold no diamonds for 
investment purposes. The average jeweler who had customers 
for large-size diamonds sold fewer than five stones two carats 
and larger in 1953. An improvement in the supply of all sizes of 
diamonds was noted by many jewelers. Those who experienced 
shortages found them: to be principally for top quality gems in 
sizes of one carat and larger. Although they still carry virtually 
the same quality of merchandise, a substantially greater propor- 
tion of the jewelers contacted reported that they have reduced 
their inventories in terms of dollar valuation and total weight. 

Diamond engagement rings continue to be the big item in dia- 
mond jewelry sales. The reported sizes of stones purchased re- 
mained substantially the same in 1953 as in 1952. More than 
four out of five diamond engagement rings have center stones 
that are 55 points or smaller. The average price for diamond 
engagement rings reported by retailers was $167, excluding federal 
tax. Sales of engagement rings where the major stone is other 
than a diamond are reportedly negligible. 

About 35 percent of all wedding rings sold are diamond-set. 
The average diamond wedding ring of narrow to standard width 
sold for $83 in 1953, and a wide one for $125, excluding federal 
tax. A marked increase was noted in the popularity of matched 
sets of diamond engagement and wedding rings. 

Deferred purchases were considered an important potential 
source of business by three out of four jewelers interviewed. They 
estimated that on the average, they would derive 15 percent of 
their diamond jewelry revenue from this source. 

The aims of the De Beer’s advertising program in the United 
States were explained in an article by George D. Skinner (The 
Diamond News, Feb. 1954), who stated that the De Beer’s adver- 
tisements are designed to sell ideas which make it possible for 
the jeweler to sell more diamonds. Emphasis has been on a new 
point of great sales potential, to promote gifts of larger diamonds 
for anniversaries and other occasions in the years beyond the 
middle of life. 

Average retail prices as published by De Beers between 1948 
and October 1953 follow: 


Diamond Prices as Quoted in De Beers Advertisements 





Date 14 carat 14 carat 1 carat 2 carats 
1948 $90 to $210 $255 to $490 $665 to $1175 $1500 to $3400 
1949 85 to 205 215 to 445 520 to 1090 1200 to 3130 
1950 85 to 195 220 to 475 570 to 1195 1260 to 3205 
1951 85 to 180 215 to 425 585 to 1135 1250 to 3115 
Jan. 1952 95 to 200 210 to 450 585 to 1150 1250 to 3200 
April 1952 85 to 210 225 to 450 585 to 1170 1335 to 3000 
July 1952 95 to 185 210 to 425 540 to 1200 1200 to 8250 
Oct. 1952 85 to 190 215 to 440 575 to 1200 1335 to 3300 
Jan. 1953 90 to 200 210 to 450 540 to 1200 1450 to 3200 
April 1953 85 to 200 200 to 415 645 to 1165 1460 to 3335 
July 1953 85 to 190 175 to 420 600 to 1165 1200 to 3330 
Oct. 1953 85 to 190 220 to 450 625 to 1170 1300 to 3200 





UNITED STATES IMPORTS (Exclusive of Industrial Diamonds] 


Total gem diamond imports into the United States, in dollar 
value, for the years 1943 to 1953 are as follows: 
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rere $ 68,127,004 


“eee 72,670,146 
1945........... 107,308,028 
1946........... 166,637,049 
eee 96,061,131 
1948........... 100,645,415 
1949........... 69,727,517 
1950........... 102,186,741 
1951........... 110,169,603 
1952........... 103,864,264" 
1953........... 107,560,571 


' Revised figure 


These figures show that the value of the 1953 imports to be 
approximately $4,000,000 more than in 1952. A breakdown of 
these figures into rough or uncut, and cut but unset, for the past 
two years is given below: 








Rough or Uncut Cut but Unset 
SS . x ba a rae | 
Value | Value 
per | per 





Year |Carats Value Carat Carats | Value Carat 


a fe SE 














—_ 





ee: Se 








19521 |709,043/$52,192,621'$73.6L |438,546/$51,671,643.$11789 
1953, 733,630, 57,010,629) 77.71 444,247) 50,519.92 113 











1 Revised figure. 
Details of 1953 U. S. Diamond imports follow: (U, §. 
Department of Commerce). 


CANADIAN IMPORTS (Exclusive of Industrials) 


In 1953 Canada imported 58,544 carats of unset diamonds 
valued at $8,400,569, or an average of $143.49 per carat. In 1952 
the corresponding figures were 45,858 carats, $6,384,290, and 
$139.22 per carat. The increase in imports during 1953 over 
1952 is the greatest change in both amount and value since 1948, 

Details of the 1952 Canadian imports follow (Dominion Bu 
reau of Statistics—External Trade Section) : 


Diamonds Unset 








County Carats Value 
United Kingdom ........... 8,012 $1,073,661 
Union of South Africa...... 1,270 278,460 
GES een Cane me 5 1,460 
British Guiana ............. 3 176 
I oe eg ey 23,788 3,472,220 
ss ost Boos an he oe 225 25,236 
Ct re 3,836 598,041 
sled cet Rh Ba a gh taeda 10,402 1,099,326 
NN SEN Eee es 440 65,729 
INS, 2.6 to on J os akorii 6 2,499 
ees DONS... 6c ues, 10,557 1,783,761 

BN. ines aii asap eas 58,544 $8,400,569 


TRADE 


In June of 1953 Sir Ernest Oppenheimer gave a very signifi 
cant review of the diamond trade at the annual general meeting 
of De Beers Consolidated Mines, Ltd He forecast the decrease 
in sales by the Central Selling Organization which subsequently 
developed, and stated that “boom times” had come to an @ 
and that both the gem and industrial sections of the industry 
were adjusting themselves to normal business conditions. Sir 
Ernest went on to say that the adjustment of the diamond stocks 
in the accounts from a nominal value of £1, to cost of produc: 
tion in the case of producing companies, and cost of purchase 
in the case of the Diamond Corporation, Ltd., should remove the 
erroneous impression that the diamond producers hold huge stocks 
of diamonds in order to maintain an artificial shortage and keep 
prices at an excessively high level. 

At the end of 1952 the total stock held by the De Beers Com 
pany was valued at £311,947, and by the Consolidated Diamon 


(Please turn to page 99) 
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... for those who desire the finest. 
Each piece a masterpiece of the jeweler’s art. 
Available on consignment for your 
special requirements. 


Please specify price range desired. 


Raymond Abrahams 


551 Fifth Avenue, New York, 17, N.Y. 


Phones: VAnderbilt 6-0457-8 


For prompt attention please address all inquiries Dept. K-19. 











Kall 
Fashions 
In Gold 


by WINIFRED PARKER 





H... you a buried treasure in your jewelry 


store? It is a time honored custom to bury gold and our 
Government is an exemplary example of this kind of 
stability with a fabulous horde stashed away at Fort 
Knox. Jewelers who would like a jump in their profits, 
however, will do well to get their gold supply out into 
the open; move it up to the front of the store, fill im- 
portant windows with its shining beauty, and tempt cus- 
tomers with exciting Fall fashion news of gold in news- 
paper copy, direct mail pieces, radio continuity and TV 
advertising. 

The Fall fashion picture will be highlighted with a 
golden glow, and in the fine gold department jewelers 
are fortunate to have an almost exclusive market. Al- 
though many large department stores are trying to 
corner this part of the big ticket trade in jewelry, the 
prestige position still remains with the jeweler. Strong 
fashion selling will help keep it there. 

Following are some of the fashion features that can 
be used to further sales in karat gold this Fall: “Casual” 
is the term being applied most often to Fall clothes, in 
opposition to the “Dressed-up” prettiness of the past few 
seasons. But these “casual” clothes are casual only be- 
cause of an ease of line and they carry an air of refine- 
ment and richness. Although sharply simple in line Fall 
clothes are notable for luxuriously rich fabrics, and 
simple silhouettes have extreme beauty of cut and detail. 


8& 








(Gold jewelry dramatizes the Fall fashion look of stream- 
lined luxury and richness to perfection. ) 

The carved and draped look in clothing is comple- 
mented by sculptured gold jewelry. The dimensional 
look in fabrics is complemented by dramatic dimensional 
designs in gold jewelry. Fall fabrics in high-toned 
colors are complemented by colored gems in yellow gold 
settings. 

Many of the major fashion features of the past season 
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Opposite page, reading from top to bottom: 


Wedding rings in 14K gold by Artcarved. Ring 
at left is all yellow with shiny gold design, 
$29.75. Top ring is $42.50; right, $45. The 
latter two are satin finish white gold rings 
with shiny yellow gold rims. Prices retail. 


Matching earrings and bracelet by Church & 
Co. feature handsomely carved Chinese jade 
in 14K gold link settings. Earrings are $65, 
the bracelet is $110. Prices are Keystone. 


14K gold ensemble, necklace inset with rubies 
and diamonds, $600; $350, plain. Detachable 
pin, $500. Bracelet inset with rubies, $190. 
Earrings, $220. Keystone. From Gold Brothers. 


Ring in 14K gold by K. Polishook & Son, avail- 
able in a choice of synthetic stones. This 
woman's ring is side-decorated with spinel 
baguettes. It is priced at $19.00, Keystone. 


are being retained such as low, open necklines, big col- 
lars, Empire waistlines, Blouson styles, Princess styles, 
back interest, and both slim and full silhouettes, though 
slim styles have the strongest favor. All of these fashion 
details can be used for basic promotions, and Paris too 
is pushing gold jewelry more strongly into the fashion 


news. 


French jewelers recently gave a rousing party for a 
(Continued on following page) 


Below, reading from left to right: 


St. Joseph of Copertino "Flying Medallion" in 
14K gold is priced at $75, retail, in quarter 
size. From Airborne Medallion Co., New York. 


The 14K gold diamond dinner ring retails for 
$360; 14K gold man's diamond ring retails at 
$275. From the Feature Ring Co., Inc., N. Y 


A 14K gold cigarette case, with hand-engraved 
cover holds 8 king size cigarettes or 10 regu- 
lar size. The price is $445, Keystone. From 
R. Blackinton & Co., North Attleboro, Mass. 


These mother and daughter bracelets with 
matching charm discs have delicate filagree 
borders; in 14K gold, the Keystone prices are $35 
and $15, respectively. From B. A. Ballou & Co. 





Above, reading from left to righi: 


Cultured pearls glow against 14K gold leaves 
in this pin created by Carl-Art, Inc., Provi- 
dence, R. |. The price is $39.60, Keystone. 


This disc charm bracelet in 14K gold is from 
the A & Z Chain Company, Providence, Rhode 
Island. The disc may be engraved in a variety 
of ways. It is priced at $43, FTI, Keystone. 


Double cornucopia design watch in I4K gold is 
set with 16 Oriental sapphires and | full cut 
diamond, in 10% iridium platinum. From James 


Schulz, New York. Price is $1300, Keystone. 















Fall Fashions... 


(Continued from preceding page) 








group-showing of their newest designs in gold jewelry. 
They placed their emphasis on the styling of the metal 

rather than as settings for gems because they want the 

public to become more aware of French craftsmanship. 

Featured at the showing were sculptured motifs, wire and 

filagree treatments, twisted cords and flexible ribbons. 

Many retail jewelers still bury beautiful displays of 
karat gold jewelry in cases toward the back of the store 
and customers have to dig out this precious merchan- 
dise for themselves. Even the glass creates a barrier of ; 
remoteness between the jewelry and the customer and yi 
I’ve noticed that stores noted for aggressive fashion | 
selling always find ways to bring their gold jewelry 
out into the open. They display it on fashion forms, 
have smart looking sales clerks model it, pin it to attrac- 
tive wall hangings and always keep it brightly lighted 
so that the gold shines with warmth and beauty. 

It has been called to my attention, too, that jewelers 
sometimes let the same old pieces of karat gold jewelry 
remain on display season after season. In this respect 
it might be well to look, fashionwise, at our department 
store competitors who clean out their merchandise peri- 
odically, even though it means taking a mark-down. 

There’s a wealth of new design in karat gold jewelry 
to freshen jewelry store inventories, and you'll find some 
photographs on these fashion pages. There is good mate- 
rial on hand for fashion promotions. We hope every 
retail jeweler will get his share of the Fall fashion market 
in karat gold! 



























































































































































































































Reading from top to bottom: 


Charming charm bracelet in 14K gold by Charm Craft Corp. 
As shown, complete with charms, the Keystone price is $119. 


Glamorous compact in 14K gold decorated with emeralds and 
diamonds by Gutenstein Brothers. Price is $1180, Keystone. 


Earrings by Kaspar & Esh in 14K white or yellow gold con- 
tain diamonds as well as a choice of synthetic rubies or 
star sapphires. Top model, $216; bottom, $190; Keystone. 


“| Love You" bracelet in 14K gold is priced at $136, Key- 
stone. Manufactured by Louis Tamis & Sons, New York City. 


Shrine Fez buttons in I4K yellow gold with synthetic ru- 
bies by Wefferling Berry & Co., Newark. Reading from left 
to right Keystone prices are: $27.00, $33.00, and $13.00. 


“Mothers or Grandmothers Bracelet" in 14K gold by Walter 
H. McKenna & Co., Inc., features round discs for boys and 
heart discs for girls. Bracelets as shown could be called, 
“Two boys and a girl.'" Keystone price: approximately $55. 





Two modernistic design watches in 14K gold by Aurel Jewelry 
Mfg. Co. "Ondine" model retails at $168, F. T. |. Other 


watch model carries a suggested retail price of $151.50. 
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To be introduced at the show 


A promotion that will 
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Promotion that will 
eople into your store. So be sure 


Ooth your firs stop at the shows. 


bring a record number 


National Jewelry Fair Amer. Nat. Ret Jewelers 
Chicago, Illinois Assoc. Show, New York, N.Y. 
Conrad Hilton Hotel Waldorf Astoria Hote} 
July 25th to 29th Aug. 8th to 12th 
Booths 90-107 Booths 39-40 
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A. "Accessories to make your vacation more pleasant" is theme of this summer window display. 
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‘Summer Selling Themes... 


For Your 


= is the time of year when it seems to 
the jeweler that whether or not he himself is having a 
vacation, his cash register certainly is! Everyone really 
hasn't left town for the summer all at once—it just seems 
that way! Most stores feel the summer slump, but it is 
true that the jeweler is apt to feel it more strongly than 
some others. People just arent diamond and silver 
minded in sweltering July and August. But while it 
probably isn’t possible to create a real boom in jewelry 
store sales in the summer, it is possible for the alert and 
progressive merchant to devise a promotional program 
that will keep his sales figures from too shameful a 
slump. This statement can be made because such pro- 
motions have been tried and have proved their value. 
Instead of continuing to feature the standard mer- 
chandise that obviously isn’t going to sell at this time of 
year no matter how much it is promoted, pull the ex- 
pensive gift items out of the window and front cases 
and push the merchandise that has some summer appeal. 
You will be surprised how much you have that will come 
in this category. Vacationers can be persuaded to buy 
sturdy but moderate priced watches, especially the water 
and shock resistant models. They can use _ traveling 
clocks, portable radios, wallets, compacts, luggage, 
cameras, pens and smart costume jewelry. 
Those who are staying at home will want to entertain 
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Display Windows 


by VIRGINIA DIXON 


in casual, out-door style. Your new stainless flatware, 
colorful pottery dishes, casseroles, salad bowls, pitchers 
and gay glassware will catch the eye of these summer 
hostesses. Another important promotion keyed to the 
stay-at-homes is that of electrical appliances which will 
make summer housekeeping and cooking a cooler and 
easier job... electric waffle and sandwich grills, electric 
toasters and mixers, coffee makers and any other such 
appliances that you carry and, of course, don’t forget 
electric fans! 

Even if you are not in a resort area, you will probably 
have some summer visitors to your town—everyone has 
visiting relatives! For these people, a friendly welcome 
to your store can be offered via your window with 
inexpensive gift suggestions and offers of speedy watch 
and jewelry repair services. If you do happen to be 
located in a summer resort community, you will natu- 
rally key your displays to gift and souvenir items. The 
vacationist is usually in a spending mood and fre- 
quently can be induced to make purchases he would not 
make at home at the same time of year . . . probably not 
diamonds, but certainly costume jewelry and occasionally 
moderate priced gold jewelry. 

It may help your sales notably simply to reorganize 
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608 FIFTH AVENUE 


NEW YORK 20, N. Y. 
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CAT’S EYES 
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We have a large stock of 
was . Precious Stones, mounted 
We are always interested in purchasing estates — or ea 4 ¢ and unmounted from which 
jewels which your customers submit to you for sale. . - al to make your selection. 
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B. "Summer Hospitality" is the theme, and featured are stainless flatware and tableware accessories. 


and rearrange your merchandise in windows and show 
cases with the emphasis on summer items as suggested 
in the preceding paragraphs, but to give your summer 
campaign real impetus, your merchandise needs a 
dramatic background which will sell the idea behind your 
merchandising program. Make your windows colorful 
and gay ... use props which will carry out summer 
themes and suggest with props and copy a definite selling 
idea. Just as in serving meals in summer sultry weather, 
to whet appetites. everything must be made extra attrac- 
tive and appealling to the eye . so your windows 
need to be extra gay. cool looking and eye-catching to 
get passer-by attention and they should also offer specific 
merchandise for a specific purpose. 

The sketches suggest three summer selling themes 
which could be adapted to almost any jewelry store’s 
use. Sketch A is aimed at the vacationer-to-be. A decora- 
tive compass design is sketched on an angled poster 


board in the center of the window. Ship, plane, train 
and auto heading away in different directions from the 
compass carry out the copy theme lettered on the ribbon 
scroll across the background. . . . “Accessories to make 
your Vacation more pleasant where’er you go!” An 
assortment of portable radios, traveling clocks, watches, 
compacts, wallets, pen and pencil sets, fitted toilet kits 
and so forth are arranged on the window floor. The 
plane, train and other conveyances can be miniature 
models or painted cut-outs. Toy models might be bor- 
rowed for this display and suspended from the window 
ceiling or fastened to the edges of the poster which 
should be of rather stiff board. Small compasses or 
compass designs can be scattered across the window 
background. 

Summer hospitality is the theme of Sketch B. A 
colorful awning is suspended against the background 

(Please turn to page 107) 











C. An underwater effect is used in 
this suggested summer window display 
featuring water-resistant watches. 
Layers of cellophane, or net, 
are stretched across the background. 
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The reputation of Borrelli has been achieved by consistently 





maintaining complete assortments of Cultured Pearls — both in necklaces 


and loose —in all sizes, colors and prices to meet every requirement. 
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‘Illustrated above, in actual size, is our world-famous cultured necklace, 


‘The Princess of Polynesia” 





Effective Methods of Collecting Skips 


People are basically honest . .. but every now and then a jeweler learns that 


an instalment customer has *“*moved—left no address.”’ In this informative 


article, the author offers some suggestions on how to track down skips. 


Dintins so often a charge customer fails to 
remit a monthly check on an account receivable, and in- 
vestigation reveals the unhappy fact that the party has 
“flown the coop” without leaving a forwarding address. 
Now, the extent of loss sustained from such accounts is 
determined largely by the manner in which they are 
handled. 

Many jewelers when faced with such problems rely 
upon the skill of a skip tracer to locate the evader. But 
some jewelers prefer to emulate the methods used by a 
credit bureau or collection agency to locate the skips 
themselves. 

Here are several avenues of information which may 
lead to the customer who “moved—left no address.” 
These procedures have produced results for merchants 
the author has interviewed, though there may be, of 
course, conditions in some areas of the country which 
would preclude the use of some of the suggested 
approaches. 


CONTACT FRIENDS AND RELATIVES 


Friends and Relatives. Reluctant though many will 
be to furnish any clues, contact with a sufficient number 
of these persons may produce a few who will surrender 
a scrap or two of useful information. If it is pointed out 
that a lawsuit can be avoided if the skip is contacted and 
persuaded to pay voluntarily, greater cooperation may 
result. Neighbors can often be of assistance: they may 
have heard where a family is moving. 

Former Employer. The customer’s former employer 
may be able to offer a lead through queries made to him 
by the customer’s new employer, or perhaps because the 
customer has advised him of his future plans. Or the 
customer may have furnished his former employer his 
new address so that a severance check could be mailed 
to him. The employer also may be in a position to 
suggest an employee who would be of assistance in locat- 
ing the delinquent. It might well be that the customer is 
working for the same company at a branch in another 
city. 

Utilities Firms. Many light and gas companies will 
furnish the new addresses of customers if they remain 
on their rolls. If the customer is no longer on the rolls, 
this is a fairly good indication that he has left the com- 
munity. 

Other Merchants. \f the customer owes you, it’s likely 
that other merchants have been left holding the bag, too. 
Some of their investigations may be more successful than 
yours. These merchants. will doubtless be willing to 
share their information with you. Perhaps one or more 
of these business men may have information which, when 
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by STUART COVINGTON 


coupled with yours, will provide a valuable clue to the 
customer's whereabouts. 

There is also the possibility that the customer may 
have furnished his new address to some other merchant 
or is continuing to do business with him. 


Insurance Companies. \{ the customer moves to an- 
other address, he will probably notify his insurance 7 
agent to alter the address of his policy. This request 4 
will usually go to the insurance company’s home office. 
If it is possible to learn the name of one or more of the 
skip’s insurance agencies, it will usually be possible to 
determine his new address by contacting the company’s 
home offices. This approach to the skip problem should 
not be tried until several months after the investigation 
has begun because the skip is unlikely to seek a change 
of address immediately. 

Moving Companies. \{ the customer has left town, 
he may have engaged a local firm to move his posses- 
sions. The mover will usually furnish the address to 
which the party moved. In some instances the mover 
may not be the one who moved the customer, but may 
have been contacted for an estimate to a_ particular 
destination. 


CHECK REAL ESTATE AGENTS 


Real Estate Agencies. The customer may have owned 
his home. If so, and he has left town, he probably 
placed the property with a real estate broker for dis- 
posal, giving the broker his forwarding address so that 
future negotiations for the sale could be effected. The 
broker may be persuaded to give his client’s new address. 


Many merchants adhere to the belief that once a skip 
is located, prompt steps should be taken to force him to 
pay immediately. In some instances, admittedly, nothing 
short of legal action will obtain liquidation of the delin- 
quent account. But it should be remembered that a skip 
is not necessarily a deadbeat. Such customers sometimes 
have actually forgotten about a bill, or are so burdened 
with debts that it is impossible to meet all their obliga- 
tions at one time. 

Just as with delinquent customers who have nol 
changed their address, there are numerous reasons for 
a skip having failed to pay his bill. If a skip still resides 
in your city and presents a valid excuse for non-payment 
of his account, it will naturally be good business to 
attempt to retain his patronage. 

Learn first in detail why the customer has failed to 

(Please turn to page 113) 
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Diamond Quality and Value that Win On-Sight Approval 


DIAMONDS ENLARGED FOR DETAIL 





Confidence is the keynote of diamond-selling .. . 


Retailers have discovered they can place their 


confidence in Courtney Rings. These exquisite 
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DIAMOND SOLITAIRES and WEDDING RINGS 


Address Inquiries to 
JOHN J. COURTNEY & CO. 
‘02 FIFTH AVENUE, New York 
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Fig. 2. (above). Turquoise is a mineral which forms only in desert regions, and 
its veins, cutting brown, oxidized rock is typical of the West. Fig. |. (right). 
Carnelian forms in secondary veins in slightly altered rocks; a fine-grained 
iron oxide stained quartz loved by the Orientals for their skillful carvings. 


Geology for 


the Jeweler 





How the gem minerals are formed, where they are found and why they are so 


rare —this is important information the alert jeweler should have at his 


finger tips. It will help him explain to his customers why gems cost so much. 


Part VI 


ee importance of the destructive effects 
of weathering upon the supply of jewelry stones was 
emphasized in the preceding chapter, where we saw its 
contribution of breaking down or softening the rocky 
matrix in which the gemstones formed. This made the 
desired and durable minerals more accessible, and often 
it concentrated sparsely distributed minerals into 
economically workable deposits, by carrying off a large 
part of the worthless fraction. However, rock weather- 
ing also has its constructive effects, for in the changed 
environment near the earth’s surface, not all of the new 
minerals are soft and friable and some form hard com- 
pounds which have found use in jewelry. 

The new minerals are combinations of metallic ele- 
ments with the substances of the atmosphere (the oxygen, 
the carbon dioxide, and the water) together with the 
more persistent elements of the original compounds. Of 
course, the soil minerals represent such alterations of 
primary minerals, but they are soft, crumbly substances 
that have no gem interest. However, the same alteration 
processes can also produce usable and decorative com- 
pounds slightly deeper down in the rocks; for the rain- 
water that falls on the surface keeps seeping deeper and 
deeper into the surface rocks. 

After soil development, and rock erosion, the next 
most important aspects of weathering to man is their 
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effect upon metal ore deposits. Chemically, the change 
is a simple one, but in the many different rock environ- 
ments, the manifestations of the weathering process may 
differ widely. Weathering can create ore where there 
was none before, and it can transform low-grade ore 
into high-grade ore. It can create veins of secondary 
minerals, like turquoise and chrysoprase, which have 
value to the jeweler. It can line empty spaces with agate, 
and stud the walls of a crevice with amethyst. Let us first 
see how these processes work, and then see what minerals 
are formed and the significance of the means of forma- 
tion to the present supply and the resources of the future. 

When minerals break down under the atmospheric at- 
tack, there is a rearrangement of the elements into dif- 
ferent molecules. Some of the compounds dissolve in the 
ground-water that is seeping through the rocks, carrying 
along the air’s oxygen and carbon dioxide to the depths. 
Some of the dissolved substances may encounter, in their 
journey, other elements with which they can combine 
to form less soluble compounds. The new combinations 
of elements then separate out of the trickling solutions, 
to form minerals. The minerals form wherever there 
, (Please turn to page 108) 
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Diamond Industry 1953 


(From page 86) 


Mines of South West Africa, Ltd., £414,055, both at cost of 
roductions; and the Diamond Corporation stock was valued at 
$5,782,832 at cost of purchase. The stocks of all other producers 
have also been reduced to a minimum. 

It was also pointed out by Sir Ernest that the erroneous im- 
pression exists that even though the producers do not have large 
stocks, they mine in such a way as to restrict production in 
order to maintain an unreasonably high price. Two principals in 
operation in the diamond trade refute the view. The first is that 
selling agreements with producers guarantee that however bad 
general trade conditions may be, sales will not fall below an 
agreed minimum. As a result there is continuity of production 
and the diamond mines are kept in operation through bad times 
as well as good. The second principle is that the industry has 
equipped its mines to operate at their optimum capacity, and 
when prices and demand have warranted it, large sums have been 
spent in reopening old mines or expanding facilities at operating 
mines. 

The marketing of gem diamonds is conducted by the Diamond 
Purchasing and Trading Company, Ltd., and its associated com- 
pany, the Diamond Trading Company, Ltd. The marketing of 
industrial diamonds is done through Industrial Distributors 
(1946) Ltd., and its wholly owned subsidiary, Industrial Dis- 
tributors (Sales), Limited. 

The Diamond Corporation, Ltd., a subsidiary of the De Beers 
Consolidated Mines, Ltd., was originally organized to market 
diamonds, but its functions have been taken over by new com- 
panies. It now acts as the link between the South African and 
other producers. It enters into contracts to purchase the pro- 
duction of producers outside the Union of South Africa and 
South West Africa. 

The Diamond Manufacturers and Importers Association of 
America conducted an intensive campaign during the year to 


help eliminate smuggling. At the instigation of the Association, 
a bill was introduced into Congress which would serve to increase 
the fine for smuggling from $5,000 to $10,000 and the term of 
imprisonment from two years to five years. This bill is still pend- 
ing. Other activities of the Association included efforts to elim- 
inate unfair competition and misleading advertisements, and to 
bring about repeal of the 20 percent federal excise tax on jewelry. 

The Jewelers’ Vigilance Committee, supported by the major 
American retail and wholesale jewelers associations, submitted a 
set of trade practice rules for the diamond industry to the Federal 
Trade Commission. The proposal rules are intended to control 
trade practices in the industry, especially descriptions used in 
advertising and selling diamonds. 


DIAMOND CUTTING 


BELGIUM 


The Belgium diamond cutting industry showed relatively little 
change in 1953 from the previous year. Imports of cuttable rough 
were lower by about 143,000 carats, but the value of exports of 
cut diamonds was greater by about 254,000 francs. Details of 
Belgium diamond imports and exports follow: 


BELGIAN DIAMOND TRADE!, 1948 — 1953 





Imports of Cuttable Rough Exports of Polished 





Carats Franes Carats Franes 

Year Thousands Millions Thousands Millions 
1949..... 1,473 1,057 244 1,271 
1950... .. 2,783 2,345 436 2,220 
i951..... 2,726 3,007 519 2,811 
1952..... 2,409 2,703 460 2,488 
1953..... 2,269 2,554 541 2,742 





Details of Belgium exports of cut diamonds to the principal 
diamond purchasing countries for the past five years follows: 
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Federal Excise Taxes... 
Their Effect on Your Business 


THE Federal Excise Tax on jewelry was recently reduced. 
This reduction did not come about as a result of wishful thinking—it 
was obtained because of the strenuous effort on the part of your Jewelry 
Industry Tax Committee. But only half the goal has been reached. The 
remaining 10 per cent tax still handicaps the sale of jewelry store mer- 
chandise. 


Today, the jewelry industry faces a two-directional fight: to have the 
remaining 10 per cent tax removed and to protect recent gains. These 
objectives require the support of all segments of the industry: retailers, 
wholesalers and manufacturers. © 


We certainly can’t win or even hold our own with indifference or idle- 
ness. The situation is serious—it calls for immediate and vigorous action, 
with wholehearted moral and financial support of every member of the 
industry. Toward this objective, the Tax Committee has formulated a 
program which includes among its planned activities: 


1. Continuing the forceful representation in Washington, which played 
such an important part in obtaining the 10 per cent’reduction. 


2. Gathering statistical information and_ analyses to provide our case : 
with indisputable. facts as to our rights. 


3. Maintaining continuous contacts with eo tax leaders and 


a 


criminatory iaiiesniienseniion tax. 


4. Employing special efforts to present the industry’s story to:the first- 
term Congressmen, who will ‘be elected in.November, so that they will 
start their work with an accurate and complete understanding :of the 
jewelry industry's position. 


A program of this scope is going to cost considerable money and jyour 
Tax Committee is desperately in’ need of funds. The emergency is one 
that endangers the future of the jewelry industry. It is, therefore, ab- 
solutely essential ‘that everyone give maximum financial support. 


Fred B. Dreifus of Memphis, Tenn., is serving as Chairman of the 
Jewelry Industry Tax Committee; W. Waters Schwab, of J. R. Wood & 
Sons, New York, is Chairman of the Finance Committee. ‘Both say that 
we are faced with a two-fisted fight and we can’t win: by sitting on our 


hands. 


A schedule has been set up to apportion the participation payments 
on-an equitable basis—and they ask each and everyone to join in on 
this most important and timely trade event by sending in the proper con- 
tribution to W. Waters Schwab, Chairman of the Finance Committee, The 
Jewelry Industry Tax Committee, 216 East 45 Street, New York City. 
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BELGIAN EXPORTS (PERCENT OF CARATS) 


EEE 





1953 1952 1951 1950 1949 


United States....... 38.8 44.7 43.4 64.9 71.5 
England........--- 28.3 30.8 20.9 12.4 11.0 
eee 4.2 4.5 3.1 6.4 8.5 
Ee 28.72 20.0 32.6 16.3 9.1 








1 Information supplied by Banque Diamantaire Anversoise, 


Antwerp. — — 
2 Hongkong 6.5, France 3.7, Singapore 5.4, British Malaya 


2.7. 


In terms of percent of value, Belgian exports of cut diamonds 
during 1953 were as follows: United States 45.8 percent, United 
Kingdom 25.3, Canada 6.1, Hongkong 4.9, France 4.4, Singapore 
2.9, British Malaya 1.3, and other countries 9.3. 

The above figures show that Belgian export of cut stones have 
maintained fairly steady since 1950, but that there has been a 
steady drop in the amount both in weight and value going to 
the United States. During 1953 the average price per carat of 
cut diamonds exported from Belgium was 5,071 francs. The 
highest quality goods were accepted by Canada with an average 
price per carat of 7,249 francs, as compared with 6,147 francs 
for France, 5,996 francs for the United States, and 4,533 francs 
for the United Kingdom. 


GERMANY 


There has been no appreciable change in the unusual circum- 
stances surrounding the German diamond cutting industry. The 
industry has made remarkable recovery since the end of World 
War II, in spite of the fact that no direct purchases of rough are 
made from the Diamond Trading Company, and that other dia- 
mond cutting centers have made strenuous efforts to boycott 
the industry. 

According to the 1953 Bulletin of Universal Alliance of Dia- 
mond Workers, in August 1952 there were in the Idar-Oberstein 
region 389 diamond polishing shops, in which 1022 workers were 
employed. Among these 389 shops there were 273 with but one 


* 


or two workers, 103 with from three to ten workers, 12 with 


‘ from eleven to fifty workers, and only one with more than fifty 


workers. Figures for the other cutting centers of Hanau, Erback 
and Brucken are not available. 


ISRAEL 


Diamond cutting in Israel developed into an industry of na- 
tional and international importance during World War II. The 
industry is now 13 years old, and is well-established and steady, 
having shown comparatively little fluctuation in the past several 
years. 

Most of the cutting factories are in Nathanya and Tel Aviv. 
Production is mainly of small sizes, especially single cuts from 
20-200 stones per carat, full cut brilliants from 4-50 stones per 
carat, as well as baguettes and fancy shapes. 

Israel’s 1953 output of polished diamonds totalled approximately 
$12,000,000. All of this production was exported, with well over 
80 percent going to the United States. The industry’s other major 
customers include Great Britain, Canada, Switzerland and Hong 
Kong. 

According to a report received from the Jewish Agency for 
Palestine, New York, there are at present over 100 cutting and 
polishing plants in operation in Israel. About half of these employ 
from 20 to 70 workers each. The remainder have fewer than 20 
employees. About 2500 persons are employed in the industry, in- 
cluding sawers, cutters, cleavers, polishers and other technical 
and managerial staff. 

In May 1953 the P.E.C. Diamond Corporation, New York, was 
established to undertake to increase the sale and distribution in 
the United States of diamonds manufactured in Israel. The cor- 
poration also buys rough diamonds which are sent to Israel for 
cutting. Special emphasis will be in support of the small manu- 
facturers, who produce from 200 to 300 carats a month. 

The diamond cutting industry in Israel has been continually 
hampered by a shortage of rough from the Diamond Corporation. 
An agreement to raise Israel’s quota from £220,000 per month 
to £280,000 should help to alleviate this situation. 

Labor conditions in Israel during the year were in general 
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British 
Jewelry 
Designs 





The fashion trend for British costume jewelry 
is in full swing; manufacturers are putting 
more and more emphasis upon modern designs. 





Earrings are more popular than ever in Great Britain today; 


this hos given them a new importance for jewelry designers. 
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United Kingdom television star Jane Barrett wears a Renaissance type 
pendant necklace, shown recently at British Industries Fair. This 
design was inspired by the revival of interest in historic jewelry. 


by PHYLLIS DEAKIN 


a jewelry section of the British Indus- 
tries Fair, which closed in London on May 14, showed 
products of over 100 manufacturers. It proved that the 
movement away from traditional design which began 
last year was no temporary whim. The fashion for cos- 
tume jewelry is in full swing, and manufacturers are 
showing much more adventurous designs to meet it. 

There has undoubtedly been a revival of interest in 
historic jewelry since the Coronation, and the appearance 
on television of well-known personalities wearing striking 
and beautiful sets has stimulated the desire for more 
spectacular adornment in women who had formerly been 
rather unenterprising or at least more cautious in their 
choice. 

Earrings are being worn by women of all ages more 
than ever before, and this has given them a new im- 
portance for designers. Much more attention is now 
given to what is suitable for different shapes of face 
and hairstyle, and collections contain types of earrings 
for everyone, from the flat stud to elaborate drop de- 
signs. 

There is always a certain elegance about the drop 
pearl earrings; they are still fashion leaders. This is 
probably because they have remained favorites with 
Queen Elizabeth I] and other members of the Royal 
Family for many dress occasions. A new and novel use for 
pearls, however, is that in which a string of them con- 
ceals the thin wire of a tiny hearing aid. It cannot be 

(Please turn to page 105) 
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satisfactory. A strike during the month of February was resolved 
to the satisfaction of the workers. 
Foreign currency controls continue in effect in Israel. 


NITED STATES 


The diamond cutting industry in the United States employs 
about 1700 workers in some 300 factories, most of which are 
located in New York City. The industry has shrunk considerably 
from its wartime size, and is now well stabilized. Conditions in 
the industry have changed very little from the previous year, in 
which most workers had steady employment. 


THE NETHERLANDS 


Continuing efforts by the government and the industry have 
failed to effect recovery of the Netherlands’ diamond cutting 
industry to its pre-war position. The productivity of Dutch dia- 
mond workers is, in general, less than elsewhere, and production 
costs are higher. Unemployment has risen to as much as 60 
percent of the total number of workers registered. 

A special commission was established to study the Netherlands 
diamond cutting industry and to suggest means of strengthening 
it in relation to its competitors. The principal recommendations 
of the commission were: (1) increase of productivity by improv- 
ing working methods and by further mechanization; (2) setting 
up a work classification examination with regard to the polishers 
of smalls. On the basis of this examination, a basic wage can 
be fixed which is socially justified and in accordance with the 
Dutch current wage-level; (3) allow foreigners to buy and take 
with them polished diamonds without cumbersome formalities: 
(4) raising the vocational capability of the Dutch diamond pol- 
isher, paying particular attention to the training of polishers of 
smalls; and (5), have the small employers specialize in the 
polishing of unusual specifications of diamonds, and to improve 
their credit facilities by forming groups for the purchase of 
rough diamonds. 

Workers in the Netherlands are paid a high fixed weekly wage, 
whereas workers in other diamond cutting centers work at low 





piece work rates. This has made Amsterdam one of the 
world’s most expensive cutting centers. In an attempt to change 
this situation the employers tried to introduce piece work rates. 
The resulting labor difficulties prompted a decision by the 
leaders of the General Netherlands Diamond Workers’ Union 
to establish a co-operative diamond cutting factory, similar to 
those in France and Israel. Financial aid has been offered by 
the General Diamond Workers’ Union of Belgium and the 
Universal Alliance of Diamond Workers. 


SOUTH AFRICA 


The diamond cutting industry in South Africa experienced a 
dificult year during 1953. Beginning in April the position of 
the industry began to gradually deteriorate. At the beginning 
of May 260 diamond cutters were unemployed, and by the end 
of the same month the number had grown to 353. Seasonal 
slackness was blamed for this unemployment. 

The Master Diamond Cutters’ Association proposed to reduce 
wages 33 1/3 percent in order to restore full employment, which 
suggestion was rejected by the Diamond Workers’ Union. The 
Industrial Council for the Diamond Cutting Industry, registered 
under the Industrial Conciliation Act by the Department of 
Labor met with manufacturers’ and workers’ representatives but 
no agreement was reached. Manufacturers insisted that a wage 
cut was necessary, because cutting costs in South Africa were 
higher than in the United States, and from 80 to 95 percent 
of the stones cut in South Africa were exported to America. 
The workers held out for reduced working hours, evenly dis- 
tributed throughout the trade. 

Finally the Industrial Council issued a decision calling for 
a wage reduction of 17% percent, and also rejected a plea of 
trade unionists for a closed shop. On October 8, the workers 
called a union-wide strike in protest against the cutting by 
employers of free movement of labor in the industry. The em- 
ployers termed the strike illegal and gave as its reason the wage 
reduction decision by the Arbitration Board. The strike, which 
involved about 700 members of the Diamond Workers’ Union, 
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lasted for 24 days. The men returned to work on November 2 
after obtaining assurances that employers were willing to set 
up the committee sought by the workers to deal with the free 
movement of labor. 

It was stated that the Workers’ Union is taking steps toward 
the establishment of cooperative diamond cutting factories in 
Johannesburg and Cape Town. 

During the year the government eased a currency restriction 
on diamond exports which had required that exporters had to 
get payment in hard currency for at least 40 percent of the 
total value exported during each calendar year. 


ENGLAND 


The English diamond cutting industry was established in 1940 
by refugees from Belgium and Holland. The industry, which now 
employs about 500 cutters, is thoroughly established and operated 
steadily during the past year. The British industry obtains its 
rough direct from the Diamond Trading Company. Cutting is 
primarily from rough of one carat or larger, with finished stones 
of one quarter carat or larger. Most of the production is ex- 
ported. 

During the year the Diamond Workers’ Section Committee con- 
tinued its efforts to obtain a wage raise, but was unsuccessful. 
The Section Committee also drafted a new apprentice agreement 
which is under consideration. An opinion was voiced by the 
committee that the entry of foreign workers into the English 
diamond cutting industry should be restricted. 


FRANCE 


The diamond cutting industry in France is centered around 
St. Cloud, but with some cutting plants also located in Paris. 
In St. Cloud there are two large cooperatives, as well as a num- 
ber of other cutting plants. Approximately 450 workers are em- 
ployed in the area. 

According to the bulletin of the Universal Alliance of Diamond 
Workers, although the market for diamonds cut in France during 
1953 was rather quiet, there was very little unemployment. 


During the year the St. Cloud union representatives approached 
manufacturers with requests for a vacation bonus and an increas 
in wages. No definite decision has been reached in the sidnes 

The Paris market is reported to be quiet, but with all] workers 
employed. Here the trade union representatives successfully nk 
gotiated for a third week of vacation with pay. 


OTHER DIAMOND CUTTING CENTERS 


In addition to the principal diamond cutting centers just dis. 
cussed there are workshops for cutting diamonds in some 20 
other countries, such as Spain, Hungary, Italy, Czechoslovakia 
Portugal, Austria, Canada, Puerto Rico, Mexico, Cuba, Yeu 
ezuela, Brazil, Australia, Indonesia, India, and others. The num. 
ber of workers varies from a few to perhaps as many as two 
hundred. 

According to the bulletin of the Universal Alliance of Diamond 
Workers, the Government of India has decided to once again 
permit the import under license of uncut and unset diamonds 
from soft currency areas. The ban is being lifted to assist the 
Indian diamond cutting industry and to promote the export of 
processed goods. 





National Jewelry Fair 
(From page 78) 


arranged for Monday night, July 26, at 9:00 o’clock. 
The presentation will be made by Mel Foer, past presi- 
dent of the Greater Washington Retail Jewelers Assoc. 
Al Levine of the Watchmakers of Switzerland will pre- 
side as chairman. In addition to presenting the use of 
watch repairing as a way to profits, there also will be 
discussion on how to use jewelry repair departments 
to build sales volume. The panel members of this sym. 
posium will be announced later. 
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Dr. Frederick H. Pough, JC-K’s gem consultant, will 
speak on the latest scientific developments in connection 
with natural and synthetic stones used in making jewelry. 
Dr. Pough will show specimens of greened amethyst, 
diamonds colored by use of atomic energy, late synthetic 
creations, and other heat-treated stones. 

The convention program will end Tuesday noon. The 
last session will be given over to the subject, “How to 
Finance Instalment Sales by Jewelry Stores.” Dr. Ray- 
mond Rogers, Professor of Banking, N.Y.U. School of 
Business, will outline the subject and preside as chair- 
man. He will be assisted by a panel consisting of A. I. 
Parker, assistant secretary, C.I.T. Corp.; David Blum, 
Rhodes Jewelers, Los Angeles, Cal.; S. W. Skidmore, 
National Jewelry Stores, Inc., Indianapolis, Ind.; and 
Robert A. Knight, Jewelers Acceptance Corp., N. Y. 

There will be extensive audience participation and 
questions on all angles of financing will be answered 
by persons fully qualified to supply information and 
give advice. 





British Jewelry Designs 
(From page 102) 


seen even with an off-shoulder dress and will surely be 
a boon to the woman who is hard of hearing and likes 
to dress fashionably. 

For earrings, pearls are still popular. They tend to 
run to extremes, either being very big or so small that 
they are smaller than the smallest natural pearls. Danc- 


ing mobiles in gilt, rhinestones and pearls and the chan- 
delier type add gaiety to the scene. 

Florentine jewelry is now being made in England, 
and bracelets with matching earrings and necklaces are 
shown in the Fair with brightly colored stones set in 
metal which manages a filigree look at the same time as 
being chunky. 

One exhibitor who has specialized in Renaissance type 
jewelry, shows very large pendant necklaces with cabo- 
chons and cut stones. Fire opal and black opal, engraved 
turquoise and carved lapis lazuli are among the stones 
he uses in such a way that no two necklaces are exactly 
alike. There has been, he declares, an astonishing in- 
crease in popularity of the white, pink and blue opal. 
He favors drop earrings which may be anything between 
a half to five inches long set with semi-precious gems. 

Like other manufacturers, he also shows the popular 
matching sets of earrings, brooch, bracelet, necklace 
and ring, all matching. There is no doubt that a great 
many of these four or five piece sets will be worn this 
season. lach piece can be used separately according to 
the wearer’s mood or the occasion, and the full set can 
go on when something more dressy is required. They 
are in gay feminine colors and appeal to the younger 
set for both day and evening wear with brightly printed 
cottons. 

This wish to match adornment with the color of the 
clothes runs through every section, even to beachwear. 
Clip-on earrings in floral designs with matching brace- 
lets will be added to every smart girl’s seaside wardrobe 
and carry an individual touch right into the sea. The 
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firm making them also produces very attractive brooches 
and necklaces made of gold leaf on kid. 


For those who do not want colored stones, there are 
some wholly charming designs in white enamel and gold. 
This is a new line for United Kingdom designers and is 
likely to prove very popular because it looks well on any 
colored dress. One particularly lovely four-piece set is 
made up of floral sprays in white on gold setting. An- 
other particularly attractive set by this manufacturer is 
in a leaf design with sparkling imitations against a 
background of black with brilliant gilt edging. 

Other lines on view include aluminum alloy jewelry. 
This has been anodized to look like gilt and then faceted 
in such a way as to suggest imitation stones. There 
are creole type earrings set with marcasite, hand-set real 
marcasite and jewelry in sterling silver. 

It is fashionable for husbands and wives to have 
matching pairs of wedding rings. A firm that has spe- 
cialized in this field for 35 years uses gold and platinum 
combined in a display of carved hearts and entwined 
designs. Very broad wedding rings are being brought 
back into use, and this firm has some half an inch wide. 

Women’s glasses can almost be looked upon as jewelry 
nowadays. To the fashionable gem-decorated rims, more 
than one manufacturer has now added whole sets of 
spare brow frames which can be changed by a simple 
device. These again, like the matching costume jewelry, 
allow the wearer to have as many different colors as she 
wishes and a match for every dress. The present range 
in anodized aluminum presents 150 colors for her choice. 


Jeweler’s Window Ties-in with 
‘Chemical Progress Week’ 


Lambert Brothers, well-known New York jewelry firm 
joined in the nationwide celebration of “Chemical Prog. 
ress Week” (May 17 to 22) by devoting a window to 
an exhibition of the unusual necklace—executed by 
Lambert Bros. and worn at the Coronation last year— 
and matching earrings designed to set off the beauty of 
Linde Stars. 
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All the synthetic star rubies and star sapphires shown 
in the Lambert window were grown in the laboratories 
of Linde Air Products Co. A window card, at the left, 
reads, “Linde Stars—man-made laboratory gems, glow- 
ing symbols of America’s chemical progress.” 
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Summer Selling Themes 
(From page 94) 


and the awning colors are repeated on panels crossed 
in the window foreground which support several in- 
formal place settings. Ice tubs, ice buckets, pitchers, cas- 
seroles, salad bowls and other serving pieces are ar- 
ranged on the window floor. Colorful cardboard or cor- 
rugated paper awnings are available from many display 
houses. A fabric or canvas awning, however, would 
give more of a quality appearance to the display. Striped 
duck or denim might be used if canvas seems difficult 
to handle. The frame to support the awning can be 
made from light wood strips. The same material as 
used for the awning can be used to cover the rectangular 
panels or solid color fabrics to match the colors in the 
awning may give a simpler background for the place 
settings. Stainless steel or inexpensive plated flatware 
may be shown with bright colored pottery and glass- 


ware. 
WATER-RESISTANT WATCH DISPLAY 


An underwater effect is used for showing water- 
resistant watches in Sketch C. Layers of net or cello- 
phane in shades of blue and green can be stretched 
across the background. Cut-outs of decorative little sea- 
horses in paper or cellophane add interest. Shells, coral 
and sea fans are grouped on the window floor with 
watches laid across them and extending from them. 
Other watches are wired to curve gracefully and are 
suspended from the window ceiling as if in the water. 
Copy card carried the selling message. To wire the 
hanging watches, use a fairly stiff wire that will hold its 
shape, cut the length of watch and strap. Bend the wire 
in a graceful “S” curve and attach to the backs of the 
watches by wiring with fine wire at the ends and wrap- 
ping a piece of cellophane tape around watch case and 
wire together. Use fine wire or thread to hang watches 
from the window ceiling. 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material Source 


Sketch A 


Compass poster 
Plane, train, ship and auto models 


Show card writer 

Borrow from toy store 
or have cut-outs made 
by artist 


Copy ribbon Show card writer 


Sketch B 

Awning Make in store from can- 
vas or striped fabric 
or use paper awning 
from display supply 
house 

Cover compo board 
panels in store 

Florist 


Panels for place settings 
Pots of ivy or other greens 


Sketch C 


Shells, coral and sea fans Display supply house or 
from store’s own col- 
lection 

Display supply house or 
have artist make 

Hardware store 


Display supply house 


Sea-horse cut-outs 


Wire 
Net or cellophane or 
combination of both 


ee 
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Geology for the Jeweler 
(Frem page 98) 


is an open space, in cavities in rocks, in fissures, even 
in pore spaces between grains. Sometimes they change 
places with minerals, one dissolving while another takes 
its place. Buried animal shells and bones may be fossil- 
ized with opal; as one molecule bows out another takes 
its place. Structures can be preserved down to the finest 
detail this way. 

Often the minerals need no more than a simple change 
in their environment to start separating from a solution. 
The opal which replaces shells and bones in the Aus- 
tralian deposits, is a water-containing, uncrystallized 
silicon oxide. Silica dissolves in water, in small quan- 
tities to be sure, whenever feldspar turns into clay. Some 
silica probably dissolves directly from sand. In Mexico 
opal forms in open cavities in volcanic rocks, for it does 
not always need the triggering effect of the fossil’s 
presence. In Brazil (Rio Grande do Sul) large gas 
cavities in a frozen lava flow have become lined with 
agate, amethyst and chalcedony, other, and crystallized, 
forms of silicon oxide. 


The silica minerals, rock crystal, amethyst and agate, 
can form from hot solutions ascending from the depths, 
however. There are other minerals, many of ore and 
some of gemstone interest, which only form through 
the intervention of the weathering process. To the 
jeweler, turquoise is the best known and most obviously 
wholly secondary mineral. It is found in veins which 
dissect somewhat altered rocks, volcanics as a rule. 


(Fig. 2.) Turquoise is a hydrated copper aluminum 
phosphate. It follows the rules for jewelry stones by 
containing two elements that are slightly uncommon 
copper and phosphorus. Actually, phosphorus is not 
uncommon; since plants require it and it is an impor. 
tant constituent of our bones and teeth, it is obviously 
a pretty common element. But there are few primary 
phosphate minerals, and well-formed distinct crystals are 
decidedly uncommon. Practically all primary phos. 
phorus comes from one mineral, apatite. 

Apatite is a phosphate of calcium which, on occasion, 
forms gemmy crystals which are among the delights of 
the amateur collector. The large crystals are relatively 
rare, however, so on the face of it, one would not see 
how phosphorus could be so common when specimens 
are so uncommon. Actually, apatite is a very common 
mineral. We seldom see it because almost all apatite 
is scattered in microscopic crystals through rocks like 
granite. The man who studies thin slices of rock (“thin 
sections”) under the microscope, a petrographer, sees 
it often and, as a student, he learned to recognize the 
shape of the little crystals. The rest of us see it at 
second hand, in plants and animal bones, and so we 
know it is common. When the rocks decay, the little 
crystals release the phosphorus into the soil, and some 
enters the solutions that saturate it after each rain. Some 
stay near the surface, some move along with the solu- 
tions. 

Copper is a much rarer element, and experience has 
shown us that the necessary concentrations of phosphorus 
plus copper are to be found mainly in arid climates. 
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Perhaps the solutions are less dilute, perhaps a dearth 
of vegetation leaves the phosphorus in solution while it 
sinks below the level of the greedy roots. Aluminum is 
ubiquitous. it would be available wherever feldspars were 
decomposing. Copper is limited to very circumscribed 
areas, and in this country it is found mainly in the more 
recent volcanic rocks of the West. 


CREATION OF TURQUOISE DEPOSIT 


Summing up now: the factors essential to the creation 
of a turquoise deposit show us that it will be found only 
in desert or near-desert regions, not far below the sur: 
face, in places where there are igneous rocks (for lime- 
stones don’t contain the little apatites to break down), 
and near where copper is to be found, probably in 
workable deposits. With these clues we would look for 
turquoise in states like New Mexico, Nevada, Arizona, 
Utah and Colorado; and that’s where we find it. We 
would be quite certain that all turquoise deposits would 
be relatively shallow and the veins would thin out with 
depth. Chuquicamata, Chile, is another region that 
satisfies this set of requirements, and sure enough, a few 
years ago good veins of turquoise were uncovered in that 
deposit. To the prospector, a knowledge of the sorts of 
conditions under which a mineral will or will not form 
is a valuable guide to the recognition of unknown min- 
erals, and the factor that determines his journey when 
he is looking for any particular substance. 

The importance of the type of rock that is being 
weathered (a source for the phosphorus) was noted in 
our list of turquoise-forming conditions. What happens, 


then, if the copper sulphide bearing rock is a limestone 
and not an igneous rock? The effects of the composi- 
tion of the ground water seeping down through a cop- 
per ore vein can be different. When the enclosing rock 
is igneous the sulphuric acid released by the oxidation 
of the sulphides is not neutralized by chemical reactions. 
Copper and iron sulphates are very soluble in water; 
blue vitriol is copper sulphate. The dissolved sulphates 
work downward through the fresh sulphide vein below, 
and an interesting series of replacements of iron by 
copper take place. 

The common ore of copper is a mineral called chalco- 
pyrite and it is a copper iron sulphide with about 341 
per cent of copper. At the surface it oxidizes, the sul- 
phur combines with oxygen and the sulphide becomes 
a sulphate. The sulphate is very soluble, but as it 
descends it encounters fresh chalcopyrite. Iron sulphate 
is more soluble than copper sulphate, so the solution 
attacks the chalcopyrite and removes its iron, replacing 
it with copper. A series of copper ore minerals can, 
form, each with less iron, until finally all the iron is 
gone and we have chalcocite, a rich copper sulphide 
ore with 79.8 per cent copper. This sequence of altera- 
tions can eventually produce copper oxide and native 
copper, if there is enough excess iron to take up all the 
sulphur. The process is known as secondary enrichment, 
and it explains the richness of the upper levels in many 
mines. The value of the ore will fall sharply, once this 
level is gone through. 

When copper sulphides are as abundant as this, how- 
ever, turquoise will not form, for the other acids are 
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stronger than the phosphatic acid. Turquoise is not 
common in actual copper mines; it forms where the 
rocks contain more than an average amount of copper 
but not where it is really abundant. It is this limitation 
that explains the relative rarity of the mineral, and so 
makes it of jewelry interest. 

Let us get back now to the limestone walls of a copper 
deposit. Here we will find the conditions of alteration 
quite different; for even though sulphuric acid is form- 
ing with the alteration of the sulphides, as before, an- 
other reaction is also taking place. The carbonate (COz) 
radical is abundant in the solutions, and it can combine 
with the copper to form copper carbonates, which are 
likely to stay about where they are in the ground, and 
not seep down as fast as the sulphates, for they are 
much less soluble. So in limestone country, the upper 
levels of the copper veins will be characterized by the 
blue and green masses of azurite and malachite. These 
are minerals that make rich copper ores and as such, 
they interest miners and prospectors, but they are also 
of interest to the jeweler. Malachite carvings have 
Jong been made in Russia, China and Japan, and mala- 
chite and azurite jewelry stones are sometimes sold in 
the West. To be suitable for this use, the malachite and 
azurite must have formed in thick compact masses which 
take a good polish. As with turquoise, they are more 
abundant in the West, where we have a drier climate. 
While the rocks may still be pretty firm and fresh, 
unlike those of the tropics, oxidation of such easily 
altered substances as the sulphides may have penetrated 
to considerable depth, since alteration and oxidation is 


likely to go down on the veins to the level of permanently 
standing water. 

Desert weathering is unlike that of a moist climate. 
When rainfall is abundant, the rocks below a certain 
level are continuously saturated with water. This level 
is known as the “ground-water level,” and it is the level] 
that marks the height at which water will stand in a 
well. In dry seasons the level falls, and if it sinks below 
the bottom of a well, the well goes dry. In wet seasons 
the water table rises. On the hilltops it may stand fairly 
well below the summit and the man who lives there wil] 
have to sink a deep well. The man at the base of hill 
may get his water from a flowing spring, escaping on the 
valley side where the water table actually comes to the 
surface. Many factors, like the permeability of the soil, 
the porosity of the surface, the speed with which rain 
runs off a slope, and the frequency and amount of local 
rainfall affect the level of the water table; but the last 
is, of course, the most important. 

If there is little rain, the permanent water level js 
very deep and excessive pumping for irrigation can 
lower it still more; as parts of California and Arizona 
are finding out. When it stands a thousand feet below 
the surface the water that does fall seeps a long way 
downwards, carrying rock alteration to the depths, dis- 
solving some. substances wholly and carrying them 
elsewhere in relatively concentrated solutions. Reactions 
ensue that would not take place where water was more 
abundant, solutions more dilute, and descents less pro- 
found. Time and material are present in sufficient 
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amounts to make the blankets of malachite and azurite 
that were found in Bisbee, Globe and Clifton, Arizona; 
in Vermont they could do little more than stain the 
rocks. 

The formation of caverns, like the Carlsbad Caverns 
of New Mexico, at great depths below the surface, can 
take place only when water is actively moving through 
the rocks. The trickling water dissolves limestone (why 
it favors any one place we cannot say) and in time it 
can create quite a large opening. A considerable amount 
of water, and many millions of years, will be needed 
to make such great chambers as characterize the Carlsbad 
Cavern. It is obvious that today the region is receiv- 
ing considerably less rainfall than when the Cavern was 
forming, for the Cavern is neither growing larger nor 
being filled much at present. But this brings us to 
another constructive aspect of the work of surface waters, 
the deposition of dripstone or cave onyx. It is a marble, 
but banded, and the same mineral that makes limestone. 
Calcium carbonate in another crystal arrangement 
(aragonite instead of calcite) is the substance of pearls 
and mother of pearl. Cave onyx has the same layered 
and banded structure, but it is coarser and formed with- 
out the aid of the organic middleman. 

Calcium carbonate in any form, limestone, marble, 
onyx or pearls, is very soluble in water with dissolved 
carbon dioxide. Our carbonated beverages are mainly 
sweetened and flavored water, saturated with CO». This 
liquid, without the flavoring, is known to the chemist 
as carbonic acid, but under the name of soda water it 
has been demonstrated to be a fine solvent for marble— 





witness the spotty counters that characterized the old 
fashioned soda fountain and the rings that form on 
marble-top coffee tables. As we also know from daily 
experience CO, stays in solution in water better when 
it is under pressure and when the water is cold. Hence, 
the arrival of CO.-filled water at an open cavern, or its 
escape on the surface in the case of a CQ>-containing 
spring, lets the CO2 escape. The air on the surface or 
in the cavern is likely to be warmer than the rocks, 
and the pressure is certainly less. With the escape of the 
CO., the solution loses its ability to dissolve calcium 
carbonate, so that constituent separates out, to hang 
stalactites from the roof of the cavern and veneer its 
walls with onyx. 


SOURCES OF ONYX 


In Mexico, Brazil and the Argentine there are places 
where springs bubbled to the surface in days long past 
and deposited banded mounds of horizontally layered 
onyx on the earth’s surface. These beds are our present 
source of the onyx which the jeweler sells in ashtrays, 
bookends and ornaments. Some is pale yellow or green- 
ish from the presence of a little iron, some from Spain 
is tinted a lively pink by cobalt, and onyx from Morocco 
is a rich, deep hematite-stained red. Mexican onyx has 
commonly been carved into pseudo-archeological pieces, 
dyed an aniline green and masqueraded under the name 
of Mexican jade. 

True jade is an entirely different substance which 
formed in an entirely different way, as we shall soon 
see. What makes the false name of “Mexican jade” 





HEHE AE BE HEHE TE HE HEHEHE ETE TEESE TEE HII 


“MEMO FOR THE 





Be sure to see the biggest 
re-order item the Jeweler 
has had in years, 


RIST-LETTE* 
by dal, Jewelry 


366 Fifth Ave. New York I, 
QUALITY SINCE 1911 


And of course, o~ all new Fall line of Frozen Fire* 


Costume Jewelry 


See “Ledo” at the Conrad Hilton 


Exhibition Hall—Booth 145—Also Room 656 


CHICAGO SHOW 


BEBE BEBE AE SE SE FETE IE FE EE 





a 


a eae 


Re Oe a 


*Registered Trade Marks 


ORR ORR BOR TORCOOPOOPOOIOOOOOOTOPOT TI ITKT 


FOR JULY, 1954 


111 























GOLDEN OPPORTUNITY 


for high grade promotional minded 
salesman who is accustomed to high 
bracket earnings, to cover jewelry 
stores, department stores and spe- 
cialty shops in Wisconsin, Lowa, 
Minnesota, North and South Da- 
kota and Nebraska. Established ter- 
ritory for ambitious man to have a 
permanent connection with World’s 
largest and. finest cultured pearl 
line. Give complete personal history 
in letter. 


Address: 
BOX "X., 299" 
Jewelers’ Circular-Keystone 
29 E. Madison St. Chicago 2, Ili. 
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Musical charms and brooches in Sterling, 
Gold Plate, and 10K and 14K golds. Violin, 
banjo, guitar, saxaphone, trumpet, clari- 
Free display. 


net, and many others. 
Wholesalers only. 


J. M. FISHER COMPANY, Attleboro, Mass. 








exceptionally objectionable as a misleading term js the 
occurrence of true jadeite jade in that country. With the 
formation of jade and the minerals that owe their occy. 
rence to those same processes we shall conclude oy, 
summary of the geological processes. We shall have ry, 
the gamut of the escape on the surface of molten lava 
and the intrusion of deep-seated masses of molter, 
magma, through the alteration and decomposition of the 
rocks on the earth’s surface, the transportation and 
deposition of those fragments into beds of sediments and 
their ultimate compaction and cementation into the 
SEDIMENTARY rocks. The same processes that initiate 
the change of loose sediments into solid rock, can, by 
their continuation and intensification, transform the 
sediments in turn into a separate and new group of 
rocks. With the METAMORPHIC rocks we have com. 
pleted a cycle, from there they can only melt and form 
a new magma or lava. The metamorphic rocks have 
their own group of gemstone mineral associates. Like 
the other minerals, these too are limited in the geo. 
graphical as well as in their geological distribution, 
Certain minerals can be found only in definite, well 
understood environments, and they cannot form in others, 
Eager investors in mining stocks should bear this jn 
mind, and they should consider carefully the real pros- 
pects of finding esoteric substances like uranium in in- 
harmonious surroundings. 


The Book Shel 


Gemology 








Edelsteine und Perlen, by Prof. Dr. Karl Schlossmacher. Pub- 
lished by Schweizerbartsche Verlagsbuchhandlung, Stuttgart, Ger- 
many, 1954. 


Germany’s leading gemologist, Dr. Schlossmacher, 
heads the Gewerbeschule and is undoubtedly the best 
informed gem expert of Germany. He is well known to 
American students of gemology for his previous publi- 
cations, best known of which is his revision and modern- 
ization of the classic Edelsteinkunde of Dr. Max Bauer. 
The present work is intended as a supplement to an 
earlier publication (1950), but it does not supplant the 
Bauer work which is still the most detailed and com- 
plete book on gemology that has ever been written. 
Like the 1950 work, Edelstein und Perlen is intended 
for the practical jeweler, for it gives him the facts that 
he needs in his daily activity. Dr. Schlossmacher has 
left the rarer stones and the collector’s specialties for 
another place. By so doing, he has kept the size of the 
book within reason and avoids the temptation to stagger 
the beginner with a wealth of information that can only 
have a discouraging effect. 

This book is divided into three parts, a general section 
on the properties of minerals and the special character- 
istics of jewelry stones. Testing methods, terms like 
dichroism, double refraction, crystal structure and spe- 
cific gravity are all explained in the first 79 pages. The 
middle section, some 166 pages, discusses the specific 
stones in some detail, mainly the common ones of the 
trade. The few rarer stones, including some important 
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ones like marcasite, hematite, malachite and azurite are 
dismissed in 8 pages; obviously it would only confuse 
and perhaps intimidate the jeweler who wishes only the 
practical facts which are his immediate concern to place 
too much emphasis on the rarities. 

The third section deals with such details as cutting 
techniques, engraving, cameo-cutting and the like. It 
concludes with some reference tables which sum up the 
information about properties that are discussed in detail 
in the text section, making a handy reference book. 

For the American jeweler who does not understand 
German readily, the Schlossmacher work has slight value, 
for there is little in it that will not be found elsewhere 
in American books. What there is, he probably would 
not locate anyway. For any who speak fluent German 
it will be found excellent; probably the most practical 
and complete work in that language for the special field 
at which it is aimed. The illustrations are good and the 
book is well made. 





A New Sign of the Times 





A brilliant three-color neon sign features the store front 
of the new Foley Brofsky store in Wilmington, Delaware. 
The new store was opened in April, marking Brofsky's 35th 
anniversary as a retail.jeweler in the Delaware metropolis. 





Methods of Collecting Skips 


(From page 96) 


pay his bill and why he failed to notify the store of his 
change of address. Determine next his salary or aver- 
age monthly earnings and from these—if he claims in- 
ability to pay up immediately his account in full—work 
out a payment schedule that is acceptable to the customer 


and your firm. Naturally, recourse to the courts should - 


the customer refuse to liquidate fully his account at 
once will not only be costly but develop into a lengthy 
undertaking should the customer elect to contest the 
suit. 

It is the consensus of professional skip tracers that a 
good credit application is the best weapon they possess 
in ferreting out the hiding places of address changers. 
They feel that if merchants would get all the appropriate 
data it would bring them more net profits through 
decreasing credit losses. 
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HERE'S a “gold mine” of profits in the emblem busi- 

ness—as many a smart jeweler knows. A moder- 
ate assortment—plus the wide showing in your Harvey 
& Otis catalog—quick service on your selection from 
any of our 450 wholesalers, or direct (with order billed 
through yours) is assured. Every popular Fraternal 
emblem, and many you perhaps never heard of, are 
shown. Make an “issue” of Emblems and they'll make 
$’ for you. Use your Harvey & Otis catalog at all 
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St. Joseph of Copertino 
Flying Medallion 


designed by 
C. Paul Jennewein 





This medallion, not limited to a single creed, and 
made famous during World War II, as a special 
guardian of air travelers, is available again for the 
first time since 1946. 


Comes in dime, quarter, and dollar sizes in bronze, 
Sterling silver, gold plate, and 14 KT. gold. 


@ Write for price list @ 


AIRBORNE MEDALLION CO. 


104 East 55th SH. New York 22, N. Y. PL. 5-4818 
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Can You Top This? 


A picce of jewelry can be frightening at times, as 
this story reveals. A man came to the Johnston 
jewelry store in Eufaula, Ala., to have a heavy, 
college class ring made one size smaller. 

The first day he wore the resized ring, he was 
sitting with his girl’s family at a quiet Sunday dinner. 
Suddenly there was a noise that sounded like a pisto] 
shot. Everyone jumped to his feet. Everyone, that 
is, except the ring-wearer. He sat transfixed to his 
chair. He thought he had been shot. Then he 
noticed his ring had opened at the spot where it 
had been soldered when it was reduced in size, The 
break had actually sounded like a shot. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 














The Story of the Jonker 
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The Jonker is probably the most “American” of all 
famous diamonds. It wasn’t found in this country; 
Jacobus Jonker, a poor and elderly digger, turned it up 
near Pretoria, South Africa. But this South African 
diamond of magnificent quality and rare blue-white 
color—it weighed 726 carats when found in 1934—was 
purchased by an American and sent to America to be cut. 

Moreover, thousands of Americans had a chance to 
look at it. They stood in line outside jewelry stores all 
across the country to see a lump the size of a hen’s egg, 
which had cost the owner a reported $700,000. 

It was the first of the famous diamonds to be cut in 
America. On the whole, the cutting industry in America 
was small. Amsterdam and Antwerp had 25,000 artisans. 
New York, which never had more than 500 to 600 cutters 
before World War II, was a consuming rather than 4 
producing center. 

Between the two world wars, some of the best diamond 
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cutting in the world was done in America. Yet, in spite 
of progress, old-world diamond experts looked askance 
when the new owner of the Jonker, Harry Winston, 
announced his intention to have the stone cleaved in 
America. This broke with all traditions because every 
big diamond from the Koh-i-noor to the Cullinan had 
heen handled by European cutters. 






The JONKER rough marked for cutting 
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The European experts had agreed among themselves 
that the Jonker should first be cleaved parallel to a 
certain large flat surface. Lazare Kaplan, the American 
cutter, took a firm stand against this. He declared that 
the cleavage plane ran differently and that the plans 
of the other experts would result in destruction of the 
stone. 

Mr. Kaplan came of a long line of Belgian diamond 
cutters. He was the owner of his own shop at the age 
of 22 and had been a prominent dealer and cutter in 
America for 20 years. But every diamond is different, 
and in this matter of cleavage, Lazare Kaplan was stand- 
ing out against the diamond experts of the world. 

His study of the rough lasted almost a year. The 
intensive study of the Jonker occupied the American 
cutter literally day and night. Hundreds of plaster models 
of the rough were prepared. These could be sawed into 
smaller pieces exactly as Mr. Kaplan planned to do with 
the actual diamond. 

The emerald cut was chosen for eleven out of the 
twelve gems because this cut would yield the maximum 
carat-weight from the sections into which the rough 
was to be divided. 

The first cleavage of the Jonker took place on April 
27, 1936. It produced a 35-carat corner section from 
which the single marquise diamond in the Jonker collec- 
tion was fashioned. The second cleavage took place 
about a month later. There were, in all, three cleavings 
and nine sawings to reduce the stone to twelve sections. 
The faceting of the big emerald cut, the No. 1 Jonker, 
commenced in September, 1936, and continued for sev- 
eral months. The gem has 66 facets, eight more than 
the standard emerald cut. The extra facets are on the 
bottom of the stone, which is cut in four steps instead 
of the usual three. The gem weighed 142 carats as first 
fnished. Subsequent repolishing reduced it to 125 
carats. 
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LITWIN and SONS, INC. 


114 W. Sixth St. 
Cincinnati 2, Ohio 


Only established men need ap- 
ply. Give full particulars in first 
letter. All replies held in strict 
confidence. 











NOW! You Can Sell 
College Rings 
at a FULL PROFIT, 


with No Investment! 


Here’s your money- 
making answer for your 
customer’s ““What will I 
buy?” gift problem. Sell 
to alumni or under- 
graduates from our il- 
lustrated, colorful cata- 
logue. Rings for any 
accredited college in the 
United States can be 
ordered, one piece at a 
time. No Die Charge! 
No Minimum Order! 





FREE! Send for selling catalogue, complete 
information, counter display card. 








COLLEGE SEAL & CREST COMPANY 
Dept. J-7 
236A BROADWAY 
CAMBRIDGE 39, MASSACHUSETTS 
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For grooms and graduates is the Longines 
“Condor Automatic." It has raised Roman 
numerals and gold-filled case. Shock and 
water-resistant, $96.25 retail, F. T. I. 





The Gruen “Timemaster’ features a broken 
circle of applied gold to form time mark- 
ers, 21 jewels, a thin 14K gold case, and 
is dust and shock-resistant. $115 retail. 


"Photo Twin" bracelets conceal two photos. 
Men's model (shown) is $12, suggested re- 
tail, F. T. J.; ladies’ is $9.50. From 
Ebert & Co., 330 36th St., Brooklyn, N. Y. 





Theyre 


. They're yours 


The "Reflector Dial" by the Rodania Watch 
Co., 745 Fifth Ave., N. Y., has its watch 
face rimmed with a metal mirror. Shown is 
the automatic model, retailing for $57.50. 


Mido's "Jefferson" has a thin stainless 
steel case, featuring the "Powerwind," a 
self-winding unit of only 7 parts. $71.50 
retail, F. T. |., Louis Aisenstein & Bros. 








Croton's "Aquamatic Lord" has the Croton 
Compensamatic "“360EL" movement, featur- 
ing a self-contained, removable self-winding 
unit. The model is $71.50 retail, F. T. | 





Makegood Mfg. Co., 708 Broadway, N. Y. 
offers the "Pickwick'’ expansion watch- 
band—color-fast, washable, perspiration- 
resistant and leather trimmed. $1 retail. 
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to profit by... " 
"Fashion Links'’ by Flex-Let has classic 
scrolls on the links nearest the watch, 
and an adjustable snake and clasp safety 


chain. No. S/273, $7.80 retail, F. T. |. 








Eterna-Matic's latest model of its self- LeCoultre's "Neptune" and “Nautilus” are Elegance is highlighted in this Glycine 
winding ladies' watch is in 14K yellow or at home in a ballroom or in a_ boat watch from Emil Leichter Watch Co., 55! 
white gold or gold-filled. With strap or and have gold-filled water-resistant cases. Fifth Ave., N. Y. In 14K yellow or white 
cord, retails at $87.50 to $105, F. T. |. Each model retails for $71.50, F. T. I. gold, the suggested retail price is $115. 





From the Cuckoo Clock Mfg. Co., 40 W. 25 U. S. Time's new shock-resistant Timex Syroco's 23%" clock in sunburst design 


St, N. Y¥., is a mew cuckoo clock having belt watch is for golfers, can be clipped is finished in ‘“metalgold,” black and 
two love birds kiss while clock cuckoo's to a lady's purse or put on a night table. white. No. 2885 retails at $59.95, Syra- 
hour and half-hour. No. 574, $39 retail. "Radiolite" dial, $14.95 retail plus tax. cuse Ornamental Co., 225 Fifth Ave., N. Y. 
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- 0 6 They're yours 





The "South Seas" pattern by the Commu- 
nity Division of Oneida Ltd., has free-flow- 
ing, sculptured lines and deep-carved scroll. 
Chest and 54 piece service for 8, $79.75. 
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National Silver Co.'s “Desert Rose" was 
designed by Marion Weeber and is a rose- 
bud in simple contemporary design. About 
$42.95 retail for 68 piece service for 8. 


“Snap-in Photo" charm bracelets by Dexter 
Mfg. Co., Providence, holds six good-size 
photos by just snapping them into place. 
All metal parts gold-plated, retail $1. 
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Imperial Knife Co., 1776 Broadway, N. Y.., 
offers stainless in a 5 piece place set- 
ting for 6 in three patterns at $29.95 
retail (No. TR-30). Also for 8 at $39.95. 


This necklace by Ralph Singer Co., 656 N. 
Western Ave., Chicago, is of rhinestones 
and comes in rhodium or gold plate. $8 
Keystone; also earrings, $4; bracelet, $8. 


Saxony Jewelers fine design stainless, im- 
ported from Europe, is hand finished at 
$29.95 retail, 50 pieces. United Silver 
Co., 834 S. Los Angeles St., Los Angeles. 


A Marian Year medal by Weston in sterling 
at $7.50 Keystone; with cultured pearls, 
$60; 14K gold, $135—is from the Brothers 
Co., 1707 Berkeley St., Santa Monica, Cal. 
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The colorful "Sunflower" clock featuring 
an unusual framed dial is No. I11, about 
$7.95 retail, sold through wholesalers, 
by the United Clock Corp., Brooklyn, N. Y. 


“Edixa Stereo" camera, by Wirgin Camera 
Works, 706 Bronx River Road, Bronxville, 
N. Y., has F3.5 matched Steinheill Cassar 
lenses. Two models: $59.95, $69.95 list. 
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The "Starlight" portable, 6 by 934 by 
21/4", 32 Ibs. with batteries, is by 
Majestic Radio & Television, 79 Washing- 
ton St., Brooklyn, N. Y. $22.95 list. 


Model No. 990 hi-fi phonograph radio com- 
bination by Continental Radio Corp., 1632 
N. Wells St., Chicago, has two speakers, 
automatic changer and ceramic cartridge. 


aes 





Smallman & Sons' Craftsman billfold, 


with tie bar and cuff links, is in Flor- 
entine goat or Scotch pigskin and tooled 
in 24K goid. The set retails for $7.50. 





Herschede offers a 14" decorative clock 
covered with monk's cloth and with a con- 
cave form, hugging the wai!. In leather 
and metal, also, $34.50 suggested retail. 


Landers, Frary & Clark's cooker-fryer deep- 
fries, bakes, cooks, has temperature dial 
from 250° to 450°, “Lo" for simmering and 
desired heat "Signalite.” $18.95 retail. 
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Something new in fine cutlery... 


INTRODUCING NEW 
ARVEL HALL -.........; 
TEAK FORKS 





ideal companion piece for 
ever-popular Steak Knife. 


No. 66—Carver, Slicer, Fork——$26.00; 





Matchless Quality 
Endorsed by Emily Post 


Unconditional Guarantee New companion piece doubles 


Nationally Advertised 


oe 'S" profit impact of Carvel Hall Line 


3 Distinctive Handle Styles 


> Sineealy OH Pamagee Overnight this fast-selling line is twice as profitable. Why? 
Because this smart, new Steak Fork is a terrific item. Any- 
one and everyone who owns a steak knife now .. . who 
buys one Jater . . . automatically becomes a red-hot prospect 
for it. Everyone who’s seen it has raved. And you will, too. 
Order early. The supply is still limited. Just another reason 


why Carvel Hall Cutlery is the world’s finest and fastest- 
FINE C v TLERY moving cutlery line. 
by Briddell 


DEALERS: Write or phone for name of your nearest Carvel Hall Distributor 
CHAS. D. BRIDDELL, INC., CRISFIELD, MARYLAND 
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CHINA, GLASS, FLATWARE 














AND HOME ACCESSORIES 
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MERCHANDISING 





by EDWARD R. LUCAs 


Promoted as part of the silverware department, the firm carries 17 stainless patterns. 


One jeweler’s merchandising approach .. . 


Stainless Flatware as a ‘Second Set’ 


J ACK FRIEDLANDER of Friedlander & Sons, 
Seattle, Wash., jewelers, observes that while stainless 
steel flatware, a new product, is inevitably a “competi- 
tor” of other types of flatware, it also creates a lot of 
new sales, strengthening to that extent the position of the 
jeweler who carries it. Friendlander & Sons have carried 
stainless steel for the last year and one-half, are happy 
with results and enthusiastic about future possibilities. 

“It is.as a ‘second set’ that we usually present stainless 
to our customers, and that is the approach that has been 
the most sales-productive for us,” says Miss Theo Brock- 
way Perier, manager of Friedlander’s silverware depart- 
ment. 

“The need for a second set is partly an outgrowth of 
the trend toward outdoor living and cooking, during the 
warmer months of the year. People do not like to use 
their finest of flatware for outdoor meals but neither do 
they like cheap substitutes. Stainless gives them exactly 
what they want, at a suitable price.” 

Friendlander’s started carrying stainless mainly to 
supply customer requests. They carried it the first six 
months with little promotion, then ran a full-page adver- 
tisement to acquaint people with the variety of patterns 
carried. Steadily increasing sales are currently running 
twice the volume of the first half year. 

Three factors have been mainly responsible for Fried- 
lander’s success with stainless flatware, she believes: 
(1) variety of patterns, (2) promotion as an integral 
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part of the silverware department, and (3) suggestive 
selling. 

The firm carries 17 patterns of stainless, domestic and 
imported. Experience shows that buyers favor the plainer 
patterns. 

Stainless is promoted right along with silver flatware 
in the silverware department of the store’s main display 
room, and in the china and crystal department. 

An effective method of promoting flatware has been 
developed by Miss Perier in the firm’s “bride of the 
month” table set up in the chinaware department. Here, 
sample place settings of china, crystal, and flatware 
selected by brides-to-be are presented with the name of 
each bride on a place card at her setting. 

“June Sterling,” the bridal consultant, helps cus- 
tomers and brides in making their choice. 

Suggestive selling adds a number of sales of stainless. 
Whenever a customer buys some sterling, Miss Perier 
makes it a point to ask, “Have you selected your second 
set?” It is rather surprising, she observes, how many 
additional sales of plated and/or stainless this basic sell. 
ing technique leads to. 

Miss Perier anticipates still greater sales for stainless 
in the future at Friedlander’s. This because of the in- 
crease in the public’s acceptance of the ware and because 
of the improved display facilities which will be provided 
by the store remodeling program planned for the near 
future. 





THE JEWELERS’ CIRCULAR-KEYSTONE 








men 
can’t 
resist her 








The younger ones court her, the others indulge her. She’s sitting pretty, 
but she’s not sitting still! Attention just calls for action from her—a build-up of 
more-power. More wardrobe, more prestige, more personal appeal—not to 


mention more goods for her hope-chest and more gifts for her marrying friends! 


And happily, her young-woman’s yearning power is matched by her 


bankroll—and Dad’s. 


Irresistible? You bet. Especially to smart advertisers who find that their 
devotion to her—in Seventeen—pays off! 


How about you? 


seventeen seils' 


There’s one best way to reach 7,500,000 young women in their teens 
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31,000 women competed in the McCall’s nationwide contest! Of 22 popular 


flatware patterns available to them, Silver Wheat was by far their outstanding 


choice. 15.4% of the contestants used this beautiful design in their entries! 


IRIE JE ID & BAIRT ON 


SILVERMASTERS SINCE 1824 TAUNTON, MASSACHUSETTS 
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‘Silver Wheat’ wins top honors 
among silver patterns in 
M¢Call’s table setting contest! 


Reed & Barton’s brilliant new “Americana” pattern is 
number one choice in nationwide magazine contest 





REED & BARTON’S “Silver Wheat” is one of the most 
successful new patterns on the market. For instance, 
in 1953 it was chosen by girl graduates as one of the 
nation’s three most popular patterns. 


And now—in 1954—“‘Silver Wheat” walks off with 
top honors. Here’s what happened. 


31,000 entrants got a choice of 22 popular 
silver patterns. Women from all over the United 
States entered the contest conducted by McCall’s mag- 
azine. They were given their choice of table materials, 
including 22 different silver patterns, to use in their 


entries. 


McCall’s tabulations show that three leading silver 
patterns represented the choices of nearly half of the 
women who entered the contest. Of those three, Silver 
Wheat was Number One by a good margin. And 


Silver Wheat was way, way ahead of the other 21 !* 


Why “Silver Wheat’? 


Naturally, we’re mighty proud of this new proof of 
Silver Wheat’s popularity. Because it demonstrates 
again that Silver Wheat is good design, suitable to 
today’s scheme of living. 


We sow — you reap the profits! 
And don’t forget, we’re continuing to tell the public 
about “Silver Wheat,” the new Americana Look in 
sterling. 

To get your share of “Silver Wheat’s” increasing 
sales—tie in with the national advertising and pub- 
licity for this fast-growing pattern. Run tie-in ads with 
free mats provided by Reed & Barton. And above all, 
when your customers ask to see the best in contem- 
porary silver designs, show them “Silver Wheat”! 





*Names and ratings of all 22 patterns available upon request. 





15.4% chose 13% chose 11.3% chose 
Silver Wheat Silver ‘’B’’ Silver ““C”’ 





Here’s how “Silver Wheat” won top honors 
in McCall’s Table Setting Contest 


All other patterns (19) av- 
eraged just slightly over 3% 
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introduce DOUTH SEAS 


is S&C TWO SPECIAL OFFERS! 









3-Piece Party Set 


S y—_hio 


Reg. #7-09 value 


You can offer this gift-boxed 
party set at nearly a 50% sav- 
ing! Imperial handmade glass 
dish! 2 serving pieces in new 
South Seas! An all-occasion gift! 
Each with price card! Assortment 
No. 9017. 1 dozen to assortment 
with colorful display as shown. 
Dealer's cost... $21.24 doz. sets. 
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> HANDSOME MATCHSTICK-BANMBOO DISPLAY 


Including silverware as shown 












ahd H 
Sy) No charge with your order of two or more 
i 54-piece sets in the new South Seas Chest! 
Beckie a 
: heat eeebie Bae 
x He Leys fe Ree: . ° . 
SST Cn aeO Been looking for a really different display? Here 


it is—as unusual and new as Community's South 
Seas pattern itself. Perfect for counter or window. 
In full color with cards as shown. Order yours now. 


*;+RADEMARKS OF ONEIDA LTD., ONEIDA, N. Ys 


Order today from your 
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See back cover 
of this issue! 


A Favorite Gift Set of 


rl Oo) 1 i-1- Ue) olelol al— 
~~ Reg. $3-60 value 





SRLS. 
ee: 


You'll like the way these little 
spoons move out of your store! 
Women love them! Suggest them 
for showers, prizes, as well ashelp- 
ful extras for every home. Attrac- 
tively gift-boxed. Attractive dis- 
play card with each assortment of 
12 boxes of 4 spoons each! Assort- 
ment No. 9016. Packed as listed 
above. Dealer's cost. . . $10.73. 


s+ * 
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Order these free merchandising aids now! 





ip fiw A > | 
Pint «5 a au - 3 eek 
Ree Scrat 


wr 





Newspaper mats! Envelope Stuffer! Window Card - T¥Y Commerciais 
Retailing specialists prepared Send plenty of these! They'll This colorful traffic stopper One-minute, 20-second and 10- 
these announcement mats for remind customers that your will tell customers why new second films. Scripts for your 
you. In sizes you prefer. Order store is headquarters for new South Seas is unlike any other live TV and radio announce- 
by number today. South Seas. In quantities of pattern they've ever seen! ments. 


1000. With imprint . . . $2.00. 


(Be sure to see back cover of this issue for 


franchised Community WhoO/ESA/ETL the Community SOUTH SEAS announcement.) 
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by EDWARD LUCAS 





Located near the store entrance, giftwares take up only 20 square feet of display space. 


Increased store traffic and sales from : 


, 


ment 





New Giftwares Depart 


A LIABILITY was converted into an asset creased overall store sales,” says McDonough. “Total 
by Tom McDonough of Everett, Wash. The liability giftware inventory value is about $1,200 and this turns 
was the narrow width of his store, limiting installation four to five times a year. That’s not bad for a depart- 
of show cases and wall shelving along only one side of ment that takes up only 20 square feet of floor display 
the store. The asset is the compact giftwares depart- space. 
ment that McDonough installed on narrow, open-face “The display builds store traffic partly because of its 
shelving mounted to the wall opposite the show cases. strategic location just back of the entrance. The five 

“Our small gift department builds sales directly in shelves are about 30 feet long, and with the door open, 
giftwares and brings in stor@ traffic that results in in- (Please turn to page 147) 








For purchases of $2.00 and up, store owner Tom McDonough, A variety of price-marked giftwares are always featured in 
above, offers his customers a free, attractive gift wrap. the corner window of this Everett, Wash., jewelry store. 
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A COMPLETELY NEW IDEA IN SILVERWARE saan 


we a ” Pa po 
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/SouTH ‘SEAS*/: 
COM MUNITY [er 


NEW in Styling, Proportion 
Silhouette 

wil, w geal 
introductory Offer 


54-Piece Service for 8 
- $79.75 Retail 


. Total Value $104.10 


Customer Saving 
$24.35 


. 3 ee ss | Set contains: 16 ‘Teaspoons, 

ee _ 8 Soup Spoons, 8 Knives, 
e — 8 Forks, 8 Salad Forks, 2 Serving 
Spoons, | Butter Knife, | Sugar Spoon, | Cold 
Meat or Serving Fork, | Pastry Server. 























TWO ADDITIONAL 
TRAFFIC BUILDING 
OFFERS 


DISPLAY 
INCLUDED 































WITH 
EACH ASSORTMENT 
4 Coffee Spoons ..$1.49  3-Pc. Party Set ... $2.95 
Regular Price ........$3.60 Regular $7.00 Value 


Assortment No. 9016, Assortment No. 9017, 
1 doz. Sets of Coffee 1 doz. 3-Piece Party 

















*Trade-marks of 
Oneida Ltd. Spoons $17.88 Sets ........................§95.40 Prices subject to regular trade discount. 





NS 
— IT NOW « DISPLAY IT ¢ BE READY TO PROFIT 


A. COHEN & SONS CORP 
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LOS ANGELES OFFICE FANCY GOODS DIVISION Pele Lif Weel iii: 
215 W. Sth SY., LOS ANGELES, CAL. 47 W. 23rd ST., M. Y. C. 321 PEACHTREE ST., N.E. ATLANTA, GA 


ca = 
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Here it is! 
South 


More than a great 
New Pattern... 
It's today's new ideq 
in silverware design 








4 Stocks 


. advantageously located for your convenience 


THE BALL COMPANY 


6 North Michigan Avenue, CHICAGO, ILLINOIS 
610 South Broadway, LOS ANGELES, CALIF. 

Hotel Charlotte, CHARLOTTE, NORTH CAROLINA 
627 First Ave. North, MINNEAPOLIS, MINN. 





eT  & Cordon 9 SIXTIETH ANNIVERSARY 
tsenstein ordon nc. OF PHILADELPHIA’S FIRST 
it DISTRIBUTORS OF 
Wholesale Distributors 


of COMMUNITY PLATE 
Fifty Famous Lines JOS. B. BECHTEL & CO., INC. 


712-714 Sansom Street, Philadelphia 6, Pa. 729 SANSOM ST., PHILA. 6, PA. 





|. ALBERTS’ SONS Inc. Btn 


373 Washington St. . 
S. H. Clausin & Co. 


Boston 8, Mass. ' 
Minneapolis - Spokane - Salt Lake City 


W holesale J eweler S Since I 898 Complete inventories of ALL Oneida patterns including the new 
*"South Seas'' at all our three offices. 





for Top Service on 


“SOUTH SEAS” use THE A. H. FICKEN COMPANY 
850 EUCLID AVENUE - CLEVELAND 14, OHIO 
BALDWIN-MILLER CO. Call Ficken a perngt a pattern 
INDIANAPOLIS 














ORDER TODAY FROM YOUR 
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as in 


% New Tapered 
Tips! 
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Unlike any other pattern. It is more costly to make... yet 
costs no more to own. Everybody will appreciate the four ex- 
clusive features . . . they're the difference between yesterday's 
silverware and the pattern that fits today's table . . . today's 


living. 





A. FRISCH & CO., Inc. 


373 WASHINGTON ST. 
Jewelers Building 


BOSTON, MASS. 
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Free Form 


Handles! 





New Design 
Accent! 





* New 


Proportions! 





| We are proud to offer the Retail Jeweler 
this new pattern by Oneida Community. 


Send your order to us without delay. 


he Gerwe a Company 


817 MAIN STREET CINCINNATI 2, OHIO 


B. KLEITZ & BRO. COMPANY 


SIXTH & MARKET STREETS 
WILMINGTON 99, DEL. 


WHOLESALE JEWELERS SINCE 1891 





“SOUTH SEAS" 


Community's Newest in Silverplate 


J. H. GROSS & CO. 


3210 EUCLID AVENUE, CLEVELAND, OHIO 


L. LURIA & SON 


‘THE SILVER HOUSE’ 


160 Fifth Ave. New York, N. Y. 


Southern Branch 980 So. West Ist St. 
Miami, Fla. 
Wholesale Distributors of Nationally Famous Lines 





Win. R. Katz Company 


WHOLESALE JEWELERS SINCE 1933 
ICT Building ¢ Dallas, Texas 








K. A. MURPHY COMPANY 


373 Washington Street 
BOSTON 8, MASS. 


The Only All-Wholesale Silverware 
House in New England 





FRANCHISED COMMUNITY WHOLESALER 
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by PATRICK CLEPPER 


More space in the remodeled store has permitted Stanley Goodman, above, to add luggage. 





Store Expansion Program P ermits 


Addition of Two New Departments 


S.. THOUSAND people crowded through the 
Goodman jewelry store, St. Paul, Minn., the first day the 
store remodeling program was completed, which doubled 
the store’s selling area and made possible the addition 
of two new departments. 

“We spent $35,000 in expanding our store as far as 
the present building area allows—110 feet in length, 
with an 800 square foot balcony,” stated Stanley Good- 
man, one of the three sons of the founder. 

Perhaps one of the most important features of the 
change is additional window display space. Located in 
a busy arcade, the store takes full advantage of the 
steady stream of traffic through the building, with 
display windows fronting the arcade passageway. 

“We have 160 feet of window display area now,” 
Goodman pointed out, “and just this one feature alone 
has brought in a lot of new customers. We are always 
open to new ideas and methods of merchandising—as 
our new departmental additions indicate. The trend 
seems to be toward new lines of merchandise for jewelry 
stores and when we were working on our plans for ex- 
pansion, a luggage department and a section for cameras. 
film supplies. and film developing seemed logical addi- 
tions.” 

An experienced photography salesman was put in 
charge of the camera department, and photography en- 
thusiasts—from mechanics to bank presidents—stop in 
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to browse through the displays and discuss photography 
problems. The stock of cameras is not large, since supply 
houses can be relied on to fill orders in a week’s time, 

(Please turn to page 155) 
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An experienced photography salesman has been placed in charge 
of the Goodman store's newly added photographic department. 
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, NEW IDEA IN SILVERWARE DESIGN 


in 





"South Seas’ is a Community first! The first 
completely different, truly contemporary pot- 
tern in fine silverplate. Everything about this 


lines, new proportions, new functional pieces 
useful so many ways. 


We have the new 
"SOUTH SEAS” pattern  . 
for you. ORDER now— YY - 
Display it—and be 
among the first 
to Profit. 


ip rss: 


piss: 


See pages | 26-127 
for Community's 
"South Seas" special 
merchandising aids. 











New Jersey Jewelers S-K-L COMPANY Inc. 


Wholesale Jewelers 


15 West 47th St. New York 36, N. Y. 


New Jersey Ss Leading Wholesale Dis- Complete stock of Hollowware, Sets and 
tributor to the Jewelry Trade Open Stock Available at all times. 


260 Washington Street, Newark 2, N. J. 





| Be among the first to feature Community's new- 
marae = est pattern “SOUTH SEAS” by ordering from 
SOMMERS & SOMMERS 
20 WEST 47th ST., NEW YORK 36, N. Y. 91-93 CONE ST. ATLANTA 3, GA. 
Tel. JU 2-2560 Your Franchised Community Wholesaler 





E. H. SAXTON COMPANY We will be pleased to receive your order for the new 


387 Washington Street “SOUTH SEAS," for prompt delivery. 


BOSTON 8, MASS. THE WALLENSTEIN-MAYER COMPANY 


Div. of Harry Greenwold Company 


Complete Stocks Maintained in Community 
31 E. FOURTH STREET, CINCINNATI 2, OHIO 


and Tudor Flatware and Hollowware 
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A new “China Court” covering al- 
most the entire second floor has been 
opened in Birks jewelry store, Yonge 
and Temperance Sts., Toronto, On- 
tario. 

China is displayed on specially 
constructed shelves which allow a 
maximum number of patterns to be 
shown. The new department in- 
cludes a crystal section which is 
completely paneled in black mirror. 
Crystal is displayed on plain trans- 
parent glass shelves in front of this 
black mirror, creating a very strik- 
ing effect. 

Modern display tables are scat- 
tered about the selling floor, show- 
ing a wide variety of pottery, fig- 
urines and related gift merchandise. 
These tables are topped with black 
mirror. 

Birks stocks approximately 75 fine 
china patterns and 30 crystal pat- 
terns. This is believed to be the 
largest selection in Canada. Of spe- 
cial interest are the cup and saucer 
stands set up in the “China Court.” 
Each of these stands holds 175 cups 
and saucers and are convenient to 
view because of their pyramid con- 
struction. 

There are three tables in the de- 
partment which are set at all times. 
On fine linen cloths, Birks displays 
place settings complete with sterling 
silver from their own craftshops. 
The tables are changed periodically. 

The “China Court” has an atmos- 
phere of quiet spaciousness and is 
designed for easy shopping. Fluores- 
cent lighting creates an almost day- 
light effect and the china display 


A World of Table Top Fashions on Display 





A view of the "China Court’ at Birks jewelry store in Toronto. Note the display 
tables on which are shown pottery, figurines, and related giftware merchandise. 


fixtures have their own indirect in- 
candescent lighting. The floor itself is 
covered with gray and blue linoleum. 
The floor in the china section is 
mostly gray with blue borders, but 
in the crystal section the floor is en- 
tirely blue. 

To introduce the new China Court, 
Birks staged a promotional program 
that generated “‘very successful” re- 
sults. A news-type advertisement was 
run featuring a photograph and a 
short story telling consumers about 
the new department. This was fol- 
lowed by a quarter-page ad carry- 
ing not only a photo of the depart- 
ment but also illustrations of some 
china patterns. 

A week later a smaller ad on cups 


and saucers and another on general 
merchandise appeared. Birks con- 
tinued to promote its new section by 
inserting a box in its regular weekly 
newspaper ads an invitation to “Visit 
Birks New China Court.” 
Highlighting the formal opening 
of the Court was a collection of Eng- 
lish bone china, with six patterns 
being illustrated in the initial ad. 
Copy in the kickoff ad read, “After 
many weeks of careful planning and 
extensive alterations, Birks China 
Court has been completely redeco- 
rated for your shopping pleasure. In 
an atmosphere of quiet spaciousness 
you may now choose from a world 
wide selection of fine china, crystal, 
pottery, ceramics and objets d’art.” 


———. 





Service Sells the Jewelry Store 


“In my years of jewelry retailing in the New England 
area,”. states Harold Ambush of Gerber’s, Springfield, 
Mass., “I have learned that service and repairs are a 
jewelry store’s greatest goodwill and _ sales-building 
assets. Jewelers everywhere have the same opportunities, 
so far as their stocks are concerned. Except for the 
store’s appearance and location, the choice of merchan- 


dise is largely the same. 


“There is one field in which the jeweler can make his 
store distinctive—that is in the field of service and re- 
pairs. Good service, dependability and a pleasant atmos- 
phere are the reasons why the average jewelry customer 
has chosen the store in which he buys. 

“In our store we operate on the premise that the cus- 
tomer is unaware of the complications involved in repair- 
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have occurred. 


ing his clock or damaged hollowware or her brooch or 
pin. The customer simply wants fast reliable service and 
is not willing to listen to lengthy explanations why delays 


“Here at Gerber’s we have set up an extremely liberal 
exchange policy, in which we offer to replace any item 
with which a customer has expressed dissatisfaction. 
Thus, if a woman has broken the pin from a brooch or 
clip and brings it in for repair, we would far rather hand 


over a duplicate from the stock than to risk delay and 


facturer. 


anxiety while the original one is returned to the manu- 


“A policy of liberal exchange, we have found, does 
away with a lot of record keeping, recriminations be- 


tween customers and store management, saves postage 


and much correspondence. It has created much goodwill 
and business for us.” 
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PITMAN & KEELER. 
Picture ident 


@ You have customers that want something better than average. Be 
sure to show them this picture ident. Made of heavy Sterling Silver. 
A real man’s piece of jewelry he will wear and cherish forever. 
Order from your wholesaler. 

$7.25 Keystone in Rhod. finish — S.S. backs or 

$8.50 Keystone in 1/20 — 10K. G.F. Hamilton. 


PITMAN & KEELER INC., ATTLEBORO, MASS. 


‘AN AUTOMADE CHAIN FOR EVERY PURPOSE 
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v0 sr[for ~ LEADERS IN GOLD FILLED HOOPS 


Over 200 patterns in 1/20 10K G.F. with 10K ear 
wires. Attractively mounted on luxurious display 
card. Priced to sell from $1.35 to $5.00 retail. 
Cheever, Tweedy & Co., Inc., North Attleboro, Mass. 


¢ Se 








Get your full share 
of sales with the 
new wide bracelet 
style trend. Show 
the many new 
BARROWS brace- 
lets for greater Fall 
sales .. . in Gold 
Filled and Sterling 
—plain, engine 
turned engraved 
and chased designs. 
Ask your whole- 
saler. 


H. F. BARROWS CO. 
N. ATTLEBORO 
MASS. 








WE fcstaredensaeewnuneeeees as $10.00 
ris is ais de eile $6.00 
Lustrous Onyx with Rhinestone mounted on 
openwork setting in I8Kt. gold plated finish. 


RIPLEY & GOWEN CO., Inc. Attleboro, Mass. 


ANOTHER 1&R ORIGINAL! 


GOLD PLATED — BLUE ENAMEL 
TIE BAR AND LINKS 





Smartly styled and pop- 
ularly priced, this new 
I & R Alligator Grip Tie 
Bar and Cuff Link Set 
is available with a choice 
of 15 different emblems. 
Attractively gift boxed. 

TIE BAR = $3.50 

LINKS 5.00 

SET 8.50 

Prices Keystone Each. 


IRONS & RUSSELL COMPANY 
PROVIDENCE, RHODE ISLAND 


Emblems Since 1861 through 
your wholesaler 








TV Program Features 


Merehandise in Action 


¥ Make wou aie recordings f"> 


‘Letevision’s ability to show merchan- 
dise in use makes it an extremely valuable advertising 
medium for the jeweler. That is the opinion of Ira 
Marks who, with his brother, James, operates the six 
Marks Bros. credit jewelry stores in Chicago. The two 
Marks brothers have been advertising on television for 
the past two years. During the first year their program 
consisted of movies; since June, 1953, however, the 
58-year-old firm has been conducting an interview-type 
program featuring Tom Duggan, well-known local sports- 
caster. 

With television, Marks observed, the identification of 
the potential customer with the product is greater than 
it is with a newspaper or radio advertisement. The main 
reason for this greater identification, he believes, is that 
“You have an extra communications medium. With a 
newspaper ad, the reader sees the product; on a radio 
program, the listener hears about it; but the television 
viewer hears about and sees it. In addition, television 
enables the advertiser to show his merchandise in 
motion. As a result, the potential customers who are the 
TV audience pay more attention to your product than 
if they had been approached through either newspaper 
or the radio.” 

A good example of TV’s advantages, Marks added, is 
a recent presentation of water-resistant watches on the 
Tom Duggan show. After showing several watches 
against black velvet, the camera focused on a closeup 
shot of one of these watches. in the announcer’s hand. 
The closeup showed the watch name clearly. Then the 
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Television's ability to show merchandise in use 
is graphically illustrated above and at left. 
These photos were taken at the studio while TV 
viewers were watching commercial portions of 
the program sponsored by Marks Bros. jewelers, 


by PHIL HIRSCH 


viewer saw the announcer drop the timepiece into a glass 
jar filled with water. 

With the aid of another closeup, the viewer saw the 
watch floating in the water inside the jar. Then the 
announcer pulled the watch out of the jar, raised it to 
a point above his head and dropped it onto a low table 
in front of him. But before letting the watch fall, the 
announcer produced a ruler and showed the audience 

(Please turn to page 149) 


Above, the show's announcer demonstrates to the audience the 
water-resistant qualities of a  nationally-known timepiece. 
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COAST-TO-COAST 
REPRESENTATION 


SHOWROOMS: 


-yiAGO—Merchandise Mart 
yew YORK—225 Fifth Avenue 
9g ANGELES—Brack Shops 
sal LAS-Merchandise Mart 
yiaml—46 SE Eighth St. 





No. 123 


Write for our 
3 piece Set 


NEW 24 page 
complete catalog 





Sh 





~~ 


PINK OR WHITE PORCELAIN 


No. 123..3 piece Perfume Set..Sponged with 
gold and raised pink roses...$3.50 per. set net 


No. 4296..Ringholder..Gold edging with a 
spray of forget-me-nots...$12.00 per. doz. net 


No. 125..Ringholder..Sponged with gold and 
a spray of violets...$7.20 per. doz. net 


No. 717..Earring or Brooch Tray..Gold band 
with forget-me-nots. New for Fall 
of '54..5” long...$6.60 per. doz. net 


GEO. ZOLTAN LEFTON, Imports 


All lmports are shipped: 
MAIN OFFICE and SHOWROOMS, 
F.O.B. Geo. Z. Lefton, Chicago Warehouse or 15-13] Naithandiee Mart 


F.O.B. Lefton-Pacific Inc., Los Angeles Warehouse Chicago 54, Illinois 





No. 717 






















They’re New... 


Table-Top Fashion 





Fashioned on sleek lines are these jugs, 
cream and sugar in Orrefors crystal from 
Sweden, designed by Ingeborg Lundin; the 
items are part of a large new fall line. 


From Fisher, Bruce & Co., Philadelphia. 


New stacking tumbler in Finnish glass by 
Waertsila-Notsjoe, done in crystal, ruby 
cobalt, turquoise, smoke; retail $15.60 
a doz.; jug in smoke only retails at $6. 


Sold by the Waertsila Corp., of New York. 


Maples’ Lowestoft" in Booths dinnerware 
from England is a rose spray print hand 
filled with cobalt and light blue, green 
and gold; 5-pc. setting is $9.60 retail. 
From Midhurst Importing Corp., New York. 


Several pieces from new line of stain- 
less steel hollowware, including a wide 
range from plates to cream pitchers and 
coffee pots; carrying Jensen trademark, 
sold through Georg Jensen, Inc., N. Y. C. 


New "State" design in Val St. Lambert 
crystal from Belgium is shown here in 
goblet and saucer champagne, each to be 
retailed at $4.75; made in full stemware. 


Sold by Jackson China Co., of New York. 


"Ingrid''—new shape in lead crystal from 
Strombergshyttan, Sweden, hand-cut in a 
panel design; both the goblets and 14-oz 
tumblers may be retailed at $48 a dozen. 
From R. F. Brodegaard & Co., Inc., N. Y. ©. 
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,.- Lhey’ll Be Selling 


and Home Accessories 





oho 





Undecorated Spode Lowestoft—blue-gray 
body and classic shape created by Josiah 
Spode Il in 18th Century to match ser- 
vices imported from China; added to New 
York stock by Copeland & Thompson, Inc. 


Trio’ pattern on "Metro" shape—one of 
new Franciscan dinnerware designs intro- 
duced this spring; done in misty green, 
gray, rose; 16-pc. set retails at $15.95. 
Gladding, McBean & Co., Los Angeles. 
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In Danish porcelain by Bing & Grondahl, 
this “Poultry Girl" figurine is 9/2" in 
height, retails for $70; rooster and hen 
retail at $12.50 each; chicken at $7.50. 
From D. Stanley Corcoran, Inc., New York. 


"Emma" pattern—new in French stemware 
has distinctive design on blown-by-hand 
bowl; available in 9 sizes, | to 10 oz. 
to retail from $1 to $1.30. Distributed 
by French Glass Co., Inc., N. Y. C. 


"Gracious '—bands of platinum on modern 
new shape in pure white Franconia china; 
5-piece setting retails at app. $11.85. 
Also “Elegance,"’ done with bands of gold. 
From Herman C. Kupper, Inc., of New York. 


New "Sun Shadows,” in Lauffer Stone-tec 
Ware (American made) done in greige and 
beige flecked with blue and brown; mat 
glaze; 5-pc. setting retails at $6.25. 
From H. E. Lauffer Co., Inc., New York. 
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Shorter Work Hours 


‘‘Announcement has been made by the American Waltham Watch 
Co. to its employes, that next year the Saturday half holiday period 
will cover.seven months, instead of five, as was the case this year. 
The increase to seven months possibly means an eventual adoption 


of the system for the entire year.” 
(November 18, 1903) 


Bracelet Symbolizes British Federation 


‘“‘Animal jewelry in simple and elaborate guise receives particular 
attention in England, and the latest ornament of this character is (a) 
gold bracelet. It is called the empire, and the pendants attached to 
the circlet of golden links are designed as symbols of the British fed- 
eration with a portrait of King Edward VII in the center. 

“The lion stands for Great Britain; kangaroo, Australia; sheep. 
New Zealand; beaver, Canada; elephant, India; ostrich, South 


Africa.”’ 
(November 18, 1903) 


An Appeal for Rapid Transit 


“Every jewelry concern in town (North Attleboro) has signed a 
petition praying the Rhode Island Co. to inaugurate an express busi- 
ness on its trolley cars running between the Attleboros. If the plan 
is adopted considerable business of this kind can be developed, as at 
present all express matter between the two towns has to go to Paw- 
tucket and back, a distance of 16 miles, in order to reach a point only 
four miles away. In addition the steam trains are somewhat infre- 


quent.” 
(November 18, 1903) 


Pearls by Inoculation 


“Prof. Dubois (Paris) has reported the results of pearl farming on 

a scientific line to the Académie des Sciences. He founded a theory that 

the inoculation of mother of pearl with a serum distilled from (a) 

parasite will make it possible to produce pearls scientifically. Pear] 

merchants declare that these pearls, like the ‘precious’ stones pro- 
duced by unnatural methods, are much too small to be of value.” 

(November 18, 1903) 


The New Transvaal Diamond Field 

“In the new diamond district in the Transvaal, about 25 miles east 
of Pretoria, which is just getting into working order, the diamond- 
bearing earth, while not as rich as the Kimberley field, is still remark- 
ably productive. Machinery is being installed which will give a daily 


capacity of 15,000 loads.” 
(November 18, 1903) 
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Philadelphia Notes 
“Clarence E. Caldwell, of J. E. Cald. 


well & Co., has returned from an ex. 
tended tour of Europe.” 


(November 18, 1903) 


Detroit Notes 


“Wright, Kay & Co., have just issued 
their 1903-04 catalogue of their mail 


order department.” 
(November 18, 1903) 


Indianapolis Notes 


“Chas. Mayer & Co., who recently 
retired from the wholesale business to 
devote all their attention to the retail 
business, opened their newly remodeled 
store Thursday. Music, plants and cut 
flowers made a brilliant scene of the 
five floors, from 10 a.m. to 10 P.M., on 
the opening day.” 

(November 18, 1903) 


New York Notes 


“The 18th anniversary of the Watch- 
makers’ and Jewelers’ Benevolent Asso- 
ciation, No. 1, New York, was held re- 
cently at the Harlem Arcade. Members 
of the association and their wives only 
were present, and special tables were 
set for the officers.” 

(November 18, 1903) 


Providence Notes 


“The B. A. Ballou No. 1 bowling 
team beat the B. A. Ballou No. 2 team 
in three straight games, one night last 
week.” 


(November 18, 1903) 


Syracuse Notes 


“H. J. Howe has returned from 4 
two weeks’ stay at Racquette Lake and 
vicinity, where he shot two fine bucks. 


(November 18, 1903) 
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€C77CX the prestige name... 
brings extra profits with new, lovely 


No other gifts in your store will be as 
easy to merchandise, promote and sell 
as these lovely Lenox Artware pieces. 
They combine prestige, quality, beauty, 
and usefulness at a wide range of invit- 
ing prices. Created by top artists, each 
lovely piece is handcrafted. The designs 
suit modern or traditional interiors . 
with exquisite taste! 


FOR JULY, 1954 


The famous Lenox name sells itself. 
And each charming piece is the same 
superb quality as the famous Lenox 
dinnerware. At once, your customers 
will recognize the outstanding value of 
this exceptionally beautiful Artware. 
And an attractive display of Lenox Art- 
ware will add prestige and distinction 
to your gift department. 


So > 


o™mon 


RETAIL PRICES: 


VENETIAN CENTERPIECE .$10.95 


NORDIC BUD VASE ... 
GOURMET SALAD BOWL 
CASCADE PITCHER .. 

MILKMAID PITCHER .. 
CRESCENT VASE..... 
LYRE CANDLE STICKS . 


3.95 
11.95 
11.95 

5.95 

. 6.95 
12.50 pr. 
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Calitornia Gift 
and Jewelry Items 





"Heddy and Teddy," ceramic figurines, stand 
4%," high; designed by Joseph Originals, 
Each figurine retails for $2.50. From Good 
& Co., 527 W. 7 Street, Los Angeles, Calif. 





This highly polished solid brass compote is 
priced to retail for $5.00. From Pryor & Co., 
527 W. 7 Street, Los Angeles, California. 

















"Sharon," 14" high figurine, 
is $75, Keystone. Available 
in a variety of colors from 
Heirlooms of Tomorrow, Man- 
hattan Beach, California. 


rs 


by, 
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"Musette" and "Victor" are newest additions to 
the 19th century line of Florence Figurines. 
Decorated in various colors with 22K gold. By 
Florence Ceramics, of Pasadena, California. 





Above: "Gems" by Chardee Ceramics, in black, 
white, pink, turquoise and mottle glaze. Cat 
and poodle, in 16" size, are $20 each, Key- 
stone. Ruth Sloan, 527 W. 7 St. Los Angeles. 


This ceramic pepper mill and matching salt 
shaker set is a perfect replica of a basket 
weave. The set is $8.95 retail, fitted with 
steel grinders. From Verity Southall, Ltd., 
2251 Lincoln Avenue, Altadena, California. 
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have you heard the story of 


THE ONE THAT GOT AWAY‘? 


Wouldn't be so bad, actually, if it were 
No. 400 only one — but it runs to the thousands, and costs 


Hinged frame clutch purse, removable . 
tray with 3 gold-plated implements, full jeweler s thousands of dollars. 


size mirror top. Gold embossed black 
faiile, gold or silver tweed cover. 


Retail $4.00 We’re talking, of course, of the customers who are 


looking for something different. 


That’s where Barbara Bates Manicure Gift Kits 
come in. They’re beautiful, loaded with eye appeal — 
and are just what the doctor ordered for 

the shopper who wants something different. 





No. 410 

Golden bronze frame brocade 
evening bag w/chain handle. 
Holds purse, gold compact, 
lipstick case, tweezer, file, cuticle 
scissors, gold-back comb. 
Pastel, black. 


Retail $12.50 


TWO TYPICAL BARBARA BATES MANICURE GIFT KITS abiorh™ (jh . it és 


FOR THE SHOPPER WHO WANTS SOMETHING DIFFERENT 


And remember, the sale of something different to the 
shopper who would otherwise walk out, is all velvet. 





C. J. BATES & SON, CHESTER, CONN. 
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by MADELINE LOVE 


HE tradition of June as the month of weddings is so 
Di ccnetinl that the words come automatically to mind 
as soon as “June” is mentioned. But—is it still as true 
as it used to be? Can the retailer safely devote all of his 
bridal merchandising to June and let the other months 
of the year go along on their own momentum? 

The answer is: No. 

It is true that more girls choose June for their wed- 
dings than any other month. But the majority is far 
less than it used to be, and the months just facing us— 
July, August, and September—run only a small per- 
centage behind. In fact, recent surveys made by women’s 


——$—— 














magazines give September second place in the number 
of weddings. with December running third. 

We are talking about weddings, remember—not mar. 
riages. And there is a distinction there, you know—a 
distinction which is sometimes overlooked. According 
to Government statistics, there are more marriages jn 
June, as we might expect. But in second place comes 
August, with September in third place and July in fourth, 
December ranks sixth in marriages, in spite of its high 
rate of weddings. 

One gathers from these discrepancies in rank, that a 
lot of young couples are getting married without the 
trappings of a big—or even a small—wedding. They 
have a simple ceremony, minus bridesmaids, rings on 
satin pillows, and receptions, and sometimes without 
even an announcement in the newspapers. And ap- 
parently the distribution of these marriages throughout 
the year is leveling off, with June taking a more and 
more humble place in the listing. 

One might think that the simplicity of such marriages 
would rob them of much of their interest to the jeweler. 
But can the jeweler actually make such an assumption? 
very marriage, after all, marks the founding of a new 
home, big or small, and every bride wants its furnishing; 
to be as good as she can possibly afford. That bride 
may prefer to have her parents spend the “wedding” 
money on the new home, and/or she may receive enough 
gift money to start her off on a service of fine china, 
olass and silver. 

Such buying may easily be on a small scale, but there 
is no reason on earth why the jeweler should not benefit 
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Nationally Advertised 


Ba varian 


OPEN STOCK 
DINNERWARE 


Pattern No. 8263 


from 


LORENZ 
HUTSCHENREUTHER 


Available in Place Settings, 
Open Stock and 94 and 
64. Piece Sets 


See us at the Gift Shows 


STRAUB & C@O.., 


Established 1915 


PAUL A. 


19 East 26th Street (Near 5th Avenue) 
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INC. 


New York 10, N. Y. 
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So many dinnerware Exclusives to choose from... 


all under one rool ¢ Ebeling & Reuss Company 





Ebeling & Reuss features “name” imports that create important MANDARIN (left) 


selling-news in the dinnerware field. Shown here are two A new, subtly-textured version of a classic 


EXCLUSIVES from the celebrated kilns of Carl Schumann of Far Eastern design. To retail at $11.00 


Bavaria — “Mandarin” and “Platinum Elegance” — a mere sampl- per 5-piece place setting. 


ing of the many beautiful and profitable ‘“‘backstamps of masters” 

, ; ‘ , PLATINUM ELEGANCE (right) 
carried in open stock that have earned for them this reputation 
Highly glazed brilliant white china — 


since 1886 — ‘For fine dinnerware, it’s Ebeling & Reuss Co.” yh 
exquisitely embossed with genuine 


, , , latinum. To retail at $13.00 
Other Bavarian dinnerware patterns to retail from $5.50 to $21.00. : 


English Bone China from $15.00 to $24.50. Patterns are offered 
on an exclusive basis. Write for complete details. 


per 5-piece place setting. 









So 
many sales-attracting giftwares, too! 


If you're Chica 
90-bound ¢ ; 
and Market (Aug, 2 wae OO Sew 






Ebeling & Reuss Company 


Established 1886 
MAIN OFFICE, 707 CHESTNUT STREET, PHILADELPHIA 6, PA. 


NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
225 Fifth Avenue 1557 Merchandise Mart 527 West 7th Street 
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SMOKE RINGS. Sparkling hand-blown crystal by 
famous Orrefors of Sweden. Typical of a distinguished 
group of new designs on irregular shapes—and in 
different sizes—the most recent creations of the cele- 
brated artist-craftsmen of Orrefors. 


FISHER, BRUCE & CO. 


One of America’s Largest Open Stock Dinnerware Houses 


221 Market Street, Philadelphia 6, Pa. e 1107 Broadway, New York 10, N.Y. 


Visit our four display rooms at the Chicago Gift Show to see 
the new items in Orrefors Crystal and our many other fine 
imported dinnerware lines. August 2 to 13, the Palmer House. 
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THE VW FINE ENGLISH 


DINNERWARE 


COPELAND 
RAS 


FineEnglish Earthenware YEOPe 


oe BB 
ENGLAND 














; ; SPOvE 
COPELAND 
English Bone China COPELANCS CHa 


Lowestoft Stone China 





Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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from it. He has the wares every bride wants to own and 
he has the extra value of his jeweler’s box, which js just 
as important to the bride of limited funds as it js ney 
rich girl—maybe more so. Those funds, moreover, ma 
not always be so limited, and the bride who has hee 
warmly welcomed as a customer when she had little to 
spend is not likely to forget it in later years, as the 
money problem grows less acute. 

In the long view, then, a follow-up on the list of mar. 
riage licenses issued, as published daily in the local 
newspaper, might prove almost as fruitful a source of 
business as the society columns. Even if the initial sale 
amounts to no more than two place settings in china 
the foundations are laid for future business of unfore. 


seeable dimensions. 
* Be * 


oo Bium, of Daum Cristallerie, Inc., importers 

of Daum glass from France, gave a champagne 
party recently in his showrooms at 225 Fifth Avenue 
New York, to show a group of new pieces for the coming 
season. Hand sculptured in heavy crystal, the collection 
includes wide-sweeping bowls and vases, candleholders 
book ends, flame-shaped decanters, and many other 


pieces. 
* * re 


A BONE china service of 3,038 pieces has been made 

by Wedgwood, on order from the city of Manches- 
ter, England, to commemorate the Coronation Year, with 
funds subscribed by businessmen and leading institutions 
of the city. The pattern is the “Ruby Whitehall,” and 
the service includes 396 place settings and 792 dessert 
or fish plates. It is valued at a retail price of $15,000. 

*% 


* * 


PETER A. DRURY 





ow A. Drury, formerly manager of the Wiss Bros. 
jewelry store in Montclair, N. J., has joined Lenox, 
Inc., as district manager in the Lakes States area, replac- 
ing Homer A. Pritchard, recently appointed assistant sales 
manager. He will cover Indiana, Kentucky, Michigan, 
Ohio, Western Pennsylvania and West Virginia. 
* *% * 

sb Ebeling & Reuss Co., of Philadelphia and New 

York, has added Jaeger China to the list of factories 
which it represents in this country. Manufactured in 
Bavaria, in a recently modernized plant, Jaeger is seen 
in seven open stock patterns at the Ebeling and Reuss 
showrooms. 





*% * % 


Hyenson Art Importinc Co., Inc., of New York, 
importers of Viennese china, bronze and wood 
sculptures, has appointed B. F. Heastand Co., Inc., of 
San Francisco, as its Western representative. The terti- 
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tory will cover California, Oregon, Washington, the 
Hawaiian Islands and portions of Arizona and Nevada. 
E. “Jerry” Young, Jr., will travel in Southern Cali- 
fornia and Ralph Leonard will cover the Northwest. 
The complete lines will be on view at the Heastand show- 
rooms in 86 Third Street. 


— & OrR, 225 Fifth Avenue, New York, have taken 
on American representation for the Danecastle line 
of Danish stainless steel flatware and hollowware. The 
line will be expanded shortly to include many other 
items, including tea and coffee services and vegetable 
dishes. 

3 % % 
_ UNITED STATES Porters’ AssociATION has decided 

not to hold an American Dinnerware Fair this fall. 

A Fair which was intended to be the first of a series of 
annual events was held last Fall, but retailer response 
was not up to expectations. 

* 


= WeEpDGwoop & Sons, INc., have instituted a 
series of monthly bulletins called “Here’s How You 
Can Sell More If You Tell More,” directed to members 
of the sales forces in stores carrying Wedgwood. Each 
bulletin will take up a different phase of the china and 
earthenware business—its history, methods of manufac- 
ture, and bits of interesting sales material. The first 
bulletin, called “A Little Knowledge,” was encased in 
a portfolio intended to hold all of the pamphlets as they 
arrive each month. 


New Giftwares Department 
(From page 128) 


shoppers have only a step or two to take to find them- 
selves inside and looking over our giftwares. Our all- 
glass entrance door encourages casual shopping in any 
case. As a tie-in, we place a number of price-marked 
giftware items in the window. Shoppers frequently spot 
them first in the window, then come inside the store as 
they observe the location of the other giftwares. 

“Small giftwares are particularly effective as traflic 
builders, | believe, in part because they are less expen- 
sive than many jewelry store items. A shopper will feel 
free to come in to look around, without feeling embar- 
rassment if she does not buy something. Naturally, 
that’s what we like to encourage, since foot traffic of 
this sort inevitably leads to more sales. It reassures the 
customer who might be frightened away by displays of 
nothing but high priced merchandise. 

“Our giftware inventory is quite low in price as well 
as being small in size. The average sale falls within 
the two-to-five-dollar price range, though novelty salt 
and pepper shakers at one dollar are a very popular 
choice. A few items cost $10 to $15 with a very few 
unusual figurines priced up to $25. 

‘Friendship cups are not as popular as they were 
several years ago, and preferences are for the less ex- 
pensive cups selling for five dollars or less. There is 
now only occasional demand for cups in the formerly 
popular five-dollar-and-up price range. 

“We find it necessary to watch changing trends closely 




















VYou-bee Invited 


Here is the Haviland when and where for coming show weeks: 








July 18-23. New York 
270 Park Avenue — Suite 3D 


July 18-23 Atlanta 
Hotel Piedmont — Parlor A 


Aug. 2-13 Chicago 
Merchandise Mart — Room 1550 
Sept. 5-9 Dallas 


Hotel Adolphus — Parlor C 


Be sure to visit Haviland. You will be royally welcomed 
by Dean Stevens and John Wilson in New York; Al 
Bazley and Joe O'Sullivan in Atlanta; Fernand 
Desmaison, John Wilson and Ernest Nicholson in Chi- 
cago; Joe O'Sullivan and Ernest Nicholson in Dallas. 


QDkonV@t mis them —~ Be sure lo vised laviland 
Haviland & C° 


‘in co5nrreorRraAa te oO 
270 PARK AVENUE, NEW YORK 17, N. Y. 
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NATIONALLY ADVERTISED 


FRANCONIA CHINA 
One of Europe's Finest 








N 
Nt Ay 


BEAUTY 

AND QUALITY 
THAT 
JEWELERS 
DEMAND ... 


ANNOUNCING 
“ARIETTA™ 


Leaves and tendrils 
in Dove Grey are ac- 
cented by a sprin- 
kling of Celeste Blue 
stars on fine, pure 
white translucent 


china enriched by 
bands of finest plati- 
num 5-pce. Place 
Setting with 101°’ 
BEAUTIFUL PATTERNS dinner plate: 
FROM BAVARIA vi $8.95 retail 
FRANCONIA CHINA, a. 
imported from BA- 
VARIA, is HIGH in We cordially invite you to inspect 
quality aad LOW in our complete line at the: 
cost — putterns range 
from $6.95. to $17.00 © NEW YORK CHINA & GLASS SHOW « 
retail for 5-pc. Place 
Settings. All N. Y. Open Hotel New Yorker @ Room 512 
Stock. JULY 18-23 


39-41 West 23rd St. 
New York 10, N.Y. 


HERMAN GC. KUPPER, inc. 








FROM SWEDEN 


CRYSTAL 
hy Brodegaard 


e* *SWEDEN 





Combined 


OIL & VINEGAR 
Cruet 


A recent exclusive import 


—this handsome modern 
designed cruet in heavy 
Swedish crystal permits 
serving of both oil and 


vinegar at the same time. 
No. 628 


$3 ° G5 retail 


Complete display of im- 
ported Crystal by Brode- 
gaard at the 


new york china 
and glass show 


rm. S03/hotel new yorker 


july 18-23. 
chicago gift show 
rm. 784/palmer house 





august 2-13, 


R. F. BRODEGAARD & CO., INC. /225 fith avenue | 


and anticipate them where possible. We widen our 


variety and order as close as possible to our minimum 
quantity requirements. In that way we keep our stock 
clean and can adjust it quickly to changing trends. With 














a new line of merchandise we usually give it at least two 
or three months to catch on with the public. 

“We have found that an attractive gift wrap is an 
effective promotion, and here we have tried to develop 
a wrapping that is somewhat different than the usual 
run of gift boxes. Instead of the blue that is so com. 
monly used by jewelers, we use a deep green box with 
a light green cover, with the firm’s name imprinted on 
the cover. Since the box has a smooth and attractive 
finish, no wrapping paper is used, the box simply tied 
with ribbon. 

“This box is used for purchases of two dollars and up; 
a plain white gift box is used for purchases below that 
amount. Average cost of our special box is about 10 
cents, including the ribbon, which we consider an in- 
expensive but effective promotion. Our gift wrap costs 
run about one per cent of total sales. 

“Green is likewise used as a store identification color 
on letterheads, business cards. and other stationery.” 





Table Top Fashions for Brides 





A bridal doll provided an appropriate atmosphere for this 
china, glass and silver display last summer at Stowell's, 


Boston. Prices were clearly shown for all merchandise. 





Jewelers Participate in an Unusual 
‘Misplaced Item’ Contest 


Four jewelry stores in Erie, Pa., participated with 
other merchants in an unusual “Misplaced Item” contest 
sponsored by the Erie Chamber of Commerce. 

Each of the merchants created a window display in 
which one item was shown that the store does not nor- 
mally sell. Contestants were invited to identify that one 
item in as many store windows as possible and mail 
their entries to the Chamber of Commerce. 

The entry blanks carried the names of all participating 
stores, with a blank space opposite each store for people 
to write in the misplaced item. Lists with the greatest 
number of correct answers received these prizes: first 
prize, $50 in merchandise; second prize, $30 in mer- 
chandise; third prize, $20 in merchandise. Participat- 
ing jewelers were Abbott Jewelers, Jarecki’s, Mack 
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| Jewelers, and Specter Jewelers. 
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Merchandise in Action 


(From page 136) 


that the drop measured more than four feet. 


After the watch had struck the table, the announcer 
ginted out that the crystal had borne the full impact 
of the collision. Another closeup showed that the watch 
was still working and had suffered no damage either 
from its dunking or dropping. 

Ira Marks believes such a demonstration is a thousand 
times more convincing than ad copy, or announcing on 
the radio that they have watches which are shock and 
water-resistant. He explained that this same type of 
demonstration, showing the product in use, has been 
applied to many other items sold by the firm—toasters 
have actually made toast, mixing machines have mixed 
cake batters, flatware has been shown in a variety of 
table settings, and the locking action on interlock ring 
sets has been tested for viewers of the “Tom Duggan 
Show.” 

The format of the show makes it easy to attract the 
widest group of prospective customers, Marks observed. 
For, among the persons interviewed have been notables 
in local politics, the theater, sports, community affairs, 
the movies and the business world. Shortly after Eartha 
Kitt, the well-known singer, made newspaper headlines 
several months ago, she appeared on the Tom Duggan 
show. When Eddie Cantor came to Chicago recently in 
connection with the showing of a movie based on his 
life, he appeared on Duggan’s show. 

The advantages of television’s ability to show the mer- 
chandise dynamically, combined with the program’s 
colorful format, were illustrated graphically last fall, 
when Marks Bros. opened its sixth store, on Chicago’s 
west side. 

Word of the new store was announced on several 
shows preceding the opening, and Duggan appeared at 
the new store on opening night. Marks thinks these two 
factors plaved significant roles in the success of the 
event. 

Another indication of the program’s success is the 
fact that Duggan receives an average of 4000 letters 
a week from his listeners. And large numbers of listeners 











China and Sterling on Display 
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China and sterling patterns were dramatically displayed in 
this window at Shreve, Crump & Low, Boston. Patterns were 
shown against green and ecru-colored panels. The words 
"Shreve's Place Settings’ were made of white cut-out board. 
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“*BLOSSOMTIME” 





from 


HEINRICH & CO. 


this fast-selling pattern on the coupe shape in 
pure-white Bavarian china—its spring-like pinks and 
greens encircled with line of fine gold. 


5-pe. Setting—App. $7.50 retail 


GEO. BORGFELDT 
CORPORATION 


Established 1881 


44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 44 York St. 
Los Angeles, Calif. Toronto, Ont., Canada 


Heinrich 
C4#irigci 

















ee 
ce etetetenerorere.s. a 
OOO AA © OA) 








« *.*.*.*.*,*%5"5" e's « @.2.%.*,*.* 

Pe AP 
ee" 2 #9. * 0.0.8 5M ePata” SOOO - 

© etetetee se. *.* + a+ .0.9,9, 9.9.9.9. 890 ete e070 9.8.8.0. %gtgtane e818. 05%ahgg p88. _* 


FROM ES 


PICTORIAL PAPER PACKAGE Corp. 
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Don’t delay. Anticipate 
your remaining seasonal 
needs Now. July is the last 
month for ordering gift and 
me jewelry boxes designed and 
aoe imprinted on special order 
. for delivery this year. Send 
for New Catalog of boxes, 
folders, labels and stickers. 
Get your choice of sizes, 
Then place 


your order At Once! 


PICTORIAL PAPER PACKAGE CORPORATION 


232 SOUTH LAKE STREET 
AURORA, ILLINOIS 
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‘+ designs, colors. 


15116 MERCHANDISE MART & 
CHICAGO, ILLINOIS 
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FIGURINES 
ARTWARE 


Beautiful French type 

Florence Clock in China 

’ colors of pink with grey, 

— . white, decorated with 22K 

ihe gold, Sessions Electric 

Y he Movement, 1114” high, 
e cost $15.00. 


See our display of the complete 
and new artware at the Chicago 
Registered Calif. Gift Show. Mor- 
rison Hotel, August I-I!. 


y ONK Ys FLORENCE 
# Sa CERAMICS 

74 SO. SAN GABRIEL BLVD. 
PASADENA 19, CALIFORNIA 


HEIRLOOMS 
of Tomorrow, Inc. 


3601 Aviation Blvd. 
Manhattan Beach, Calif. 


(Shown in photo) 


No. 658 $50.00 List 


From Heirlooms unus- 
ual selection of baller- 
inas ranging from pe- 
tite child ballerinas to 
large pair of ballet 
dancers. , List from 


$12.50 to $125.00. 





Americas Outstanding Line of 


Metal & Wood Planters & Giftwares 

















pper & Brass planters ; 
starting at $1.75 


PERMANENT WOOD CANDLES anit 
Starting at $6.60 doz. Available in 9 Attr 


Write for Free Catalog 


METALCRAFTS OF CALIFORNIA 


9044 Culver Biv‘'d. * Culver City, Calif. 





"Op ee 


active Colors 


See Us at REGISTERED CALIFORNIA GIFT SHOWS , 










Californias Most Complete Lin, 
of Decorative Serving Accessorie; 


2 New Leaders in the Gourmet Serving Accessory Field 











No. 770—2 Ot. Chafing No. 815—I5"" Deep Oval Cas. 
DD sssccntatceesaveaaiens $6.50 serole designed by Kathi 
CT ee $4.50 


NORTHINGTON, INC. g 


2231 Butler Ave. « Los Angeles 64, Calif. 


Seas ia aaa 


m_ gr et a 





Solid brass scale centerpiece from the SONDRA line, 
$7.50. Ash trays from the CONTEMPO line showing two 
of four designs in two sizes. Large trays $4.00—small 
$1.75. Catalogs sent on request. 





4 
527 West 7th Street, Los Angeles 14, California 


The magazine that serves the advertiser best, is the 
one that serves the reader FIRST. This is particularly 
true of business papers: they are read for useful bus 
ness information. In the jewelry trade, survey after 
survey (made by manufacturers to their own custom 
ers) shows jewelers prefer JC-K . . . 7 out of 10 soyit 


is ''most useful." That's why... 


MORE Advertisers and MORE Agencies 
use MORE Space in Jewelers’ Circular 
Keystone than in any other magazine 
in the field. rc 
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phone the station Tuesday through Friday from 11:10 
p.m. to 11:30 p.m., when the program is on the air, with 
questions or comments regarding matters which Dug- 
gan and his guests have been discussing. At least 25 
per cent of the show’s air time is devoted to answering 
these listeners’ calls. 

The real test of any jeweler’s advertising effort, of 
course, is whether enough business is generated to make 
that effort worthwhile. Marks feels that the Duggan 
show has more than justified its expense. The basis of 
his statement is the fact that “traffic builders,” offered 
on almost every show, are consistently sold out, and that 
merchandise from the firm’s regular stock usually sells 
better after being promoted on TV than through other 
media. 

The other commercial on each broadcast is devoted 
to promotion of jewelry, watches, flatware, and small 
appliances. “In this promotional effort, we are trying 
to build our firm as an institution, as well as to obtain 
sales of particular items,” Marks explained. 

A typical example of the Marks Bros. institutional 
approach was an explanation of diamond-making which 
was presented during a three-month period soon after 
the new show began. With the aid of film slides, viewers 
traced the course of a diamond from the mines to the 
Marks Bros. showcase. 

In the six stores, the items promoted on the show are 
advertised as “TV Specials,” and are given prominent 
window and showcase treatment. Pictures of Tom Dug- 
gan talking to one of his numerous guests are often taped 
onto the store windows, so that potential customers who 


have seen the program but perhaps might have for- 
gotten the name of the sponsor, will have no trouble 
in locating the item they’re interested in. 





Wedding Ring Offered Free 
Stimulates Diamond Ring Sales 


A “two rings for the price of one” promotion, over 
a period of four days, gave considerable impetus to 
engagement ring business at Tanke’s, Buffalo, N. Y. 

With the purchase of any diamond engagement ring 
at $100 or more, the customer received a lady’s match- 
ing 14K gold wedding ring as a gift. 

Tanke’s promoted the offer with a newspaper ad fea- 
turing sketches of an engagement and wedding ring. 
Copy read: 

“For four days only, Wednesday, Thursday, Friday 
and Saturday of this week, Tanke’s is making this ex- 
ceptional offer. Purchase any diamond engagement ring in 
our stocks at $100 or more and receive, as a gift, a lady’s 
14K gold wedding ring of matching design, regularly 
selling up to $20. Your choice of white or yellow gold. 

“Or, if you prefer, with the purchase of your Tanke 
diamond engagement ring, we will make an allowance 
of $20 against the price of any more expensive wedding 
band you may select from our distinctive collection of 
platinum and gold wedding rings, with or without di- 
amonds. If you wish, you may even apply your $20 
allowance against the purchase of the groom’s wedding 
ring.” 














® CHICAGO 


Hotel Morrison 
August 1 through 11 
2 Sundays to shop! 
Hours: 9 a.m.—6 p.m. 
Except Saturday, August 7 
9 a.m.—] p.m. 
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@ NEW YORK 


Hotel Vanderbilt 
August 22 through 27 
Another Sunday opening! 
Hours: 9 a.m.—6 p.m. 
Except Friday, August 27 
9 a.m.—1 p.m. 





SO I SAID TO HIM: 


“I'LL BUY THE BROOKLYN BRIDGE 


with 


GOLDEN PROFITS 


| made from 


REGISTERED CALIFORNIA 
GIFT AND DINNERWARE 


SHOWS” 


and always, 


Registered California 
805-806 Brack Shops Building 
Los Angeles 14 








Jewelry Fair Exhibitors 
(From page 79) 


Intermountain Advertising Co. 
GBR Booth 265 
International Cultured Pearl Co. 
ExH Booth 55 
International Silver Co. 
Participation Suite 
— 
Jewelers Acceptance Corp. 
Participation Suite 
Jewelers’ Circular-Keystone 
ExH Booth 64 
Jewels by Bogoff 
ExH Booth 129, Room 501 
— 
Kahn, L. & M. Co. 
Participation Suite 
Kaplan, R. & H., Inc. 
Participation Suite 


Karpeles Rosary Co., Ltd. 
ExH Booth 23 


Katz, Frank M., Inc. 
GBR Booths 235-236 
Kaycraft Co., Inc. . ExH Booth 149 
Keystene Silver, Inc. .... Room 509 

Kingsley Stamping Machine Co. 

ExH Booth 49 

Korn, William & Co. 
ExH Booths |-2-3-4-160-16| 


—_—— 
_—_—— — oe —— ——— ee ee Se - 





Kramer Jewelry Creations, Inc. 
ExH Booth 154, Rooms 502-504 
Kreisler, Jacques Mfg. Corp. 
ExH Booths 110-I11 
Rooms 505A-507A 
Kushner & Pines, Inc... . .Room 509A 


—_— 


L.M.D. Jewelry Mfg. Corp. 
ExH Booth 53 
Lampl, Walter, Inc..ExH Booth 142 
Landau, Max & Co., Inc.. Room 560A 
Leading Jewelry Mfg. Co. 
ExH Booth 145, Room 656 
Lehman Bros. Silverware Corp. 
ExH Booths 123-124 
Lieber & Lerner ......... Room 607 
Life Magazine ....ExH Booth 147 
Lifton, Harold Co., Inc. 
GRB Booths 242-243 
Linde Air Products Co. 
ExH Booths 140-141 
Lohengrin Ring Co., Inc. 
Participation Suite 
Longines-Wittnauer Watch Co., Inc. 
Participation Suite 1005 
Luria, L. & Son, Inc. 
South Ballroom (3rd Floor) 


_ 
Mahan, Harry B. Co., Inc. 
ExH Kooth 18 


Manhattan Novelty Corp. 
ExH Booths 77.79 
Marathon Company ....Room 6/2 
Marhill Co., Inc., The .ExH Booth 43 
Massachusetts Indemnity Inc. Co, 
ExH Booth 25 
Mautner Co., Inc., The 
ExH Booths 99-109 
Maximillian Bonded Luggage 
GBR Booth 232 
Meeker Co., Inc.. .ExH Booths 12.13 
Mele Mfg. Co., Inc. 
GBR Booths 269-270 
Merchandise Selectors, Inc. 
ExH Booth 34 
Milglo Jewelry Mfg. Co. 
ExH Booth 40 
Minnesota Mining & Mfg. Co. 
NoH Booths 164A-165A 
Monarch Watch Co., Inc. 
ExH Booth 73 


Motorola, Inc. ..ExH Booth 143-144 


—_— 
Napier Co. .......... Room 504A 
Nesco, Inc......... ExH Booth 153 
New Hermes Engraving Machine 
PN bvtcaeee GBR Booth 310 
North American Philips Co., Inc. 
ExH Booth || 





























GOLD ° 


\ 


Strictly Refiners 


urers 









Not Manufact 
of J ewelry 


—T 





21 West 46th Street 


* 





SILVER ° 






PLATINUM ° 


We solicit your Sweeps oe 


Filings—Scrap Gold and 


Platinum—Metals 


Your Old Gold Shipments 
WILL RECEIVE 


Special Attention 
Kastenhuber & Lehrfeld, Inc. 


Tel. JU 2-2320 
Est. 1895 


| Metals of Guaranteed Purity 


PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM ¢ OSMIUM 








THE JEWELERS’ CIRCULAR-KEYSTONE 














“DOUBLE HEADER” OF THE YEAR 


“The Buyers’ Mardi Gras" “Minneapolis Gift Show" 





AUGUST 8, 9, 10 & 11th AUG. 29, 30, 31-SEPT. Ist 
ROOSEVELT HOTEL RADISSON HOTEL 
New Orleans, La. Minneapolis, Minn. 





YOU HAVE TO ATTEND A BALL GAME TO 
GET THE REAL THRILL OF THE PLAYS 


YOU HAVE TO ATTEND THESE SHOWS 
TO GET THE REAL PROFITS FROM SALES 





WE HAVE GONE TO "BAT" FOR YOU 





THE “BASES'' ARE LOADED WITH MERCHANDISE TO MEET ALL OF YOUR NEEDS FOR A 
"HIGH SCORE" OF "PROFITS" AT THE END OF THE YEAR. 


The finest in Domestic and Imported Merchandise from all over the world. 


NATIONALLY KNOWN MANUFAC. 
TURERS, IMPORTERS AND THEIR REP- 
RESENTATIVES WILL BE THERE "'PITCH- 
ING" FOR YOU. 


COME, SEE, COMPARE, SELECT AND MAKE YOUR PURCHASES IN CONFIDENCE. 


HELEN BRETT TRADE SHOWS 6 East Monroe Street, Chicago 3, Ill. 
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—. 
Oneida, Ltd. ...NoH Booths 162A- 


163A-173A-174A-I179A-I80A- | 


IS1A-182A-183A-196A-197A 
Orange Blossom Rings 
Participation Suite 


— 


Pakula and Co.. .Rooms 556A-557A | 


Paramount Wedding Ring Co. 

Rooms 601-602 
Parker-Allen Industries 

GBR Booth 222 
Parker Pen Co. .....ExH Booth 41 
Pennino Brothers, Inc. ..Room 532A 
Pereline Mfg. Co., Inc. 

ExH Booth 155 
Phillips-Buttrick, Inc. 

ExH Booths “A"'-65 

Pichel Handbags. Participation Suite 
Planter, Inc. ........ ExH Booth 10 
Polishook, K. & Son Corp. 

GBR Booth 307 
Polaroid Corp. ......... Room 655 

— _ 

Rappenport, R. E. & Sons 

GBR Booth 262 
Regina Novelty Corp....Room 560 
Reich, M. A. & Co...ExH Booth 57 
Remington Rand, Inc., Elec. Shaver 


a ExH Booths 158-159 








Renoir of California, Inc. 
ExH Booth 50 
Richie Premium Corp. 
GBR Booths 277-278 
Robbin Products ....ExH Booth 34 
Robbins, J. W., Inc.. .ExH Booth 150 
Robinson, Edward B. 
NoH Booth 189A 
Ronson Art Metal Works, Inc. 
ExH Booths |25-126-127 


Rosenthal, Herbert Jewelry Corp. 

Rooms 610-611 

_ 
Sandoz Watches 
ExH Booths 66-67-86-87 

Sarkin, David, Inc....ExH Booth 37 
Savoy Watch Co., Inc. ..Room 600 
Saxton, Inc. .....NoH Booth I95A 
Scheffres, Bob, Co., Inc. 

ExH Booth 56 


Schein, Louis Co......... Room 657 
Schick, Inc. ....... GBR Booth 228 
Schwarcz, Adolf & Son, Inc. 

ExH Booth 9 


Sebel, W. F., & Co..ExH Booth 114 
Selsi Company, Inc..GBR Booth 271 
Semca Clock Co. 
ExH Booths "A'’-65 
Seth Thomas Clocks 
ExH Booths 131-132-133 


Shaeffer, W. A., Pen Co. 
ExH Booth 134 
Shiman Bros. & Co., Inc. Room 500 
Shriro Watch, Inc. 
ExH Booths 66-67-86.87 
Speidel Corp. ...... Rooms 556-557 
Spreckman, Hy & Co. ExH Booth 54 
Stratosphere Luggage 
. GBR Booth 262 
Tanenbaum, B. & Co..ExH Booth 44 
Tara Company ..... ExH Booth 46 
Taunton Pearl Works. ExH Booth 7 
Tignor, R. L., Pottery 
GBR Booth 237 
Tory Jewel Box Co..GBR Booth 276 
Traub Manufacturing Co. 
Participation Suite 


Van Schyndle, Inc..ExH Booths 79-80 
Volupte, Inc. 
ExH Booths 68-85, Room 612A 
— _- 
Waltham Watch Co. 
Participation Suite 
Warner Jewelry Case Co. 
ExH Booths 102-103 
Watchmakers of Switzerland, The 
ExH Booths 88-89-108-109 


Waterman Pen Co...ExH Booth 70 
(Please turn to page 173) 
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august 15-18 


«he EY WESTERN JEWELRY 
and SILVERWARE SHOW 


los angeles BILTMORE HOTEL 


Preferred stock... the good, new, different, wanted kind! 
Dividends ...in the solid promotion plans, the exchange 

of ideas with leading manufacturers of real and costume 
jewelry, silver, flatware, china, glass, watches and clocks! 
Plan to take advantage of this blue chip investment now... 
it means mounting profits... sales security for the future! 


A LOS ANGELES TRADE FAIR SHOW 


SPONSORED BY THE CALIFORNIA RETAIL JEWELERS’ ASSOCIATION 


THE JEWELERS’ CIRCULAR-KEYSTONE 





Wall Clocks Featured in Window 


ee 


ws 


The new line of Syroco wall clocks were recently featured 
in this window display at WHershberg's Jewelry Store, 
Rochester, New York. Shown were electric and 8-day, 
jeweled, springwound movements. The retail prices ranged 


from $19.95 to $49.95. 


Store Expansion Program 
(From page 132) 


but there is an array of cameras sufficient to indicate the 
range of styles and types available. 
- ] ~ > : ; . 99 ‘ . 
n planning this new department,” Goodman said, 
“we wanted it to measure up to the same high stand- 
ards we have set for ourselves in other departments of 
the store.” 


———— 


The luggage department features a famous brand, 
concentrating on matched sets. Although no more than 
a dozen pieces are on display, some 400 items are kept 
in stock—a slightly larger inventory than might be ex- 
pected, but necessary, Goodman feels, because of difh- 
culties in obtaining this merchandise on short notice. 

‘We are probably the first jewelry store in this section 
of the country to handle both luggage and cameras,” 
Goodman pointed out. “While serving on the board of 
directors of the NJA, I have had an opportunity to travel 
around the country and observe trends in jewelry mer- 
chandising. The trends seems to be toward selling these 
related items.” 

No special promotions—other than the special grand 
opening—have been necessary to gain acceptance for the 
new departments. “People have just taken to them 
naturally,’ Goodman noted. “Luggage and cameras 
seem to fit in with jewelry lines perfectly. We advertise 
them in the same ratio we do other departments and 
there’s no doubt in our minds about how satisfactory 
the additions have been. Increased costs and shorter 
margins of profit indicated that enlarging the store and 
the stock was going to be necessary if business was to be 
maintained on satisfactory levels, and the new depart- 
ments have certainly aided in solving this problem.” 

The addition of the balcony has enabled the store 
owners to clear the main floor for the exclusive purpose 
of selling: the optical department and the watch repair 
work and jewelry crafting is now done on the balcony. 

“We plan further store improvements,” Goodman 
added. “Many jewelers throughqut the country now feel 
that giftwares are essential. We plan to utilize some 
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Ebony and Silver Dramatically Combined in this Continental 
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Clean, uncluttered lines... rich finish 
.. solid ebony handles and lid tops. 
PVammel0ne-)¢-lalellaloamela-t-34-4-me-dn a an ie) 

any occasion...blends with any decor. 
Made here.in the United States by 
The Sheffield Silver Co., 


first name in silver holloware. 


$16.50 cost 
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MADE IN U.S. A. 
17 CROSBY STREET, NEW YORK 13. N. ¥Y. 
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Stainless Steel Blades 


by “Moethan plon 


For New Goods or Repairs 





A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 


NORTHAMPTON CUTLERY COMPANY e 
NORTHAMPTON 2, MASS: @ ESTABLISHED 1871 


== KIEFER WATCH BANDS 


A new idea in expansion bracelets 


























Distinctively styled ... all 
parts beautifully finished 
and rounded. Enhances the 
beauty of any watch...more 
' comfortable to wear. 

For Men: :' Its beauty sells on sight. 


5116 14K Gold on Stainless Steel retail at $ 12.95 ‘ 
same in Stainless Steel $ 5.95 A simple adjustment see 


For Ladies custom fits the watch band 
5112 14 K Gold on Stainless Steel retail at $ 12.95 to your customer's wrist 
same in Stainless Steel $ 5.95 , 
For Ladies: macusers No large stock of different 
5108 14 K Gold on Stainless Steel retail at $ 10.95 lengths necessary as links 


Narrow width same in Stainless Steel $ 5.95 are interchangeaple. 
Write for sample assortment from your 


wholesaler or to sole distributors y F R K F M A | nc. | 


100 West End Avenue, New York 23 N. Y. | 
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balcony space for a special silver, china and giftware 
department. 

“Merchandising items like those we have added and 
plan to add is a challenge to the selling programs we 
have maintained. Customers will come to us for the 
finest in these lines, just as they seek out the jewelry 
store for quality merchandise—jewelry and silver—that 
are integral parts of gracious living.” 


_—_-—— 


Moving to the Suburbs 


Aware of the current trend in suburban living and 
suburban shopping, Flint Jewelers of Utica, New York, 
recently opened a store in the Whitestown Shopping 
Plaza on the outskirts of Utica. 

Josephine C. Flint, founder and owner of the business 
said she is quite satisfied with conditions in the subur- 
ban shopping district. “We are re-selling many old ac- 
counts who found it difficult to get parking space near 
our city store,” Mrs. Flint stated. 





town Shopping Plaza near Utica, N. Y. Full length 
windows give passers-by a complete view of the store. 


“Every department in our new store is active, particu- 
larly watch and jewelry repairing.” 

She described the new shopping center location as 
““nerfect” because the store gets traffic from four major 
points. She noted that big retail establishments have 
invested millions of dollars in the area around the new 
shopping center and its future as a hub of retail activity 
is assured. 

There are 16 stores in the Plaza and Flint Jewelers 
has a strategic location from which it can pull traffic 
going in both directions. The center has parking space 
for more than 600 cars and there is less than 300 feet 
walking distance from the shopper’s car to any store 
in the Plaza. 

A large supermarket, drug store and variety store are 
key traffic pullers for the Plaza, swelling potential cus- 
tomers for Flint’s and some of the smaller retail stores. 
The store has a striking front and interior decor; almost 
entirely of glass, passers-by can easily view the store 
interior. 

The store pulled more than 5.000 persons on opening 
day, Mrs. Flint stated. 
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Inspirations from the Jewelry Designers Guild 
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These designs were created specially for the 
JEWELERS' CIRCULAR-KEYSTONE by the Jewelry 
Designers Guild, 74 West 46 Street, New York City. 


Inquiries are invited by the Guild for special order 
design. Arrangements can be made by writing to 
the Guild's headquarters in New York City. It has 
among its members several free-lance designers. 
Other members design exclusively for the companies 
with which they are connected. 


DESIGN No. |. A gold brooch with three aqua- 
marines and six diamonds. Any other semi-precious 
stone may be used instead of the aquamarines. 


DESIGN No. 2. A gold bracelet to match the 
brooch in design No. |, containing three aquamarines 
(or any other semi-precious stones), three moon- 
stones, and |8 diamonds. 


DESIGN No. 3. A pair of earrings, made of gold 
to match the aforementioned brooch and bracelet. 











Model B-5400 


Portable Radio 








we stiil have a few choice territories avail- 


able ... WRITE TODAY. 











a 
a 
io designed to sell and to entertain, “Continental” radies 
/ and radio-phonographs are selling . . . and repeating sales. 
od a &, | Model B-5400 Portable Radio 

1 ’ The three-way Portable works on battery or AC-DC; 4 tubes 

Py plus Selenium Rectifier, 2 |.F. Transformers, Large Alnico V 

r Dynamic Speaker, Built-in High "'O"' Loop Antenna, Slide Rule 

© Gantiventa! a Vernier Drive Dial, — Designed Polystyrene Cabinet, 

Dimensions: 834" x 7 x 4'/,"" 
Model 44 Model 44 The Mighty Mite 
Th RAI ine AAit The biggest little radio available . . . superheterodyne circuit; 
e ig y i e weighs only 24 Ibs.; built-in loop antenna; full size Alnico 5 
dynamic speaker, etc. 
ILLUSTRATED LITERATURE IS AVAILABLE NOW .. . the above models and 
our other products have so many desirable features that we suggest you write 
for completely illustrated literature . . . no cost or obligation. 
We are the largest manu- 
: PRIVATE LABEL USE. 
et OV 4 Iv CH a/ WRITE FOR DETAILS! 
———=—DISTRIBUTORS . . . REPRESENTATIVES 
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They Sell! /3 





RADIO CORPORATION 


1632 N. Wells Street 
Chicago 14, Illinois 
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Striking Wall Clock, Walnut 


No. 42 W 


Brass weights & 
pendulum. 


$49.50 


Retail 


Largest Assortment 
of mantel and 
Wall Clocks, Cuckoo 
Clocks, 400 Day 
Clocks, Chime 
Clocks, etc. 


If you are looking 
for new and good 
promotions 

see us in: 


Chicago at the Con- 
rad Hilton, Booth 275 


| New York at the Wal- 
— dorf - Astoria, Booth 
212 


Los Angeles at the 
39th California Gift 





Show 
All Clocks Factory 
j Checked at Our 


New York Factory 


CUCKOO CLOCK MFG. CO. 


40 West 25th St. New York 10, N. Y. 














THE JEWELERS 
DICTIONARY 


COMPLETELY REVISED 
* SECOND EDITION x 


$600 POSTPAID 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42ND ST. NEW YORK 17, N. Y. 


Check or Money Order Must Accompany Order 
DO NOT SEND CASH 

















SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 


JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 








Former Detroit Jeweler Designs 
St. Lawrence Seaway Bill Pen 


One of the pens used by President Eisenhower to sj n 
the St. Lawrence Seaway bill is of particular nal 
to the jewelry industry and to the city of Detroit, which 
will benefit from the new waterway. 

The pen was designed by Percy K. Loud. recently 
retired president of Wright, Kay & Co., long established 


jewelers in Detroit. It was made from wood from the 
stockade of old Fort Lernault, one of three original forts 


built in Detroit by the French. The Traub Mfg. Co, 
Detroit, makers of Orange Blossom diamond rings, 
made all the gold work on the pen, including the as 
which holds it. The gold plating and engraving of the 
inscription plates was accomplished by Cristofori Mfg. 


Jewelers and Adolph Rotarius. Copper came from Michi- 


gan mines in the Upper Peninsula. 

Mr. Loud arranged with President Eisenhower to turn 
the pen over to the Detroit Historical Museum. Senator 
Homer Ferguson of Michigan, who shares the credit for 
successful passage of the St. Lawrence Seaway bill, act- 
ing for the President, presented the historical pen to the 
Museum. George W. Stark, president of the Detroit his- 
torical commission, accepted the pen from the Senator. 





In the picture, left to right, are Mr. Loud, Senator 
Ferguson and Harvey Campbell, executive vice president 
of the Detroit Board of Commerce, attending the presen- 
tation ceremony. The inscription on the plate beneath 
the pen reads: “The Pen that Built the St. Lawrence 


Seaway.” 





“When Will It Stop’ Contest 
Promotes Watches 


At Bernard & Grunning, jewelers in New Orleans, 
president Walter Grunning says, “Everybody wants a 
good watch, and watches are needed every month in the 
year, not just at holiday and commencement seasons.” 
A promotion that brought this store excellent results was 
a variation of the frequently used “when will it stop” 
idea. An old, eight-day clock was set in the window, 
with this sign: “How long will it run? We don’t know. 
Maybe four, maybe eight, maybe twelve days. Your 
guess is as good as ours. Come in and register your 
guess as to the hour and minute it will stop. No pur- 
chase necessary—we just want you to see our store. This 
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x “JEWEL” of LONG BEACH HOTELS x 


oRIGHTOY 


ON THE BOARDWALK 


LONG BEACH, LONG ISLAND 


A 200 FT. PORCH DIRECTLY ON THE 
OCEAN FRONT IS TRULY AN OCEAN 
STEAMER DECK, SWEPT BY CONSTANT 
OCEAN BREEZES; a real delight on a hot 
day or night. 


DIETARY LAWS, EXQUISITE CUISINE, DANCING, EN- 
TERTAINMENT; FREE BATHING ON A SNOW WHITE 
PRIVATE BEACH; FREE LOCKERS, BEACH CHAIRS, AND 
FREE PARKING. 


COME AND MEET YOUR BUSINESS ASSOCIATES AND 
MEMBERS OF THE DIAMOND AND JEWELRY PROFES- 
SION AT THIS UNOFFICIAL RENDEZVOUS OF THE DIA- 
MOND AND JEWELRY INDUSTRY. SPECIAL COURTESY 
AND CONSIDERATION EXTENDED TO MEMBERS OF 
THE CRAFT. 

















TEL. LONG BEACH 6-0201 








SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 


A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S. course, ard will be mailed you, free: 
write for it. 


B.T.S. graduates pass any State Board ex- 
aminations, or the Certified Master Watch- 
maker tests of H.I. of A. 


Highest authorities say B.T.S. is the best 


school. Courses approved for Korean P.L. 550 
and P.L. 894 veterans. 


Courses in Watchmaking, 
Jewelry Repairing. 


Write for free book! Your Future and Our 
School— 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


Engraving and 


John J. Bowman, 
Director 


Charles Ezra Bowman, 
Registrar 
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Full color, hard hitting, outstanding 
You select the merchandise you want 
Your name and address appears in four places 


You get your own individual store policy 


- Collection Letters 
- Paid Up Letters 


- Contracts 
- Receipt Books 


Write for free samples 


S.J. SURNAMER CO. Inc. 


370 7th Ave. N.Y. 1, N.Y. Tel: LOngacre 4-6650 
Booth No.322 A.N.R.J.A. 


ATTENTION 


e Manufacturers 
e Wholesalers 
e Distributors 














3rd ANNUAL 






JEWELRY 
EP ANGE 


Aug. 29-Sept. 1, 1954 


WM. PENN HOTEL 
PITTSBURGH, PA. 










EVEN BETTER 
THAN LAST YEAR 


Over 3000 Retail Outlets Selling Jewelry 
and Gift Merchandise in this Area. 






* 


The Greatest Concentration of retailing in 
the Country. 

















Your Opportunity to Meet Gift and Jewelry 
* Store Buyers Right on Their Doorstep. 


We Invite You to Exhibit. 
Write, Wire or Phone for further Details 


HERMAN HOLLANDER, Executive Secretary 


Retail Jewelers Association of Western Pennsylvania 
Plaza Building, Pittsburgh 19, Pa. 
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Now, the prestige of YOUR OWN Imprinted String Tags of 


METALLIC FOIL 


st no more than ordinary imprinted tags 


LASTIC TAGS 


mont outstanding 
ns in all sizes, add 
sie your merchan- 
qise... quickly alfached, 
easily marked with free 
STYiusS OF DeN 


ve BAND TAGS 


lic or plastic . . . imprinted 
your own identifications 


Sigal to the FINEST JEWELRY in AMERICA jewelry tags by 


CROWN assure you the finest craftsmanship and prestige. 


2]7 Halsey St., Newark 2, NJ. 











REFINING PRECIOUS 
METAL WASTES 


GOLD-SILVER-PLATINUM 


By C. M. Hoke 
$ 750 


A Valuable Handbook 
Postpaid 


for the Jeweler 
Remittance with Order 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd St. New York 17, N. Y. 

















SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 


JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 








beautiful watch (it was shown beside the clock) yijlj 
be given to the one who guesses most nearly the time 
the clock will run down.” Many watches for both men 
and women were shown in the window. 

Inside the store tickets with stubs were given out, with 
space for name, address and phone number and the 
estimate of the time the clock would stop. The pile of 
tickets was set on top of a glass case in which were 
watches for young people, men and women at consider. 
able price ranges. The contest was advertised in the 
newspaper, and the name of the winner was announced 
in a subsequent ad, together with a cut of the watch 


he had won. 





Ad Stresses Jewelry Modernization 


A. Berman, Altoona, Pa., jeweler, promoted jewelry 
modernization business with a distinctive newspaper ad 
featuring the theme, “That dear old lady should see her 
heirloom now—in its beautiful, new modern setting.” 

The ad copy read, “One of our customers was left a 
lovely ring. For years the ring stayed in a jewel box, 
too out-dated to be worn, until it was brought to us. 

“We re-set it in a beautiful modern mounting, at a 
very moderate cost. And you should see the ring now! 

“Let us modernize your old fashioned, broken or 
worn rings, earrings or pins. We will design strong 
new mountings in yellow or white gold, platinum or pal- 
ladium. And we'll show you sketches of the new pieces 
before the work is done. 

“Look through your jewel box—and come in today. 
All work done in our own shop.” 








Can You Top This? 


There’s the old-time movie gag, where the man, 
ordered to drop what he was doing, did so literally, 
dropping a large vase with a resounding crash. Now, 
down in the land of Texas at Amarillo, Michael 
Fiorillo had a lady customer who followed instruc- 
tions literally, too. 

She complained about her small dress watch not 
running, and said she had worn it only a few months. 
Its case was very dirty, containing lint and other 
material, so Mr. Fiorillo asked her if she wore the 
watch at all times. She replied, ““Yes—even in bed.” 
He explained that a dress watch is not designed to be 
worn 24 hours a day; it should be worn under favor- 
able conditions. He advised her not to wear the 
watch in bed, and the lady said she understood. 

A month later she returned with a dismayed look 
on her face, complaining of the watch having stopped 
again, stoutly declaring she had not worn it in bed. 
The watchmaker found the tiny timepiece dirtier 
than before. Puzzled, he questioned her about her 
recent activities. 

Her calm reply was that she had been picking 
tomatoes during the preceding month and had been 
wearing her watch while doing so. What—she in- 
quired—was wrong with that? 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept. 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’ s name and town 
will be used in story unless request is made to omit it. 
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hey back the store 
that backs the brands they want 


Be smart. Make it your store. 

It’s easy: just keep a check on which brands your 
customers really want; then promote them continu- 
ously. Surveys show that demand is 8 to 1 for prod- 
ucts with familiar brand names, because of uniform 
goodness and better values. That means fast turn- 
over and steady profit. 

You benefit many ways by pushing trusted prod- 
ucts: there are fewer losses, because responsible manu- 
facturers make good on adjustments; fewer mark- 
downs, because of fast turnover; lower sales costs, 
because of strong pre-selling by powerful advertising 
and promotional materials; good will because of uni- 
form quality. 

Easy to see: back chosen brands and you back 


yourself. 
x * * 
How do you push the brands that boost your business? Your 


method could win you national attention and local prestige in the 
Brand Name Retailer-of-the- Year competition. Write for details. 


BRAND NAMES FOUNDATION 


INCORPORATED 


A Non-Profit Educational Foundation 
37 West 57 Street, New York 19, N.Y. 


FOR THE BUSINESS YOU WANT, PROMOTE THE BRANDS THEY WANT 


FOR JULY, 1954 
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Briefly 





NWJA TV SHOW TEMPORARILY POSTPONED. Plans for "Your Night of Jewels," a proposed 
multi-million dollar top-talent network show, have been "postponed temporarily" 
until next season. Announcement of the postponement was made June 16 by A. W. 
Lewin, president of Lewin, Williams & Saylor, Inc., New York advertising agency 
and advertising counsel for the National Wholesale Jewelers’ Association. 
Because of a late start all the details could not be ironed out in time. How- 
ever, it was stressed by Mr. Lewin that arrangements for "Your Night of Jewels" 
have been postponed temporarily--they have not been shelved. 


FAIR TRADE FOR D.C. UNLIKELY THIS YEAR. Several recent setbacks, and the rapid dis- 
Sipation of this session of Congress, are making doubtful the chances that a 
Fair Trade law will be passed for the District of Columbia this year. President 
Eisenhower is putting pressure on Congress for action on "must" legislation 
before the August 15 adjournment. Several major bills will eat up most of the 
time remaining for this session. Backers of Fair Trade for the District, after 
scoring substantial gains at recent hearings, still believe that if they can get 
the bill to the floor of the House and Senate for a vote, it will pass. 


FREUDENHEIM ELECTED PRESIDENT OF NWJA. At the annual convention of the National 
Wholesale Jewelers' Association in Chicago last month, Milton B. Froudenheim 
of Froudenheim Bros., Inc., New York, was elected president. He succeeds J. M. 
Montgomery of Edwards & Co., Kansas City, who will now serve on the advisory 
board of the association. 


NEW ANTI-LOTTERY RULES. Radio or television advertising of a contest whereby par- 
ticipants have to furnish money or buy a sponsor's product in order to compete 
for a prize will be banned under the new Federal Communications Commission's 
anti-lottery rules. But the new rules will not prohibit radio and IV give-away 
Shows where contestants do not have to buy anything or give any consideration to 
get prizes. The new rules become effective about the first week in July. 





PROPOSED INVENTORY LAW DEFEATED. Retailers lost-=-by a 6-5 vote--a plea for a break 
in the form of a better method of determining tax value of inventories. The 
senate Finance Committee decided, by a one=-vote majority, not to write a "cost 
or market" inventory provision into the overall tax revision law, spelling 
defeat for this session of Congress. A new attempt will be made before Congress 
in January. At that time, an attempt will also be made to kill the remaining 10 
per cent excise tax. (ALL members of the jewelry industry should read the 
article on Federal Excise Taxes on page 100 of this issue.) 





FORM 270 TEMPORARILY SHELVED. Internal Revenue Service officials will delay putting 
into effect the controversial new Form 720 for reporting excise tax payments 
until a compromise acceptable to retailers and manufacturers is worked out. The 
outlook late in June was that representatives of retail and manufacturing were 
successful in delaying imposition of the unpopular new form. The form would 
require all business to report excise tax payments on lengthy and detailed 
forms, causing most retailers to alter materially present bookkeeping methods. 
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Plans for NWJA TV Show | 


Are Delayed Temporarily 


Plans for “Your Night of Jewels”, a 
proposed multi-million dollar top-talent 
network show, have been “momentarily de- 
layed” until next season. 

Announcement of the postponement was 
made June 16 by A. W. Lewin, president 
of Lewin, Williams & Saylor, Inc., New 
York advertising agency and advertising 
counsel for the National Wholesale Jew- 
elers Association. Concept and specifica- 
tion for the proposed show, which was 
under the sponsorship of the NWJA, were 
worked out between the association and 
the agency. 

According to Mr. Lewin, the proposed 
show was well on its way towards getting 
the required number of sponsors. He 
stated that operations were hampered, how- 
ever, by a late start. 


REASONS FOR DELAY LISTED 


The three major reasons for the post- 
ponement were listed by Mr. Lewin as 
follows: 

1. The DuMont network placed upon 
the agency a deadline of June 15 as the 
last date upon which they could notify 
their affiliated stations of intent to engage 
the proposed time. To wait beyond that 
date, also, would cause possible loss of 
valuable markets, thus watering program 
coverage effectiveness. Next, options on 
talent commitments had to be picked up 
or lost by that date. 

2. A relatively large number of prospec- 
tive sponsors had already formulated to a 
great extent their fall advertising and 
merchandising plans. To revise them proved 
to be too difficult. 

3. Again to delay beyond June 15 the 
launching of the important merchandising 
portion of the program would have serious- 
ly reduced the value of the operation. 

In making his announcement, Mr. Lewin 
stressed the point that arrangements for 
“Your Night of Jewels” have been post- 
poned temporarily, they have not been 
shelved. He declared that plans are al- 
ready underway to provide an even greater 
and more effective program next year. 

Under present plans, Mr. Lewin stated, 
consideration is being given to enlisting 
the cooperation and support of all the 
representative and recognized jewelry or- 
ganizations and associations, to make “Your 
Night of Jewels” an even more consolidated 
industry-wide selling vehicle. He added 
that when these plans have become final- 
ized, they will be announced to the trade. 


FOR JULY, 1954 
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Wholesalers Tackle Problems 


With Confidence at Convention 


Hard-Hitting Talks on Cut-Price Selling and Changes 
In Distribution Practices Highlight NWJA Confab; 
Freudenheim Succeeds Montgomery as Association Head 


An air of solid confidence pervaded the 
activities in connection with the 47th an- 
nual convention of the National Wholesale 
Jewelers’ Association held at the Edge- 
water Beach Hotel, in Chicago, June 2 to 
4. It was not the air of confidence built 
on easy times but rather that thrown off 
by a group of businessmen who as indi- 
viduals were cognizant of their problems, 
willing to face them, and anxious to get 
on with the business of licking them. Like 
all conventions, particularly during periods 
of industry transitions, much was accom- 
plished at private conferences, but the open 
meetings reflected the tone of the industry 
at this time—a desire for “thinking-mate- 
rial,” something with which the members 
of the audience could come to grips. 

Quite naturally then, the main subjects 
were the changes and trends in distribution 
practices—particularly as such changes re- 
late to cut-price selling. The lead-off guest 
speaker, William Burston, secretary of the 
Vendor Relations Committee, spoke on 
“Bootleg Selling by Discount Houses, 
Premium Plans and Pseudo Wholesalers,” 
outlining the viciousness of such competi- 
tion. 


OLOF V. 
ANDERSON 


President, 
Anson, Inc. 


Recommends 
revision of 
selling 
methods 





Olof V. Anderson, president of Anson, 
Inc., of Providence, under the title of 
“Crusade for Survival in Selling,” reviewed 
the period which preceded our current re- 
vival of the “buyers-market.” Mr. Ander- 
son recalled how, during shortage periods 
full prices were maintained along all the 
avenues of distribution. Currently, how- 
ever, with competition keen, weaknesses 
show up and one price-cut leads to a mad 





competitive cycle of price cutting. “Such 
practices are not the practices of a mer- 
chant but those of a horse trader,” con- 
tinued Mr. Anderson, who concluded with 
the thought that now is the time for a 
revival of selling through a revision of 
selling methods, among them an “unclutter- 
ing” of territories. 

A. W. Lewin, president, Lewin, Williams 
& Saylor, New York advertising agency, 
offered a number of dramatic expressions 
during the course of his address. Ob- 
viously, recognizing the depth of his cut 
into a delicate and complex situation, Mr. 
Lewin requested that in any quotations io 
be made care should be exercised “not to 
take statements out of context.” 


"RETAILING IS IN DISTRESS’ 


Early in the talk the nature of the mes- 
sage became clear with Mr. Lewin’s re- 
mark: 

“Retailing, the haven of the small busi- 
nessman, is in distress. Three million 
retailers, each employing fewer than four 
persons, are feeling financial pressure and 
their very business is being seriously 
threatened. A gradual revolution has been 
taking place with which most small re- 
tailers have not kept pace. The vast ma- 
jority have continued to conduct their busi- 
nesses in the old conventional manner. 
Unless they learn to employ new techniques 
and keep pace with the times, they simply 
will not be able to survive. 

“What are the symptoms of a crisis in 
distribution? The main symptom of such 
a chronic disorder is the general weakness 
of the retail list price, even in a period 
of almost unparalleled prosperity. Several 
phenomena testify. For one, the rapid 
growth of discount houses, the gradual 
expansion of other mass distributors. Two, 
the heavily-laden excessive facilities pos- 
sessed by the average small retailer. Three, 
the ever-increasing frequency of ‘sales.’ 
Four, the frequent use of promotional de- 
vices like give-aways, prizes and coupons. 

“The concern during the ’30’s was that 
superior efficiency and bargaining power 

(Please turn to next page) 
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possessed by some mass distributors would 
drive the small retailer out of business. 
That, however, does not appear to be even 
the main source of the present trouble. 
The successful discount house was most 
frequently, in its inception, a very small 
operator. Generally, the large discount 
houses of today were pushed into expan- 
sion by the large volume of business they 
attracted. 


“Thus, it would appear that the threat 
to the small—or even larger conventional 
retailer—stems not from his inefficiency as 
a buyer or as an operator of retail opera- 
tions, but from his errors as a pricer of 
merchandise. 


“It ig not suggested that the conventional 
retailer has been a plunderer. On the con- 
trary. His sin has not been avarice, but 
failure to understand economic changes. 


“The main change has been a dramatic 
and significant shift in much of the selling 
function. An increasing number of manu- 
facturers have assumed the roie of ‘selling’ 
the customer, since the manufacturer’s ad- 
vertising does a large part in pre-disposing 
a customer to look for and demand his 
advertised product. Furthermore, the manu- 
facturer’s guarantee makes it somewhat 
meaningless for the retailer to ‘stand be- 
hind his product.’ 


A. W. LEWIN 


President, 
Lewin, Williams 
& Saylor 


‘Retail markups 
must be revised, 
sooner or later' 





“Thus, the retailer is no longer entirely 
responsible for informing the consumer 
what goods are available, their relative 
merits, guaranteeing their quality or per- 
formance, etc. To a greater or lesser de- 
gree, the manufacturer has assumed a 
much larger responsibility in performing 
these functions. Yet, the conventional re- 
tailer continues to levy the same charge 
for his services as when he performed a 
far larger share of the total distribution 
function. Put differently, the retailer’s 
charge for his function has not been ad- 
justed to the changing circumstances. 


“What can be done to save the conven- 
tional! retailer? 


“In his own defense, the conventional 
retailer has secured the enactment of leg- 
islation designed to compel his competitors 
to charge the same price he does, yet as 
Time magazine points out in a recent issue, 
following their study of the problem, ‘The 
rise of the discount house is in almost 
direct ratio to the passage of the Fair 
Trade laws.’ 

“While I will not presume to give any 
pat formula or prescription, I certainly 
think there are ways and means of fighting 
back. , 

“Economic efficiency means _predomi- 
nance in the long run. Legislation may 
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retard, but it is unlikely to prevent the 
process. Retail markups must be revised, 
sooner or later. 

“Does this mean, you will ask, that I 
recommend that retail jewelers try to meet 
the prices offered by discount houses and 
other mass distributors. Decidedly not! 
For I don’t consider the operation of the 
discount houses essentially sound. Their 
success is built on quicksand, and it will 
be proven such, provided retail jewelers 
conduct their own merchandising strategy 
with better understanding, and are aided 
in their efforts by wholesalers and manu- 
facturers. 


CITES NEED FOR COOPERATION 


“It seems to me that wholesalers’ and 
manufacturers’ cooperation must amount 
to more than lip service. If this hide- 
bound, archaic price structure is to be 
streamlined, it may call for revision of the 
price scale from the top down. 

“It wouldn’t take too much to start to 
turn the tables. But conventional retail 
jewelers must do more than lower their 
margins on some of their items, if they 
are to recapture the ground they have lost 
in recent years. Every effort should be 
made to enliven and add traffic to the 
plush and hushed and dated atmosphere of 
so many jewelry ‘establishments.’ 

“T can’t emphasize too strongly the im- 
portance of the jeweler to think and act 
like a merchant. But, a very special kind 
of merchant. Jewelers should be jewelers! 

“This certainly does not rule out the 
importance and advantage of merchandis- 
ing marginal lines. But basically it means 
that jewelers should feature and promote 
what is exclusively and traditionally his 
own!” 

Mr. Lewin closed his address with sug- 
gestions for several promotional ideas 
which he offered as typical of those the 
jeweler should employ to strengthen his 
competitive position. 

Irving N. Chayken, president of Arm- 
strong’s, jewelers of Hammond, Ind., and 
chairman of the board. of the Jewelry In- 
dustry Council, spoke on “How the Whole- 
saler Can Better Serve the Retailer.” 


VALUE OF WHOLESALER OUTLINED 


After outlining the value of the whole- 
saler in “serving the retailer as a powerful 
and resourceful partner ... in credit... 
warehousing . . . and counsel,” Mr. Chay- 
ken said the wholesaler could serve the 
retailer better “by selling him better.” 

He went on to explain, “Train your 
salesmen to sell not just merchandise but 
merchandising ideas.” 

To demonstrate Mr. Chayken said, “T 
shall paint you a word picture of the kind 
of wholesaler’s salesmen that I like to see 
come in my door. 

“Of course, he’s friendly and wears an 
air of confidence. 

“He knows his merchandise. He knows 
the answers—or can get them in a hurry. 

“He’s an enthusiast—but no high-pres- 
sure boy. 

“He delivers with his merchandise a 
workable program with which I could 
move the stuff. 








“My kind of salesman knows me, my 
personality, my likes and dislikes, my 
strengths and my weaknesses. He knows 
my policies. What is more important, he 
knows my market—the kinds of people who 
comprise it. He knows my position, com. 
petitively. And, against that background 
of knowledge, he’s equipped to look at 
my overall policies objectively and sug- 
gest how these policies may be altered to 
conform better to my specific situation and 
to strengthen my business. 

“My kind of salesman sees to it that J 
buy at the proper times and in the proper 
quantities. 

“He keeps me informed of market trends. 

“My kind of salesman thinks of my stock 
as his stock and keeps it well-balanced 
and fast-turning. 

“My kind of salesman sees to it that I 
am supplied with sales information and 
sales-promotion material that is fresh and 
effective and gives me facts on what other 
retailers in other communities are doing 
successfully. 

“My kind of salesman rides hard on my 
orders and their deliveries. 

“My kind of salesman isn’t above step- 
ping behind my counter—with my per. 
mission of course—and, by selling my cus- 
tomers, demonstrate to me and to my sales 
personnel the principles of salesmanship. 


IRVING CHAYKEN 


JIC Board 
Chairman 


‘Wholesalers can 

serve the retailer 

better by selling 
him better’ 
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“As perhaps you’ve gathered by this 
time, my kind of salesman is a man upon 
whom I can rely—a man to whom I look 
for help—a man with whom I can discuss 
my problems—and a man from whom the 
answers, based upon experience in solving 
those problems, will be sensible and sound 
and effective.” 

Mr. Chayken then spoke on the im- 
portance of industry support for the JIC 
by reminding the wholesalers that “the 
Council must be put into a position where- 
by it can increase its publicity to the 
American public on the desirability of 
owning jewelry store products—publicity 
that helps me—the retailer—you the whole- 
saler—and that helps the manufacturers 
whose products you sell. To the same end 
—with the same objectives in mind—the 
Council must be helped so that it can in- 
crease its advertising and promotional ser- 
vice for the individual jeweler.” 

Ira D. Anderson, Dean of the School 
of Commerce, Northwestern University, ex 
plained the nature of the association-spon- 
sored sales-training course for wholesalers’ 
salesmen and its potential values to the 
owners of the businesses. 

An unscheduled speaker was Preston 
Bergin, special consultant for the Jewelry 
Industry Tax Committee, who brought the 
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members a report on the activities in con- 
nection with this important industry issue. 
Mr. Bergin reminded the wholesalers that 
the 84th Congress, when it convenes, will 
be faced with a problem avoided by the 
83rd Congress, the balancing of the budget 
and the raising of money. His well pre- 
sented message pointed out how many 
Government officials feel that the role of 
excises should be more important—that 
the present 13 per cent of present revenue 
they represent should be increased to at 
least 25 per cent. He explained how it 
was only due to the concerted and con- 
centrated efforts of the industry that jew- 
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BERGIN 
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elry was left on the tax reduction program, 
while the cabaret people lost out and did 
not share in the reduction because they 
were not as well represented. He made a 
plea for continuing and increasing support 
from the wholesale division for the fight 
which will be needed to offset the dangers 
to the industry represented by the positive 
need of the Government for more money 
next year. 

A change of pace was provided for both 
the business sessions through talks given 
by men outside the industry. On Wednes- 
day, the members heard E. J. Hegarty, Di- 
rector of Sales Training for Westinghouse 
Electric Corp., who gave what he considers 
to be the four fundamental requirements 
for any successful sales session: 1. Telling, 
2. Showing, 3. Practice, 4. Correction. 

The other “inspirational” speaker was 
Kenneth McFarland, Educational Consul- 
tant for General Motors Corp., who spoke 
on “Thinkin’ Tall.” Undoubtedly one of 
the country’s greatest public speakers, he 
fascinated the audience with material of 
such a nature as to defy reporting in the 
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full report—in honesty less than a verbal 
delivery—would be an injustice to the ad- 
dress, 

The panel for the question period at 
the closing session was made up of Presi- 
dent Montgomery, F. Clarke Bechtel, 
Milton B. Freudenheim, Frank J. Heyne 
of Heyne & Groves, Inc., Theodore Goren- 
flo, Jr., Reynolds Butler and Thomas A. 
Fernley. 

At the closing session, during which 
Thomas Fernley, executive secretary, re- 
ceived congratulations for another fine 
convention, the retiring president, J. M. 
Montgomery, of M. A. Mead & Co., was 
presented by Past-President Silas  B. 
Reagan, with a Paul Revere silver bowl, 
for his efforts as president during the 
past two years. 

The following officers and directors were 
elected: President, Milton B. Freudenheim, 
Freudenheim Bros., Inc., New York; Vice- 
President, Theodore Gorenflo, Jr., The 
Gorenflo Co., Detroit; Vice - President, 
Frank J. Heyne, Heyne & Groves, Inc., 


MILTON B. 
FREUDENHEIM 


Freudenheim 
Bros., N. 


New President 
of 


Toledo; Vice-President, Reynolds Butler, 
E. W. Reynolds Co., Los Angeles; Trea- 
surer, F. Clarke Bechtel, Jos. B. Bechtel 
& Co., Inc., Philadelphia; Secretary, 
Thomas A. Fernley, Jr., Philadelphia, and 
Assistant Secretary, Robert C. Fernley, 
Philadelphia. 

Elected to the Advisory Board were: 
A. C. Becken, Jr., Chicago; H. L. Car- 
penter, Providence; Lloyd G. Pattee, S. H. 
Clausin & Co., Inc., Minneapolis; Harold 
Alberts, I. Alberts’ Sons, Inc., Boston, 
Silas B. Reagan, Baldwin-Miller Co., In- 
dianapolis and J. M. Montgomery, M. A. 
Mead & Co., Chicago. 





Jewelers Have One Month 
To File Claims for Tax 
Refunds on Floor Stock 


Jewelry dealers should lose no time mak- 
ing claims to manufacturers, wholesalers 
and importers for excise tax refunds for 
stocks on their floors April 1 when the tax 
was reduced. The excise tax reduction law 
provided for floor stock refunds only on 
electric light bulbs, refrigerators, quick 
freeze units, and electric, gas and oil 
household appliances. No refunds are due 
on any other items. 

Internal Revenue Service regulations re- 
quire manufacturers to submit their sub- 
stantiated claims for repayment to district 
revenue offices by July 30, leaving only a 


FOR JULY, 1954 





month for the dealers and suppliers to 
work out refunds. 

The government will not pay interest on 
the refunds, which are due only on items 
taxed at the manufacturing level. 

A dealer has the option of taking either 
cash, merchandise or credit from his sup- 
plier for the difference in the excise taxes 
paid on floor stock under the old and new 
rates. But he can receive credit only to 
the amount of his bill with the supplier, 
and must receive either cash or merchan- 
dise for an overage. 

Retailers have two weapons in dealing 
with reluctant suppliers to receive the re- 
funds. First, the manufacturers’ claims to 
the government for repayment must con- 
tain proof of payment to the dealer—as 
well as proof the inventories claimed were 
actually on the floor. Second, in case of 








refusal of the supplier to make the refund, 
a complaint to the IRS will help put pres- 
sure on the supplier. 

Goods in transit April 1 are considered 
by IRS to be held by the person to whom 
shipped if title was turned over prior to 
delivery. If the title was not transferred 
until after delivery, the goods are con- 
sidered held by the shipper. 

Manufacturers may use either of two 
methods of being repaid by the govern- 
ment: 

Request cash on form 843 or claim 
credit on tax return form 720 filed for a 
period prior to the July 30 cutoff. They 
must certify that the claim does not ex- 
ceed the actual refunds paid dealers. 

Among the items on which jewelers can 
claim refunds are electric clocks, radios; 
television; phonographs, and combinations 
of the preceding; fans, direct and belt 
driven; electric, gas, oil heaters; electric 
blankets; appliances for cooking, warming 
or keeping warm food, including hot plates 
and toasters; door chimes, electric mixers 
and juicers; dehumidifiers; food chop- 
pers; electric ice cream freezers, and still 
and moving picture projectors. 





Hamilton Salesman Philp 
To Retire from Active Service 


J. Roy Philp, veteran Hamilton watch 
salesman in the Chicago area, will retire 
from active service on the firm’s sales 
force June 30. Lowell F. Halligan, vice- 
president, sales, has announced that he 
will be retained by Hamilton as a special 
sales counselor for the territory he has 
served for over 40 years. 

Mr. Philp joined the sales staff of Ham- 
ilton in 1914, He resides at 919 Hinman 
Ave., Evanston, III. 





identification Bureau Seeks 
information about Wrist Watch 





The International Research Identification 
Bureau, 143 S. Fairfax Ave., Los Angeles 
36, Cal., has on hand a wrist watch which 
is the only clue to a felony. It is a 17 
jewel Gruen man’s wrist watch, the back 
of which is shown in the photo. The model 
number is 430, the movement number, 
45072, and the case, 0584647. The follow- 
ing etch-marks are inscribed in the inside 
case back: LL4059, RC7-292, LX3630S, 
LX37079, and on the bezel inside, near 
the stem position, Z16975. 

Any information should be communi- 
cated to the Bureau. 
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Senator Dirksen Scheduled to Address 
Opening Session of ANRJA Convention 


Jewelry, watches, silverware and other 
lines of merchandise sold by retail jewelry 
stores will go on exhibit Sunday, August 8, 
at the Waldorf-Astoria in New York, as a 
part of the 49th annual convention and 
trade show of the American National Re- 
tail Jewelers Association. The associa- 
tion expects approximately 7000 retail 
jewelers from all parts of the country to 
attend the five-day event. 

“Representing the Retail Jewelers of 
America” is the theme of the convention, 
which will be held August 8 through 12, 
and the entire program of talks and dis- 
cussions by leaders of business and the 
jewelry industry will give retailers up-to- 
minute information that will be helpful in 
their business plans. 

Chas. M. Isaac, executive vice president 
of ANRJA, announced that the new Em- 
pire Room has been leased by the Con- 
vention Committee to provide additional 
exhibit space in order to meet the demand 
of new exhibitors. He pointed out that the 
total number of exhibit spaces sold to date 
is 308 and the total number of display 
spaces sold to date is 65. It was stated 
that these totals greatly exceed those sold 
up to this date in 1953. 

Outstanding among the featured speakers 
will be the Honorable Everett M. Dirksen, 
United States Senator (R.) from Illinois, 
who will address the convention at 8:00 
P.M. on Monday, August 9, on the subject, 
“Business Looks Ahead.” Senator Dirksen 
is a former retailer, and currently is serv- 
ing as a member of the Senate Committee 
conducting the Army-McCarthy hearings. 
He is a member of the Senate Committee 
on Appropriations, Government Operations 
and Judiciary. 


ANRJA PRESIDENT TO SPEAK 
Also speaking at this session will be 


Arnold A. Schiffman, Schiffman’s, Inc., 
Greensboro, N. C., ANRJA president, on 
the subject, “Representing the Retail 
Jewelers of America.” 

Another important event will be the 
fashion show featuring “ANRJA Fashions 
in Jewelry” on Monday evening, August 9. 
Miss Martha Percilla, fashion director of 
the Jewelry Industry Council, will direct 
the show at which professional models 
will wear the latest jewelry fashions. 

In addition, the convention program will 
include the following outstanding speak- 
ers, on subjects of timely interest and 
importance to retail jewelers: 


Monday, August 9. Panel discussion, 
“Jewelry Merchandising Clinic.” Speakers: 
Leo Kaplan, Lazare Kaplan & Sons, Inc., 
New York, N. Y.; Craig D. Munson, vice 
president in charge of sales, International 
Silver Co., Meriden, Conn.; Stanley E. 
Church, secretary, Church and Co., New- 
ark, N. J.; Teviah Sachs, president, 
Waltham Watch Co., Waltham, Mass. 


Monday, August 9 (evening). “The 
President’s Address” by Arnold A. Schiff- 
man, president, ANRJA, Schiffman’s, Inc., 
Greensboro, N. C.; Address: “Business 
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Looks Ahead,” The Hon. Everett M. Dirk- 
sen, United States Senator from Illinois. 


Tuesday, August 10. Address: “The Ex- 
cise Tax Today” by Victor Paul, vice- 
chairman of the Jewelry Industry Tax 
Committee, Wiss Sons, Inc., Newark, N. J.; 
Address: “What the Jewelry Industry Does 
for the Retail Jeweler” by Irving N. Chay- 
ken, chairman of the board, Jewelry Indus- 
try Council, Armstrong’s Jewelers, Inc., 
Hammond, Ind.; Address: “The Impor- 
tance of Consumer Credit” by William J. 
Cheyney, executive director, National 
Foundation for Consumer Credit, Wash- 
ington, D. C. 

Wednesday, August 11. Panel discussion 
on “Fair Trade and Discount Houses.” 
Speakers: Albert A. Carretta, Commis- 
sioner, Federal Trade Commission, Wash- 
ington, D. C.; Herman D. Page, president, 
New Hampshire Retail Jewelers Associa- 
tion, Portsmouth, N. H.; Lewis G. Bern- 
stein, attorney-at-law, New York, N. Y.; 
Irwin D. Wolf, Kaufmann Dept. Stores, 
Pittsburgh, Pa., Chairman of the NRDGA 
Executive Committee, and former Chair- 
man Vendor Relations Committee, NRDGA. 


Thursday, August 12. Report of the ex- 
ecutive vice-president, Chas. M. Isaac; re- 
ports of committees: secretary-treasurer, 
resolutions, credentials, nominations; elec- 
tion and installation of officers; other asso- 
ciation business. 


Thursday Evening. Reception, annual 
banquet, entertainment, and dancing. 


Following is a list of firms that will be 
exhibiting at ANRJA’s 1954 trade show: 
Accro Watch Co., Inc. ....... New York, N. Y. 


Ace Auto Luggage Co., Inc. ..New York, N. Y. 
Adams, William, Inc. ....... "New York, N. Y. 


Be, BENS ccccccecosrsees Philadelphia, Pa. 
Aetna Creations, Inc. ....... New York, N. Y. 
Aisenstein, Louis, & Bros., Inc., 

New York, N. Y. 
Alleraft Novelty Co., Inc.....New York, is Be 
BREE Giceccdeccscccuse Newark, N. Jd. 
Ne id nn he ee New York, N. Y. 
Altheimer & Baer, Inc. ...... Chicago, Til. 
Aluminum Co. of ‘America..... Pittsburgh, Pa. 
Adve TORPR, BMG. .ccccccsces New York, N. Y. 
American Thermo-Ware Co...New York, a ae 
eer Providence, me & 
Arbor Jewelry Co. .......... Providence, R. I. 
Ardalt Imports, Inc. ........ New York, N. Y. 
Arlen Trophy Co. ........ .... Brooklyn, N. Y. 
Ce} 0 6 a Ty New York, N. Y. 
Axel Bros., Inc........Long Island City, N. Y. 
os i Ge Gee Gs ocscccewees Providence, R. I. 
Babcock Box Co., Inc. ....... Attleboro, Mass. 
Baden & Foss Co. pSwncecetie New York, N. Y. 
ee Gt Ss BO ccccceccaceas Newark, N. J. 
Ballou, B. A., & Co., Inc...... Providence R. I. 
Banner Watch Co. .......... New York, N. Y. 
Bates, Barbara ......... iaeiene Chester, Conn. 
ee: Gi ans ee GD occ enee ncn Chester, Conn. 
Baume & Mercier ........... New York, N. Y. 
Benrus Watch Co., Inc....... New York, N. Y. 
Berwin Jewelry Co., Inc......New York, N. Y. 
Bloom, Roy M., Inc.......... New York, N. Y. 


Blumstein, A., ‘Ine. een’ een New York, N. Y. 


Boardman, J. C., & Co.....New Haven, Conn. 
Bogoff, Jewels by Ee eee es Chicago, IIl. 
PY PM ice ciudsndneodsen Providence, R. I. 
Bolsey Corporation of America, 

New York, N. Y. 
ee Oe Bo ccéwie sted New York, N. Y. 
Briddell, Chas. D., Inc........... Crisfield, Md. 
Bristol] Seamless Ring Co.....New York, N. Y. 
Brown & Gravenson, Inc..... New York, N. Y. 
Brown & Richie, Ltd. ....... ew York, N. Y. 
Bruner-Ritter, Inc. ......... New York, N. Y. 
Bulova Watch Co., Inec........ Flushing, N. Y. 
Caplen Jewelry Display........ Buffalo, N. Y. 
GE EE nbededcoscccescs Providence, R. I. 
GROGRETE GREED cnwcdeccesces New York, N. Y. 
Chesterfield Jewelers, Inc. ..New York, N. Y. 


Chicago Printed String Co........Chicago, Il. 
PD . « seek eaues oseeeee- NeW York, N. Y. 
PE GM scccceeswooneceud Newark, N. J. 





Cohen, A., & Sons, Corp. ....New 
Colonial Mfg.. oe ere New Yo . x. 
Columbia Silver Co. ........ New York. N’ x 
Columbia Walescraft, Ltd. ...New York, N y 
Compass Instrument and Optical Co., Ine % 

New N 
Courtney, John J., & Co.....New York, nN : 
Cramer-Tobias-Meyer ....... New York, N. Y 
Cross, A. T., Pencil Company. Providence, R. | 
Croton Watch ih Bees aesues New York, N. ‘’ 
Cuckoo Clock Mfg. Co., Inc.. .New York, N.Y 
Customized Rings .......... New York N Y. 
Cyma Watch Co. ........... New York, N. y’ 
Probes Oe, FOO ovkicccccisce New York. N Y. 
Davids, Lothar .......cccce. New York, N. Y. 
Davidson & Sons Jlry. Co., Inc., i 

New York, 
Dennison Mfg. Co......... Framingham, Max 
Dershowitz, L., & Co......... New York. N Y 
Dorsay Products ........-.. New York, N. y' 
Dorset Products, Inc......... New York, N. y, 
Eastern Metal Products Co.. . Tuckahoe, N. Y, 
Eleo Identification Bracelet Co., 

New Yo 
Electric City Box Co............ Buffele 7 5 
Elgin National Watch Co........... Elgin, Ill 
Endura Time Corp. ......... New York, N. Y. 
Evans Case Co......... North Attleboro, Mass. 
EVGTSMOFD, IME. 2 cccccccccces New York. N, Y. 
Fantasy of Jewels.......... New York, N, Y, 
Faure-Leuba Watch Co., Inc..New York, N. Y. 
Feature Ring Co., Inc........ New York, N. Y, 
Feinstein, E. S., & Co........ New York, N. Y 
Firestone Trading — Pre erer Paterson, N, J. 
Firman Leather Goods Corp..New York, N. Y. 
Fleischmann, Lewis ......... New York, N. Y, 
Flex-Let Corporation ....... New York, N. Y 
Flo-Ball Pen Corp........... New York, N Y. 
ee Ge Wc 60enes se ceess New York, N, Y. 
Flyer, J. & H., Inc........... New York, N. Y. 
Forman Family, Imnc.......... Brooklyn, N, Y. 
Forstner Chain Corp.......... Irvington, N. J. 


Foster Metal Products, Inc....Attleboro, Mass. 
Frackman, Harry & Ben, Inc. New York, N., Y. 
Freed, Edwin, Cees case New York, N, Y. 
Gemological Institute of America, 

Los Angeles, Calif. 


Glass, Leo, & i re New York, N. Y. 
oo ee ere Providence, R, I. 
Gruen Watch Co. = were Cincinnati, Ohio 
Hamburger, H., Co., Inc.....New York, N. Y. 
Hamilton Watch Co............ Lancaster, Pa. 
Harman Watch Co........... New York, N. Y. 
Remi, Us, Ce., BG... ccccccs New York, N. Y. 
Hartman-Cutler Corp........ New York, N. Y. 
Harves Jewelry Co........... New York, N. Y. 
Hayman & Lindenberg, Inc...New York, N. Y. 
Heirloom Clock Co., Ine....... Paterson, N. J. 
Helbros Watch Co., Inc...... New York, N. Y. 
Heller, L., & Son, Inc........ New York, N. Y. 
Heuer Watch Co. ........... New York, N. Y. 
Holzer Watch Co., Inc.. .New York, N. Y. 
Honora Jewelry Co i ci el New York, N. Y. 


Huye Space Saving Box System, Inc., 

New Orleans, La. 
Illinois Watch Case Co............. Elgin, Il. 
Imperial Lamp & Shade Co.. Philadelphia Pa, 
Imperial Pearl Syndicate.... New York, N. Y. 


Incabloc Corporation........ New York, N. Y 
Ingraham, E., Co., The......... Bristol, Conn. 
International Silver Co........ Meriden, Conn. 
Jabel Rime Mife. Co... ..cccccece Newark, N. J. 
Jackson Vitrified China Co...New York, N. Y 


Jewelers’ Buyers Guide...... New York, N. Y. 
Jewelers’ ag or gad .New York, N. Y. 


Jewelry Industry Council....New York, N. Y. 
Jewelry Magazine .......... .. New York, N. Y. 
Jones & Woodland Co.......... Newark, N. J. 
Kahn, L. & M., & Co........ New York, N. Y. 
Kaplan, R. & H., Ine........ New York, N. Y. 
Karp, David, Co., Inc........ New York, N. Y. 
Karpeles Rosary Co......... Providence, R. I. 
Kaspar & Esh, Inc........... New York, N. Y. 
i. ee New York, N. Y. 
Kaufman, Jack L., Inc...... New York, N. Y. 
Bayeraft Co, Tm@.ceccccccccs New York, N. Y. 


Keystone Silver, Inc. 


Kirk, Samuel, & Son, Inc. ...... Baltimore, Ma. 


Kocher, Walter, & Co........ New York, N. Y. 
Korn, William, & Co. ......... Buffalo, N. Y. 
Kramer Jewelry Co.......... New York, N. Y. 


Kreisler, Jacaues, Mfg. Corp., 


North Bergen, N. J. 
ee EE aa Newark, N. J. 
Kushner & Pines, Inc....... New York, N. Y. 
Lady Alice Pearis .......... New York, N. Y. 
Lampl, Joseph ...........::. New York, N. Y. 
Lememl, Waller .cccccccscces New York, N. Y. 
Lasner Jewelry Corp......... New York, N. Y. 
Leading JIry. Mfg. Co., The. .New York, N. Y. 
Lederer, Victor E., Inc....... New York, N. Y. 
Lehman Bros. Silverware Corp., 

New York, N. Y. 
eee New York, Y. 
Batten, Th B GR occccceccéans Albany, N. Y. 
Lieber & Lerner............ New York, N. Y. 
Dafoe TERMRSEMO ccccccccccess New York, N. Y. 
Lifton, Harold, Co., Inc. ...New York, N. Y. 
Lignum-Vitae Products Corp.. 

Jersey City, N. J. 
Linde Air Products Co....... New York, N. Y. 
Linex Corporation .......... New York, N. Y. 
LMD Jewelry Mfg. Corp.....New York, N. Y. 
Longines-Wittnauer Watch Co., Inc., 

New York, N. Y. 
Lovebright Diamond Co., Inc..New York, N. Y. 
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L., & Son, Inc........ New York, N. Y. 


Luria, 

Pe TD cocwcceses Ft. Wayne, Ind. 
Maepester Silver Co. ......- Providence, R. I. 
Manhattan Novelty Co....... New York, N. Y. 

rathon CO. o+--- essere eee Attleboro, Mass. 
vahill Co., Inc., The........ New York, N. Y. 
Marks, ME ganeccsccrsececs Providence, R. I. 
Masin Watch ee ST New York, N. Y. 
Mautner Co., Inc., ee Bronx, N. Y. 
Mele Manufacturing ia cans New York, N. Y. 
Mercury Ring Corp. ......-. New York, N. Y. 
Milglo Jewelry Mfg. Co...... New York, N. Y. 
Minnesota Mining and Mfg. Co..St. Paul, Minn. 
Modern Onyx Mfg. Co., Inc....Brooklyn, N. Y. 
Mohertus Trading Corp....... New York, N. Y. 
Monarch Watch Co., Inc..... New York, N. Y. 
Morel Jewelry Displays, Inc...New York, N. Y. 
Morris, Norman eS ae New York, . we 
Motorola, Inc. ...---e++++eeeeees Chicago, IIl. 
Napier Co., The ....+.--.++- New York, N. Y 
National Silver Co........... New York, N. Y. 





National Silver Deposit Ware Co., 


New York, N. Y. 
New Hermes, Inc............ New York, N. Y. 
Norma Pencil Corporation...New York, N. Y. 
North American Philips Co., Inc., 

New York, N. Y. 
eee. BOE.  600s0006004600<hEn Oneida, N. Y. 
Gee Gs caccce cobeeetend ...-Providence, R. I. 
Pan American Barter Co., Inc., 

New York, N. Y. 
Paper-Mate Pen Co.......... New York, N. Y. 
Pearman Fem Ge. .cccccceccccss Janesville, Wis. 
Pennino Bros., Inc........... New York, N. Y. 
Pereline Mfg. Co., Inc........ New York, N. Y. 
Philico Corporation .......... Philadelphia, Pa. 
Phillips-Buttrick, Inc........ New York, N. Y. 
Poole Biiwer Ce... .cccccccccce Taunton, Mass. 
Radio Corporation of America, RCA 

. 2 apres Camden, N. J. 

Reed & Barton .............0. Taunton, Mass. 
De a HESS bc cceenesuas . Buffalo, N. Y. 











Obituaries 





Leon Daiches, 76, prominent jeweler 
and civic leader of Laredo, Texas, died 
recently at his home in that city follow- 
ing eight months’ illness. He had been in 
failing health for several years. Born in 
Vilna, Russia, Mr. Daiches came to the 
U. S. at the age of 13. He established his 
jewelry business in Laredo in 1899, At the 
time of his death, he was a trustee of the 
Laredo Independent School District. Mr. 
Daiches was a long standing member of 
the Laredo Rotary Club and the Chamber 
of Commerce. In addition to his widow, 
he is survived by a daughter, two brothers, 
two grandchildren, and one great-grand- 
child. 

Edward R. Fisher, 88, pioneer jeweler 
of Pueblo, Colo., died March 12 at Park- 
view Episcopal Hospital after a short ill- 
ness. Until a week before his death, Mr. 
Fisher had been able to go downtown to 
the Fisher Jewelry Co. which he founded 
in 1899 and visit friends and employees. 
He was the father of Mrs. Frank J. Meyer, 
who, with her husband, has managed the 
store for the last 19 years. 

Emanuel Grafner, 85, founder and 
owner of Grafner Bros., wholesale jewelers 
of Pittsburgh, Pa., died June 1 after a 
brief illness. Mr. Grafner had been in the 
wholesale jewelry business 66 years. He 
had been a generous supporter of various 
philanthropies. It was stated that no 
change is contemplated in the conduct of 
the Grafner Bros. firm. The concern has 
been managed entirely for the past five 
years by five senior employees, who will 
now become members of the firm. 

Morris (Moe) Hoffman, 54, president 
of Invicta-Seeland, Inc., New York watch 
importers at 580 Fifth Ave., died suddenly 
May 23 while dining in a restaurant. Mr. 
Hoffman, a native New Yorker, was a 
prominent and well-liked figure in jewelry 
trade circles. He was a member of the 
Maiden Lane Outing Club, the Jewelers 
Square Club, and the Golden Circle. He 
had also been active in the affairs of the 
American Watch Association. In addition 
to his widow, he is survived by a son, a 
daughter, a grand-daughter, two brothers 
and three sisters. 

Louis Lange, 80, treasurer of A. G. 
Schwab & Sons, Inc., wholesale jewelers 
of Cincinnati, Ohio, died May 14 in his 
sleep. A native of Dallas, Texas, he joined 
the Schwab firm 60 years ago, starting as 
a salesman, and becoming treasurer when 
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the company was incorporated in 1929. 
Survivors include his widow, a daughter, 


LOUIS 
LANGE 





brother, two grand-daughters and one 
great grand-daughter. 

Miss Hilda D. Lindquist, 56, who for 
the past 25 years operated the Carl W. 
Lindquist Jewelry Co. of Hartford, Conn., 
died April 27 at Hartford Hospital. Miss 
Lindquist was born in Brooklyn, N. Y., 
and lived in Hartford 46 years. She leaves 
two sisters and a brother. 

Ralph A. Polcini, 66, founder of the 
Leading Jewelry Mfg. Co., 366 Fifth Ave., 
New York, died May 22 in the Memorial 
Hospital. Born in Italy, Mr. Polcini came 
to this country in 1907 and founded his 
costume jewelry firm four years later. On 
his return from service in the Army in 
World War I he added real estate to his 
interests. He belonged to Rotary, the Elks 
and the Foresters, and was treasurer of 
Boys Town of Italy. Surviving are his 
widow, a daughter, a son, two sisters and 
two grandchildren. 

A. E. Self, 88, retired jeweler and op- 
tometrist, passed away suddenly on March 
2 at his home in Kerrville, Texas. Mr. 
Self, a native of Indiana, moved to Texas 
in 1903 where he was engaged in business 
for 44 years. His widow and daughter 
survive. 

Percy E. Wallis, 74, prominent jeweler 
of Fort Atkinson, Wis., died recently at 
his home in that city after suffering a 
stroke. He had been engaged in the jewelry 
business in Fort Atkinson for 20 years. 
Born in Evansville, Wis., Mr. Wallis lived 
in Grinnell, Iowa, Chicago and Madison, 
Wis., before moving to Fort Atkinson. The 
business will be continued by his widow 
who, for the past ten years, has managed 
the business while her husband experienced 
poor health. Mr. Wallis’ daughter also 


survives. 








Remington Rand, Inc......... New York, N. Y. 
Rice, Irving W., & Co., Inc...New York, N. Y. 
Richie Premium Corp........ New York, N. Y. 
Roamer Watch Co......... --New York, N. Y. 
Robbins, J. W., Inc.......... New York, N. Y. 
Robinson, Edward B..... »..--New York, N. Y. 
Roman Silversmiths, Inc...... Brooklyn, N. Y. 
Ronson Art Metal Works, Inc..Newark, N. J. 
Royal Zircon Co..........ce¢ New York, N. Y. 
Sarkin, David, Inc........... New York, N. Y. 
Savoy Watch Co.........cec- New York, N. Y. 
Saxony Watch Co. .......... New York, N. Y. 
Saxton, Inc.......... West Los Angeles, Calif. 
Schein, Louis, Co...........- New York, N. Y. 
NY i ie ad te to ee a Stamford, Conn. 
Schiffman, M. W., & Co...... New York, N. Y. 
Schless-Harwood Co., Inc....New York, N. Y. 
Schwarcz, Adolf, & Son, Inc..New York, N. Y. 
I Ti i i a we New York, N. Y. 
Semcea Clock Co., Inc........ New York, N. Y. 
Sessions Clock Co., The....Forrestville, Conn. 
Seth Thomas Clocks......... Thomaston, Conn 


Sheaffer, W. A., Pen Co....Fort Madison, Iowa 
Sheffield Merchandise, Inc....New York, N. Y. 


Sheridan Silver Co., Inc....... Taunton, Mass. 
Shiman Bros. & Co., Inc...... New York, N. Y. 
Shriro Watch, Ine........... New York, N. Y. 
Silver City Glass Co., Inc., The.Meriden, Conn 
siivewerate Co... Tmeic..cccccccces Boston, Mass. 
Simmons, R. F., Co........... Attleboro, Mass. 
Solow, Harold, & Co......... New York, N. Y. 
Speidel Corporation ......... Providence, R. I. 
ia A a a ts Taunton, Mass. 
Stevens, Bart, Corp., The....New York, N. Y. 
gf “> 7aeepepters: Baltimore, Md. 
Superior Jewelry Co......... Philadelphia, Pa. 
Surnamer, S. J., Co., Inc...... New York, N. Y. 
Swift & Anderson, Inc.......... Boston, Mass. 
Syracuse Ornamental Co., Ince., 

New York, N. Y. 
Tanenbaum, B., & Co., Inc...... Buffalo, N. Y. 
Tanz, Philip, Co., The....... New York, N. Y. 
Taunton Pearl Works......... Taunton, Mass. 
Taylor Instrument Companies.Rochester, N. Y. 
PE Ma biderdtvenennwake New York, N. Y. 
I fi i et ee hs Ashland, Mass. 
Tissot Watch Co. ........... New York, N. Y. 
Tory Jewel Box Co.......... New York, N. Y. 
Tory, William, Co........... New York, N. Y. 
Towle Manufacturing Co..Newburyport, Mass. 
ie ey I Hn... cv cncdanes Baltimore, Md. 


United States Time Corp., The, 
New York, N. Y. 
Vacheron & Constantin-Le Coultre 
i New York, N. Y. 
Vibrograf Watch Timing Machines, 
New York, N. Y. 


i ate ea New York, N. Y. 
Wallace, R., & Sons Mfe. Co., 

Wallingford, Conn. 
Waltham Watch Co. ......... Waltham, Mass. 
Watchmakers of Switzerland.New York, N. Y. 
Waterman Pen Co., Ine....... Seymour, Conn. 
Wefferling, Berry & Co......... Newark, N. J. 


Westclox Division of General Time Corp., 
La Salle, Il. 
Westinghouse Electric Corp. Television- 


ee SN on  cedeweea Metuchen, N. J. 
Whiting, Frank M., Co........ Meriden, Conn. 
Wiesner, Joseph, Inc. ....... New York, N. Y. 
Wilson Specialties Co., Inc....Taunton, Mass. 
We Eb eecasedcecaae ..New York, N. Y. 
Windsor Jewelry Co., The..... Chartley, Mass. 
Winton Watch Co., The...... New York, N. Y. 
Wood, J. R., & Sons, Inc....New York, N. Y. 
Zippo Manufacturing Co........ Bradford, Pa. 





Vernon Kilns Publishes 
“Entertaining Table Ideas” 


A new table-setting book, “Entertaining 
Table Ideas,” has been introduced by 
Vernon Kilns. Containing 30 illustrations, 
14 in full color, it features table arrange- 
ments for many occasions, with emphasis 
on color coordination and imaginative use 
of decorative accessories. 


It is a sales and traffic builder when 
used as a gift to prospective brides or as a 
give-away during table-setting promotions. 
Available Vernon Kilns, Los Angeles, it 
is sold to stores at 15 cents a copy in 
quantities of 100 or more. 





Milton L. Altheimer, president, Al- 
theimer & Baer, Inc., Chicago, has an- 
nounced the appointment of Sidney 
Druckman as Canadian sales manager. 
He will make his headquarters in Toronto. 


167 








Informative Discussions and Social 
Events Highlight WMDA Convention 


Members of Watch Material Distributors Association 


Unanimously Adopt Universal Catalog at Convention; 
Complete Officer Slate Re-elected for Another Term 


A series of informative discussions and 
two gala social evenings highlighted the 
eighth annual meeting of the Watch Ma- 
terial Distributors Association of America. 
The two-day meeting was held June 7 
and 8 at the La Salle Hotel in Chicago. 

One of the most important accomplish- 
ments chalked up at the gathering was 
the adoption of the Universal Catalog 
Project which was unanimously approved 
by the membership. 

Henry B. Fried, technical adviser of 
the WMDA, gave a complete explanation 
of the work he has undertaken so far 
on the project, showing several sample 
pages as approved by the Catalog Com- 
mittee. Each member present received six 
pages of reproductions, the format of 
which was unanimously approved, with 
only minor changes. 

Under the leadership of President Eugene 
J. Sobel, a thorough discussion of this 
work was held by the entire membership 
present. It was enthusiastically received 
by all importers and the Watchmakers of 
Switzerland. It was further proposed for 
consideration that the Catalog carry a 
separate section for each of the advertised 
brands. 


MEMBERS TO GET SAMPLE COPIES 


All WMDA members will soon receive 
copies of the sample pages, and a ballot 
sheet for voting purposes on certain contro- 
versial aspects. 

One of the principal speakers at the 
convention, and one of the most interest- 
ing, was Louis J. Paradiso, chief statisti- 
cian and assistant director of the Office of 
Business Economics of the U. S. Depart- 
ment of Commerce. In his well-received 
address, he declared that the amount of 
disposable income—money “left over” after 
income taxes—is a major factor in the 
number of watches sold and the volume 
of watch repair business. 

Mr. Paradiso further stated that “sales 
of watches and repairs of watches in past 
periods have been quite sensitive to 
changes in disposable personal income, 
with watch sales being somewhat more 
responsive than the repair business.” 

As a result of the personal income tax 
reductions which went into effect at the 
beginning of this year, he said, the flow 
of disposable personal income has been 
maintained so far in 1954 at the peak rate 
of last year, and nearly $4.5 billion above 
the year ago annual rate. 

According to Mr. Paradiso, consumer 
expenditures for repairs of watches, clocks 
and jewelry have risen in the past four 
years about 20 per cent compared to a 
rise of 33 and one-third per cent in the 
disposable income. 
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The convention sessions were devoted 
mainly to a series of panel discussions in 
which matters pertinent to watch material 
distributors were discussed and concrete 
conclusions were reached. 

The first panel discussion on the agenda 
was one dealing with “Unbreakable Main- 
springs” which was moderated by Sydney 
W. Prague (Prague-Kurtz Co.), Houston, 
Texas. Among members who served on 
the panel were: Robert C. Hoffman (Sand- 
steel Spring Division), New York; James 
Swartchild (Swartchild & Co., Inc.), Chi- 
cago; Edward Renz (Hammel, Riglander 
& Co., Inc.), New York, and C. E. Hendrix 
(Hamilton Watch Co.), Lancaster, Pa. 

After a lengthy discussion, the panel of 
experts summarized their findings as fol- 
lows: 

1. Even so-called “unbreakable” main- 
springs can break if improperly handled. 

2. The fact that a spring is “alloy” 
doesn’t mean it’s unbreakable. 

3. A watchmaker shouid ask for spring 
size based on_ steel dimensions—even 
though he may find (upon miking) that 
the alloy spring is slightly different from 
the steel. 

4. Jobbers are cautioned that not all 
white springs are unbreakable. 


EUGENE J. 
SOBEL 


Re-elected 
as president 
of Watch 
Material 
Distributors 
Association 





The next panel discussion on the pro- 
gram was one on “Watch Crystals” which 
was moderated by Harry Furry (Burton 
M. Reid Sons, Inc.), Springfield, Ill. As 
a result of this discussion, a committee 
headed by Jerald C. Newman (Federal 
Watch Crystals), New York, was appointed 
to work toward a standardization of bezels. 

Members of the panel at this discussion 
were: Jerome Shiffman (Standard Un- 
breakable Watch Crystals), New York; 
Morris Klinger (Electro-Seal Watch Crystal 
Co.), New York; Prosper Brozen (B. B. 
Crystal Corp.), New York; Max Fargot- 
stein (S. Fargotstein & Sons), Memphis, 
Tenn.; Otto Stern (Stern, Inc.) , Columbus, 
Ohio, and Harold Perlman (American Per- 
fit Crystal Co.), New York. 

The third panel discussion at the after- 
noon session on June 7 dealt with “Jewelry 








and Attachments” and was moderated } 
Edward Schliefstein (Advance Watch fis 
Jewelers Supply Co.), Washington, p, c 

Panel members included: Bernard Kanter 
(Jacoby-Bender, Inc.), New York; Harry 
Haselton (Haselton Co.), Boston, and 
Wally Miller (Miller Bros. Watch s 
Mfg. Co.), Cincinnati. 

The panel agreed that watch attach. 
ments are one of the most important items 
in the distribution picture because the 
material jobber is closer to the retailer and 
to the repair desk where sales are being 
made. Panel members made the point 
that the material jobber is the natura] 
source of supply for jewelry attachments. 
They emphasized that efforts should be 
made, however, to exchange or merchap. 
dise slow-selling numbers in the retailer’; 
stock. 

The fourth and final panel discussion at 
the afternoon session on June 7 was op 
“Findings.” William R. Katz (Wm. R. 
Katz Co.), Dallas, Texas, presided over 
the panel which included Edgar E. Baker 
(W. R. Cobb Co.), Providence, R, |, 
Agnes M. Shaffer (Carl R. Shaffer & Co,), 
Kansas City, Mo.; F. M. Bedinger (F, H, 
Noble & Co.), Chicago, and William L, 
Little (Geo. A. Fuller Co.), Pawtucket, 
R. I. 


trap 


FIND NUMBERING ‘IMPRACTICAL’ 


The panel established that a basic stand- 
ardized numbering system for findings was 
impractical at this time. Most findings 
manufacturers acknowledged that they also 
sell local jewelry manufacturers direct and 
that a corrected selling effort on the part 
of jobbers could possibly bring an end 
to such dual distribution. 

“What Can Suppliers and Jobbers Do 
to Stimulate Business” was the provocative 
title of a panel discussion held on the 
morning of June 8 at which Julius Hurley 
(Hurley Watch Co.), New York, served 
as moderator. 

The panel assigned to handle this topic 
consisted of six suppliers and five jobbers. 
Among the suppliers on the panel were: 
Ben Jadow (B. Jadow, Inc.), New York; 
Harold J. Loevy (Zenith Mfg. & Chemical 
Corp.), New York; Wilbur Cureton (The 
Newall Mfg. Co.), Chicago; Edward Renz 
(Hammel, Riglander & Co.), New York; 
Philip Laks (M. J. Lampert & Sons, Inc.), 
New York, and Stetson M. Risdon (Wal- 
tham Watch Co.), Waltham, Mass. 

The five jobbers on the panel were: 
Edward L. Endman (Pacific Jewelers Sup- 
ply Co.), Los Angeles; William Kibb 
(Kilb-Beck Co.) , Milwaukee, Wis.; Eugene 
Swigart (E. & J. Swigart Co.) , Cincinnati; 
A. C. Carter (Ewing Bros.), Atlanta, and 
Arnold Vicksman (Vicksman Jewelers), 
Denver. 


PANEL SUMMARIZES FINDINGS 


The panel’s findings, in summary form, 
are as follows: 

1. Suppliers and jobbers should have an 
educational program for all salesmen. 

2. Suppliers should take more pains to 
create attractive sample lines. 

3. Most suppliers definitely will not con 
sider longer dating because of “short mar 

(Please turn to page 172) 
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July 


1]-16—New York Lamp Show, Hotel 
New Yorker, New York. 

18-20—Amarillo Gift Show, Herring Ho- 
tel, Amarillo, Texas. 

18-21—Southeastern China, Glass & 
Gift Show, Atlanta Municipal Auditorium, 
Atlanta, Ga. 

18-22—Southern Jewelry Travelers As- 
sociation, 1954 Fall Show, Dinkler-Plaza 
Hotel, Atlanta, Ga. 

18-23—National China, Glass & Pottery 
Show, Hotel New Yorker, New York. 

95-26—Mississippi Retail Jewelers Asso- 
ciation, Third Annual Convention, Buena 
Vista Hotel, Biloxi, Miss. 

95-27—Caroline Gift Mart, Radio Center, 
Charlotte, N. C. 

95-28—Albany Gift 
Eyck, Albany, N. Y. 

25-28—Washington Gift 
Willard, Washington, D. C. 

25-29—National Jewelers Associa- 
tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel, 
Chicago, IIl. 

25-30—California Gift Show, Biltmore, 
Alexandria Hotels, Merchandise Mart, 
Brack Shops and individual showrooms, 
Los Angeles, Calif. 


Show, Hotel Ten 


Show, Hotel 


August 


1-4—Syracuse Gift Show, Hotel Onon- 
daga, Syracuse, N. Y. 

1-4—Western China, Glass, Gift, Jewelry, 
Toy, Stationery & Housewares Show, Civic 
Auditorium, Palace, St. Francis and Sir 
Francis Drake Hotels, San _ Francisco, 
Calif, 

1-1l—Registered California Gift & Din- 
nerware Show, Hotel Morrison, Chicago, 
Ill. 

2-13—Chicago Gift Show, LaSalle Hotel 
and Palmer House, Chicago, II]. 

2-13—China, Glass, Pottery & Gift Mar- 
“ Chicago Merchandise Mart, Chicago, 

8-11—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

8-11—New Orleans Gift Show, Roosevelt 
Hotel, New Orleans, La. 

8-12—American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York. 

15-17—Western Jewelry and Silverware 
Show, Biltmore Hotel, Los Angeles, Calif. 

15-18—Heart of America Glass & China 
& Gift Show, Muehlebach Hotel, Kansas 
City, Mo. 

15-18—Houston Gift & Dinnerware Show, 
Ben Milam Hotel, Houston, Texas. 
_15-18—Pittsburgh Gift Show, Hote! Wil- 
liam Penn, Pittsburgh, Pa. 

15-18—Western Jewelry and Silverware 
Show, Biltmore Hotel, Los Angeles, Calif. 
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15-18—Kansas City Gift & Toy Show, 
Municipal Auditorium, Kansas City, Mo. 
15-18—Pacific Northwest China, Glass, 
Gift, Stationery, Jewelry, Toy & House- 
wares Show, Civic Auditorium, Olympic 
and New Washington Hotels and Terminal 
Sales Building, Seattle, Wash. 
15-19—Kansas City Gift Show, Munici- 
pal Auditorium, Kansas City, Mo. 
22-24—Minneapolis-St. Paul Gift Show, 


29-September 1—St. Louis Gift Show, 
Hotel Statler, St. Louis, Mo. 


September 


5-7—Ohio Retail Jewelers Association, 
Annual Convention, Netherland Plaza 
Hotel, Cincinnati, Ohio. 

5-9—Dallas Gift Show, Baker Hotel and 
Santa Fe Building, Dallas, Texas. 

5-9—Allied Gift and Jewelry Show, 


Mi lis Auditor; . : 
inneapoli \uditorium, Minneapolis, Hotel Adolphus, Dallas, Texas. 
—— Bertland Chi C1 cu | 12—Retail Jewelers Association of Mis- 
“ “ae — “ts a, souri, Annual Convention, Governor Hotel, 
Jewelry, Stationery, Toy & Housewares 


Jefferson City, Mo. 

12-14—Minnesota Retail Jewelers Asso- 
ciation, Golden Anniversary Convention 
and Eighth Annual Jewelry Trade Show, 
Nicollet Hotel, Minneapolis, Minn. 

12-15—Oklahoma Home Accessories & 
Gift Show, Oklahoma Biltmore Hotel, 
Oklahoma City, Okla. 

13-17—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

19-20—Michigan Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Hayes, 
Jackson, Mich. 


Show, Public Auditorium, Plaza and Ben- 
son Hotels, Portland, Ore. 

22-26—Giftwares & Variety Merchandise 
Fair, Hotel Governor Clinton, New York. 

22-27—International Gift and Fancy 
Goods Show, Astor Hotel, New York. 

22-27—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

22-27—225 Fall Market, 225 Fifth Ave., 
New York. 

22-27—National Gift Show, Hotel Mc- 
Alpin, New York. | 

22-27—-Registered California Gift & Din- | 





a . . 19-20—-Iowa Retail Jewelers Association, 
York. Show, Hotel Vanderbilt, New Annual Convention, Hotel Fort Des Moines, 
a , | Des Moines, lowa. 
‘ 9) 9 ae c > ; hy ° . . 
, 22-2i—U. S. International Gift and | 19-22—Cincinnati Gift Show, Netherland 
Fancy Goods Show, Astor Hotel, New | P] Cincinnati, Ohi 
ey aza, incinnatl, 10, 


23-26—Denver Gift & Jewelry Show, Ho- 


24-26—Mid-South Gift & Jewelry Show, tel Albany, Denver, Colo. 


Hotel Peabody, Memphis, Tenn. 
29-31—Ohio State Gift Show, 
Deshler-Hilton, Columbus, Ohio. 
29-31—-Spokane Gift Show, Davenport 
Hotel, Spokane, Wash. 
29-September 1 — Pittsburgh Jewelry 
Fair, William Penn Hotel, Pittsburgh, Pa. 
29-September 1 — Northwest Gift, Art | 
and Housewares Show, Radisson Hotel, | 
Minneapolis, Minn. | 





Hotel Sponsors of McAlpin Show Move 


The sponsors of the New York Main 
| Floor Accessories Show, a_ semi-annual 
' event held at the Hotel McAlpin, moved 
last month to new and larger quarters at 
551 Fifth Ave., New York. The trade 
show management was formerly located at 


247 Park Ave. 
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A general view of the new Oneida Ltd. offices which occupy the 24th floor of the "Silver 
Tower" at 99 Park Ave., New York. 


the | display of silverware. 

| M. E. Robertson, president and general 
manager of Oneida Ltd., advised that the 
move was dictated by overall sales require- 
ments. He stated that the firm’s success- 
ful entry into the growing stainless steel 
field, its great expansion in the number 
of patterns and pieces offered by Com- 
munity, Heirloom Sterling and 1881 (R) 
Rogers (R) as well as the formation of 
its new Special Sales Division made the 
expansion necessary. 


Oneida Ltd. announced recently 
moving of their New York offices from the 
67th floor of the Empire State Building 
to the 24th floor of the new “Silver Tower” 
at 99 Park Ave. 

The new Oneida Ltd. offices consisting 
of display rooms, conference rooms, lounge | 
and individual offices were designed and 
furnished by Walter Dorwin Teague. Wal- | 
nut paneling, contemporary furniture and 
air conditioning offer ideal working condi- 
t'ons and a beautiful background for the 
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California Gift Show Sponsors 
Complete Plans for July Event 


Plans were finalized for the July 25-30 
market of the California Gift Show to be 
held at the Biltmore and Alexandria Ho- 
tels, Merchandise Mart. Brack Shops and 
individual locations. 

Reports from exhibitors indicated that a 
high percentage of new merchandise would 
be previewed, with many new designs 
being introduced to meet the promotional 
needs ‘of stores throughout the country. 
Many manufacturers planned to emphasize 
functional designs in giftwares which are 
practical as well as decorative. 

Among the almost 500 exhibitors will be 
a cross-section of “name” designers whose 





reputations in the decorative field make 
| them the pace-setters both here and in 
| Europe. 
| George Pascoe, manager of .the event 
and general manager of the Los Angeles 
Trade Fair, Inc., announced the appoint- 
ment of Walter Starnes as new vice-chair- 
man of the 39th Gift Show committee to 
_ serve along with J. A. Carrington of the 
_ Cavendish Trading Corp., chairman of the 
group. Resident buying office personnel 
serving on the committee were appointed 
to work with major Los Angeles depart- 
ment stores on the arranging of special 
California Gift Show window displays dur- 
_ Ing the July market. 
| A committee was also named to originate 
a unique program for the semi-annual 
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Million Dollar : 
Saving ? 





coe J. M. POLICYHOLDERS HAVE SAVED 
OVER A MILLION DOLLARS eeseee0 


HERE'S YOUR CHANCE TO GET YOUR SHARE OF THIS BIG SAVING 
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WRITE TODAY for free 
booklet outlining your 
complete coverage and 
remarkable saving. No 
obligation. 







Take advantage of the 30% saving enjoyed by 
J.M. policyholders. We select your insurance 
partners carefully (preferred risks only)... 
our loss ratio is low .. . the saving is yours. 


INSURE WITH JEWELERS MUTUAL 


ostyct 3 YOUR OWN COMPANY KNOWS 


YOUR INSURANCE PROBLEMS BEST 


Why don’t you compare J.M. cover- 
age and cost with any other insurance 
offer? You'll find, as thousands have, 
that your money buys more and 
better coverage with your own 
company. You save because . . J.M. 
employs no salesmen . . J.M. has a 
very low loss ratio .. . the resulting 
Savings are returned to you as a 30% 
dividend saving. Also, you will have 
the strongest, most complete forms 
of insurance protection possible... 
designed solely for jewelers and 
those in allied fields. 


|| Jewelers Mutual wsuranc company 


JEWELERS INSURANCE BUILDING © NEENAH 1, 


WISCONSIN’ 











breakfast held at the Biltmore for members 
of the Show committee. The breakfast i 
scheduled for Wednesday, July 28. 





Alan Ruvelson Appointed 
To St. Paul Civic Committee 


Alan Ruvelson, vice-president and gen. 
eral manager of Phil G. Ruvelson, Inc. 
diamond rings, Minneapolis, Minn., bees 
been named to a committee which ywj]| 
work on improvement projects in his home 
city of St. Paul. 

Mr. Ruvelson, long active in civic affairs. 
will work specifically on bond expenditures 
in connection with park and _ playground 
improvement. 


Longines-Wittnauer Announces 
Executive Group Appointments 


Following a recent meeting of the board 
of directors of the Longines-Wittnauer 
Watch Co., M. Fred Cartoun, chairman of 
the board, and J. P. V. Heinmuller, presi- 
dent, announced several new executive 
appointments. 





LONGINES 






staff of the Longines-Wittnauer Watch Co. 
Seated, left to right, are: Harold A. Fagin, 
vice president; Irving Abel, senior vice 
president, and Everett Mayer, vice presi- 
dent of the LeCoultre subsidiary. Standing, 
the assistant vice presidents, left to right: 
Bertram S. Lowe, Leon Newhouse and Alan 
R. Cartoun. 


Irving Abel has been advanced to senior 
vice president of Longines-Wittnauer, 
Harold A. Fagin has been named a vice 
president, and Everett Mayer is vice presi- 
dent of the Vacheron & Constantin- 
LeCoultre subsidiary. The following execu- 
tives have been appointed to the newly 
created positions of assistant vice-presi- 
dents of Longines-Wittnauer: Leon New- 
house, Bertram S. Lowe and Alan R. Car- 
toun. 


ee ee 


Rutgers University Offers 
Summer Course in Retailing 


Retail selling has come a long way since 
the cracker barrel days when the horse 
liniment and the coffee grinder were kept 
on the same counter. To ind:cate how far 
it has advanced, retailing as a subject 
of higher education now has a graduate 
school of its own. 

The first venture of its kind ever at 
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tempted, the Graduate School of Retail 
Management, will be conducted in summer 
sessions, starting this July 19 to August 
4 at Rutgers University, New Brunswick, 
y J. (National Sales Executives is a 
nationwide organization of sales leaders 
which is sponsoring the school.) 

The Graduate School of Retail Manage- 
ment will offer high level training to both 
men and women holding executive posi- 
tions in all types of retail establ'shments. 
(t will set no formal educational require- 
ments for admission, but candidates must 
he selected by the management of their 
frms or recommended by their superiors. 

Full information on enrollment can be 
obtained at the headquarters of National 
Sales Executives, Inc., 136 E. 57th St., 
New York 22, N. Y. 


Elgin American Sales Force 
Attends Mid-Year Conference 


Sales representatives of the Elgin Ameri- 
can Division of the Illinois Watch Case 
Co. gathered recently in Elgin, IIl., for 
their national sales meeting. Each of them 
received their new Fall and Christmas line 
of compacts, carryalls, cigarette cases, 
lighters, and cultured and simulated pearls. 





Elgin American's sales performance award 
was presented to Jerome Sillman {right) 
of Detroit, by Allen B. Gellman, president, 
at the 1954 national sales meeting in Elgin, 
Ill. Mr. Sillman is sales representative in the 
city of Detroit and its suburban area. 


Allen B. Gellman, president, assured the 
sales force that the fashion accessory line, 
supplemented by national advertising and 
pomnt-of-purchase merchandising aids, would 
assist Elgin American buyers in following 
the meeting theme to “Sell More in °54.” 


NewEnglandManufacturers 
Experience Business Upturn 


Optimism is reigning supreme in the 
Rhode Island-Attleboro jewelry manufac- 
luring center. 

Following a shorter-than-usual Spring 
lull, the plants have become active on the 
production of sample orders and are staff- 
ing in preparation for the production 
period that has started for some firms and 
will generally be in full swing after the 
July 4th vacation week. 

Hirings in the Rhode Island area have 
telieved the claim load at the Employment 
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Security office considerably, making up for 
a slower upturn in metal working indus- 


tries and textiles. 

Business activity varies with the indi- 
vidual plants and ranges from “good” to 
“tremendous.” One of the chief employ- 
ers in Providence reported that his plant 
is “jumping with enthusiasm about fall 
business.” 

Easy hirings of experienced help are 
coming to an end. Up to this time it has 
been fairly effortless to procure jewelry 
workers with the exception of a few skilled 
categories. Unemployment rolls have had 
a good pool of them but in recent weeks 
the pool has been tapped aga‘n and again. 

Costume jewelry houses are looking for 


| Her Linde* Star is encir- 
| cled with a satellite cluster 
of diamonds ......$145.00 
| His with full-cut diamond 


ae 905 00 
Both in regal 14K sget- 
tings’. . . the inspiration of 
Kritzer, Stern & Kritzer. 
Inc., N. Y. 
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See Linde Stars in 
full ascendancy—at 
the shows—Chicago, 
July 25-29, Booth 
140-41; New York, 

| Aug. 8-12, The 
Waldorf, Space 24. 
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MORE AND MORE 


a good tall—as good or better than last 
year. 

Gold filled manufacturers are building 
hopes for increased demand for its ‘prod- 
uct on a gold filled promotion that has 
been planned. 

The industry in Rhode Island-Attleboro 
is planning to consolidate the gains ofthe 
past few years. The New England. ‘Manu- 
facturing Jewelers’ & Silversmiths’ Assn. 
is continuing its study of buildings and 
plans in connection with its proposed 
“Jewelry Center Building” for Providence. 

Other committees are working on other 
programs, including the training of skilled 
jewelry workers in order to provide the 
industry with a pool of available help. 


. onee the mark 
of kings and queens, .. now 

available to your customers. l’oint 

by point. Linde* Stars equal the 
beauty and structure of natural stones 
These mysteriously glinting gems 

evoke all the glamor that star sapphires 
and star rubies have whispered through 
history. Set them to suit their beauty 

. display them and display their amaz 
ingly low prices. Linde* Stars invite 
trv-ons that turn into take-home sales. 


Fascinating stars .. 


Ask for free display card 
and list of manufacturina 
featurina Linde*® Stars. 


in color. 


jewelers 





LINDE’ STARS 


IN SETTINGS THAT SUT 


THEIR EXOTIC BEAUTY 








CHARLES F. WINSON wortowe oistrisutor 
S80 FIFTH AVENUE, NEW YORK 36 * COLUMBUS 5-2656 


* ‘T,inde’’ is a registered trademark of Union Carbide & Carbon Corp.—a synthetic gem. 
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WMDA Convention 
(From page 168) 


gin of profit” and their unique operation 
problems. 

4. Jobbers should give greater emphasis 
to display of lines. 

An outstanding job as chairman of the 
banquets and arrangement committee was 
done by Bernard Kanter (Jacoby-Bender, 
Inc.).. On the evening of June 7 a dinner- 
dance was tendered the active members 
by the associate members, and souvenir 
A.S.R. lighters were presented to all the 
ladies. The following evening the active 
members returned the compliment by 
sponsoring a dinner-dance at which the 
associate members were the guests. 


Best Seller 
No.1 


oF stort) 
APPROVED - AUTOMATIC ELECTRIC 














4-QT.- FAMILY SIZE 


DORMEYER cSOKEr | 


R MELA FASTER — MORE ECONOMICALLY 
TASTI L>— rRe! 


s Aa $7.95 CARVING iyai 
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or 
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Want More New Credit 





Accounts? See AlL-TIMER 


Conrad Hilton Hotel 
SPACE 229-230-231 
July 25th to 29th 


Waldorf Astoria Hotel 
SPACE 16 
August 8th to 12th 


ALL-TIMER 


World’s Largest 
Merchandisers of 
Account Opener 
Promotions 
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ALTHEIMER & BAER, Inc. 


At the final business session of the con- 
vention, held on the afternoon of June 8, 


all association officers were re-elected. 
They are: Eugene J. Sobel (Eugene Sobel 
Co.), Washington, D. C., president; J. 
Speed Reid (Burton M. Reid Sons, Inc.), 
Springfield, Ll., and E. L. Endman (Pacific 
Jewelers Supply Co.), Los Angeles, vice 
presidents; James O. Trader (James O. 
Trader, Inc.), Pittsburgh, treasurer, and 
H. Donald Richards, Philadelphia, execu- 
t.ve secretary. 

Named as new directors were: Harry 
Nest of Detroit, Sten F. Nilson of Omaha, 


Nebr., and Max Fargotstein, Memphis, 
Tenn. 
Among several resolutions adopted at 


the convention was one thanking the 










These 2 ALL-TIMER 
PROMOTIONS 


OPENED MORE NEW 
ACCOUNTS THAN ANY 
OTHERS in America 


@ 54 PROMOTIONS Assure Wide 
Selection 


@ EXCITING ADS For Low Cost 
Selling 


© 12 Compelling DIRECT MAIL 
Offers 


@ SELF LIQUIDATING Payment 
Plan 


® You Pay For Your Purchases 
AS YOU COLLECT On Your 
Accounts 


Best Selle, 


No. 2 
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Watchmakers of Switzerland Information 
Center and, in particular, Ebauches S. A 
for their generous contribution to the sales 
and service program of the WMDA, and 
also for their efforts on behalf of the 
watch material trade and 
watches. 

Another resolution called for the com- 
plete elimination of the federal] jewelry ey. 
cise tax. 


servicing of 


Smith-Patterson's Maximus Club 
Holds Election of Officers 
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Members of the Smith-Patterson Company's 
employees club, known as the Maximus 
Club, met on May 15 at the Boston Yacht 
Club for their annual election of officers: 
Left to right, front row: Erskine Gay, re- 
elected treasurer; and William Tuttle, re- 
elected president. Back row: Warren Smith, 
charter member; Harold Batten, reelected 
secretary; and Joseph Fahey, store mor. 


Presidential Decision 
On Watch Tariff Awaited 


The fate of demands by American watch 
manufacturers for higher watch tariffs 
were still cloudy late in June as President 
Eisenhower studied a secret U. S. Tariff 
Commission report which was submitted 
to him the latter part of May. 

Speculation was general that the Tariff 
Commission found existing tariffs were in- 
juring American watch manufacturers and 
recommended putting a protective import 
duty on foreign-made instruments. This 
speculation generated from the fact that 
the Commission had made a report to the 
White House. 

But two other possibilities were present: 
that the Commission had found some in- 
jury, but recommended no action; or that 
it found no injury from the tariffs, but 
recommended some action to help the do- 
mestic industry. 

Meanwhile, another development 0c: 
curred which further involves the issue. 
Sen. Leverett Saltonstall (Massachusetts Re- 
publican), chairman of the Senate Armed 
Services Committee, has appointed a sub- 
committee to study the essentiality of the 
domestic watch industry. 

One possible outcome of this study could 
be that Congress will be urged to work out 
a subsidy plan for the American watch 
industry. If such a plan were advanced, 
it would probably eliminate the need for 
high restrictive duties on imported time 
pieces. 
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Houston Watchmakers' Group 
Presents Watch to Hatton 





E. J. Farek, president of the Horological 
Society of Houston and Harris County, 
presents a suitably inscribed Hamilton wrist 
watch to Bill Hatton as a token of appre- 
ciation for his services to the organization 
over a period of years. The Houston group 
was well represented at the annual conven- 
tion of the Texas Watchmakers Association 
held in Corpus Christi May 29-30. 


en 


Economists Forecasts 
On Business Outlook 
Show Wide Variance 


Opinion among government economists 
and business experts in Washington still 
differ as to whether an important rise in 
business is in the cards—but they agree 
that the downward slope has been stopped. 


Some economists predict that since busi- 
ness is never stable, it will begin a climb 
now that the dip has ended. The climb, 
they say, will probably be slow and steady 
to a high economic plateau some time in 
1955 or 1956. 


Others, however, believe that business 
has already reached its postwar plateau 
and, except for adjustments in some cate- 
gories, will not show any general improve- 
ment unless buoyed up by a war or a 
serious threat of war. They predict that 
various business segments will show minor 
ups and downs in the general range now 
existing, 

The two groups agree, however, that the 
Eisenhower anti-recession program—tax 
cuts, eased credit and relaxed controls— 
prevented the recession from feeding upon 
itself and becoming worse. 

Business indicators showed favorable 
signs in late spring—record high building 
activity, decreases in unemployment, in- 
creases in steel production, increases in 
farm income, reductions in inventories and 
climbing wholesale orders. 


But as spring turned into summer, there 
was some activity supporting the theory 
that the business plateau might have been 
reached. Steel production slowed its rise 
and hovered around 70 percent of ca- 
pacity; slight decreases appeared in ad- 
justed retail sales volume—including dur- 
able goods such as jewelry—total income 
declined by $1 billion from March, and 


Federal Reserve loans to business declined. 
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Economists viewing the situation opti- 
mistically pointed out that the total dollar 
spending this year was only running about 
1 percent below the record 1953 level. The 
difference had resulted from a_ shift in 
buying as more people spent more money 
for services, less for goods. This shift, 
they argued, with the help of $7.5 billion 
in tax cuts, should equalize and bring a 
“fresh advance” to business. 


Exhibitors At NJA Fair 


(From page 154) 


Weissman Watch Co. 
ExH Booth 148 


Westclox, Div. of General Time 








Corp. ...ExH Booths 137-138-139 
Westinghouse Elec. Corp. Radio & 
Tel. Div. -ExH Booth 94 
Wiesner, Joseph, Inc. 
GBR Booths 301-302 
Windsor Jewelry Co. GBR Booth 240 
Winton Watch Company, Inc. 
Room 512 
Wood, J. R. & Sons, Inc. 
Participation "Suite 
Woods, Patrick. ExH Booths '’A’’-65 
Wyler Watch Agency, Inc. 
Room 602A 
—_ 
Zenith Radio Corp.. .ExH Booth 121 


The attraction is irresistible when 
you use this new Dennison case to 
draw attention to your fine rings. It is 
ultramodern beauty at its best— simple 
and appealing. 













8150TX is made of transparent fp 
polished to a jewel-clear finish. Inlayg 
are shimmering fabric patterns with av 
rich brocade effect, in silver, gold, pink 


: PA and light blue. 














your wholesale to show you 
- plete Dennison Line. | 


FOR MANUFACTURERS: A wide | lange of 
specially designed paper jewelry boxes 


and. cases. 


lanted ring pads of rich Karess or 
ansparent velvet complement the 
kground colors. The pads hold one 
o rings at just the right angle for 
idow or counter display. Cover cush- 


mes in individual white packers 
“one dozen to a carton. 






MANU FA 1 URING COMPANY 
, JEWELER'S DIVISION 
‘Marlboro, Massachusetts 


We'll be ccatins for Breen Jewelry Fair, Booths 5 and 6, Conrad Hilton, ‘Chicago, July 25-29 
ANRJA Convention, Booth 52, Waldorf-Astoria, New York, August 8-12. 
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Maiden Laners Vie for Prizes 
At Annual Spring Outing 


Arthur F. King, chairman of this year’s 
annual outing of the Maiden Lane Outing 
Club, arranged an ideal program—and he 
was ably assisted by old Mother Nature. 
For, June 5 turned out to be an ideal late- 
spring day. 

Green’s Hotel in Pleasantdale, N. J., 
was again the site of this year’s event, as 
it has» been for the past six years. More 
than 115 members and guests turned out 
for a day of fun and relaxation. For the 
athletically-minded members, there were 
facilities for soft ball, tennis, swimming, 
golf and horseshoe pitching. For those less 





active members, there was an abundance 
of chaise lounges. 

The evening activities began with a de- 
licious roast beef dinner with all the cus- 
tomary trimmings, during the course of 
which some 80 door prizes were drawn 
for and distributed. In addition, the win- 
ners and runners-up of the various sport 
activities of the day were announced and 
prizes were awarded. 

These were: Handball, winning team— 
Moe Levine and Gene Goldstein; Soft- 
ball: the uptown team, captained by Sam 
Pianin; Swimming: Cy Slocum; Champion 
beer drinker: Ray McGrath. For darts, 
Sam Hintner walked off with the prize. 
There was a tie between Sam Mintz and 
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FASHION APPEAL 


that makes best sellers! 




















Only ORA 


offers you 
all of these 


features... 
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CREATIONS 
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Lifetime guarantee for 
Ora’s luxury look. Our 
genuine rhodium and gold- 
plated settings never tarnish 
or change color. The bril- 
liant imported stones are 
permanently set. 


Ora jewelry moves fast: 
You always get full price 
for it—no markdowns or 
clearances. 


Keystone markup or better 
—Check! Compare! Ora 
Creations consistently offer 
a bigger profit to the jeweler. 


Effective sales helps—Mats 
and cuts for local ads. 


True feminine appeal cap- 
tured by leading women de- 
signers of our creative staff. 


National advertising in 
Vogue, Harper's Bazaar, etc. 
builds prestige for the line 
and those handling it. 


...You'll like these plus 
features: 


33 years of manufacturing 
integrity... honest shipments 
—no substitutions; the qual- 
ity of each piece equals or 
exceeds the sample...com- 
plete deliveries the rule— 
back orders the exception. 


RALPH SINGER COMPANY 
656 N. Western Ave., Dept. JCK-7, Chicago 12, Ill., BRunswick 8-0300 
Showrooms: 366 Fifth Ave., New York 1, N. Y., Wisconsin 7-6476, 
36 S. State St., Chicago 3, Ill. DEarborn 2-4697; 
833 Market St., San Francisco 3, Calif. SUtter 1-4096 





Jack Mafin for ping-pong hono: The 
“Early Bird’ prize went to Mike Elinson 
and Hank Silver won the Grand Prize 
The three-legged race was won by Herb 
Bitter and Jerry Young. 

It was announced that Richard Bromley 
will serve as chairman for next year’s 
outing. 





Over 200 Trade Leaders 
Fete Hirshberg at Testimonia| 


More than 200 leaders in the jewelry 
industry honored Eliot P. Hirshberg, pres. 
dent of Finlay-Straus, Inc., for “his ac. 
tivities in the fight to preserve American 
democratic liberties.” Mr. Hirshberg was 
feted at a dinner held on May 13 at New 
York’s Waldorf-Astoria on behalf of the 
1954 Joint Defense Appeal campaign. 

The affair was a highlight of the Jewelry 
Division’s campaign to help JDA raise New 
York’s share of the $5,000,000 national 
goal to finance the activities of the Ameri- 
can Jewish Committee and the Anti-Defa. 
mation League of B’nai B’rith. 








Hy Abelson (second from left), acting on 
behalf of the Jewelry Division of the Joint 
Defense Appeal, presents a plaque to 
Eliot P. Hirshberg (second from right), 
president of Finlay-Straus, Inc. Looking on 
are Sidney Singer, left (Finlay-Straus, Inc.), 
and M. Fred Cartoun (Longines-Wittnauer 
Watch Co.) 


The division’s campaign cabinet con- 
sisted of: Oscar M. Lazrus (Benrus Watch 
Co.), chairman; Benjamin H. Natchez 
(Finlay-Straus), treasurer; Hy Abelson 
(Abelson’s, Inc.) ; Jerome T. Agate (Cyma 
Watch Co.); Hyman Cohen (A. Cohen & 
Sons); Max Elkon; Joseph Luria (L. 
Luria & Sons); Stanley Moser (Louis 
Aisenstein & Bros.); Barnett Robinson 
(Robinson & Sverdlik), and Sidney Singer 
(Finlay-Straus) . 





Charles Wolfe Co. 
Issues New Catalog 


Charles Wolfe Co., national distributor 
of cameras and photographic supplies to 
the jewelry trade, has recently issued 4 
new 1954 catalog. 

A copy may be had free by writing to 
the firm at 167 Canal St., N. Y. 13, N. Y. 





Gerber Buys New Haven Store 
S. H. Kirby & Sons Co., jewelers of 


New Haven, Conn., was purchased re- 
cently by the George Gerber Co., leading 
jewelers of Pawtucket, R. I. 

It was stated that the new owners plan 
no change in store personnel, many of 
whom have long service records with the 
firm. Charles Butler, general manager of 
the store, will continue in that capacity. 
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¢ A gala, all-day cocktail party on May 29 
‘naugurated the opening of the new offices 
and showroom of the Berwin Jewelry Co., 
Inc., at 15 Maiden Lane, New York. The 
new firm was formed recently through the 
consolidation of the Bert L. Kaufman Co. 
and Salzman Bros., both formerly located 
at 9 Maiden Lane. 

4 Wm. S. Hedges & Co., Inc., New York 
diamond dealers formerly located at 20 
West 47th St., moved recently to new 
quarters at 608 Fifth Ave. 

4 Greatly expanded, both in_ personnel 
and space, to permit more rapid handling 
of increasing demands, the material and 
service departments of the Longines-Witt- 
nauer Watch Co. now share the entire 
fourth floor of the building at 580 Fifth 
Ave. New York. Both departments are 
completely air-conditioned and equipped 
with every modern facility for servicing 
the needs of authorized jeweler agencies. 
4 The stone jobbing business of Nathan 
Gem & Pearl Co., successors to S. Nathan 
& Co., was recently acquired by Sam 
Leichter and Jack Slatin, who had been 


associated with the latter firm for over 





\ NEWYORK 


25. years. 


with offices at 550 Fifth Ave., New York. 


The new firm will carry a complete line 
of precious, semi-precious, 


synthetic and 


imitation stones, and will offer such ser- 


vices as stone cutting, encrusting, drilling 
and repairing for the trade. 


q Irving Gerstenblith, co-owner of Facile 
Watch Attachments, 31 West 47th St., 
New York, announced recently his election 
to the board of directors of Watchbands, 
Inc., North Attleboro, Mass. 


q Announcement of the election of Henry 


L. Lambert as chairman of the mercantile 
section of the New York Board of Trade 
was made recently. Mr. Lambert is vice- 
president and secretary of Lambert Bros. 
Jewelers, Inc., 767 Lexington Ave., New 
York. 

q After being located for 28 years at 71 
Nassau St., J. Solow & Son, New York 
diamond cutters, moved recently to larger 
and more modern quarters at 74 West 
46th St. The firm’s factory and offices 
occupy the entire 15th floor at the new 
location. 





Outlook for Fall Diamond Sales 
Termed ‘Bright’ by Rivkin 


After carefully analyzing the results of 
a personal study, Philip Rivkin, vice presi- 
dent of Morris Rivkin & Sons, leading 
New York diamond house, has concluded 
that the outlook for diamond sales by re- 
tailers this fall is bright. 

Mr. Rivkin stated his prediction is based 
on a study of retailers’ inventories and on 
discussions he held with many retailers 
during a recent extensive trip. 

The fact that discount houses offer no 
serious competition as outlets for diamond 
merchandise was cited by Mr. Rivkin as 
a “highly important” factor in his op- 
timistic forecast. He pointed out that the 
consumer thinks only of the jeweler when 
in the market for diamond jewelry. 

The jewelers’ greatest asset, in Mr. Riv- 
kin’s opinion, is the confidence which con- 
sumers place in jewelry stores by selecting 
them as their headquarters for diamond 
purchases. He declared that this is some- 
thing that should be more aggressively 
promoted by jewelers when faced with 
discount house competition in the sale of 
other jewelry-store products. 





Volupte Moves 
To New Location 


Volupte, Inc., formerly at 347 Fifth Ave., 
N. Y., has announced the opening of new 
showrooms at 393 Fifth Ave., N. Y. The 
move coincides with Volupte’s 40th anni- 
versary. The firm occupies the fifth floor at 
this address in completely air-conditioned 
and newly decorated offices. “Open House” 
was held from June 14 to June 25. 
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L. Harris Co. Moves 
To New Quarters 

The L. Harris Co.. Inc., and its subsidi- 
ary, Endura Time Corp., have announced 


that after June 5. their new offices and 
showrooms will be at 443 Fourth Ave., 


mm. o. Oe Oe Me 

L. Harris Co. is sole U. S. distributors 
for Bayard clocks, designed and made in 
France. 





Hollywood Actress Visits 
New York Watch Firm 





Corinne Calvet, Hollywood actress, paused 
long enough while in New York recently to 
visit the offices of A. Blumstein, Inc., U. S. 
distributors of Lucien Piccard watches. 
Miss Calvet, who was en route to Paris, is 
shown with A. Blumstein, president of the 
watch firm, looking over some new designs 
before selecting one. 


The two men have formed a | 
partnership known as Leichter & Slatin 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 








ENGRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 














“ORIENTA” 
CULTURED PEARLS 


of QUALITY 
LOY, Yfrisle We 


55 NASSAU STREET WE Ww YORK 








Synthetic & Semi-Precious 
STONES 


Synthetic Ringstones all sizes and shapes 
DiaMONDsS—AIll Sizes and Qualities 


JOSEPH BLANK 
COrtiasdt 7-3562 


87 Nasseo St. New Yerk 38, N. Y. 














DIAMONDS 


THE RIGHT SIZE for THE RIGHT 
PRICE We import cur diamonds from 
the best cutting centers. We fill mail 
orders promptly and we send diamonds on 
approval. Please ask for our newest re- 
vised price list +20. 


H. Sori 





576 FIFTH AVE. 
NEW YORK 36, N. Y. 

















LEDA — FEATURES 
14 K—G. F.—S. S. Findings 
All Price Ranges 


Tel. JUdson 2-3575 

Ear Wires—Settings (Platinum) 
Stud Back & Wing Backs 

‘“‘and a Thousand & One Other Items”’ 


LEDA FINDINGS CO. 
PL 7-0758 New York 36, N. Y. 





36 W. 47th St. 

















AMERICA’S FOREMOST 
JEWELERS PRINTED SUPPLY HOUSE 


Jobbing Envelopes Repair Checks 

Metal Scratch- Cell. Tags Wrap Papers an 
Memo Sales Books Appraisal Books String Tags 
Jewelers Tissue Price Tickets Stock Books 
Repair Books Credit Forms Cards 


Complete Printed Supplies for the Trade 
Write for Samples. ‘if not in Stock, We Will Make It." 


DAUER PRINTING CO. 
33-39 E. 21st St.. New York 10, N.Y. Phone, AL 4-2175 
Visit Our Large Show Room of Supplies. 
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RUNNING A 


SALE IS AN 
ART 


by Manny 
Silverman 


What Happens After 
A Silverman Sale? 


In meeting and working with 
jewelers all over the country | hove 
found that one of their prime con- 
cerns is what happens after a saie. 
Here is the answer from a typical 
jeweler. 

We ran a sale for Joseph Renee 
Jewelers in New Kensington, Pa., 
from March |Ith to March 27th, 
1954. During the sale we did well 
over 6 times last years volume, 
profitably. But this is the important 
thing. We just yesterday received a 
letter from Mr. Renee and | quote: 


“Dear Manny, June 16, 1954 

| want you to know that we have 
been running 35°%/, ahead for April 
and May over last year AND we will 
double our volume for the month of 
June. My sincerest thanks for your 
friendly cooperation even after the 
sale. In closing Manny the only 
thing left to say for the whole op- 
eration is that to this moment it has 
been terrific. We are getting more 
store traffic than ever in our history. 
We have made money and moved 
the merchandise that we wanted to 
move plus the fact that we have 
opened more than 250 new ac- 
counts and lastly we succeeded to 
have the name of Joseph Renee 
Jewelers on everybodys tongue. 
That my dear Manny is worth more 
than three times the expense that 
was involved in promoting this sale 
and you may quote me word for 
word. So for now so long and | will 
see you in New York soon." 


Cordially, 


Joe | 


WeCanDotheSameForY ou 


WRITE! WIRE! CALL! 


SILVERMAN SALES 
ENTERPRISES 


580 Fifth Avenue New York 36, N. Y. 
Tel. PLaza 7-4693 
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Continuing with its fun-packed and well-balanced schedule of events, the Golden Circle 
held its fourth annual dinner-dance on the evening of May 14 at the Hotel St. Moritz' S} 
Garden, New York. President Al Walden presided over the evening's festivities which 
included a sumptuous meal, an entertaining floor show and dancing. Arrangements for the 
highly successful affair were handled by George Kramer, banquet and dance chairman 

and his able committee. 





N. Y.-N. J. Credit Jewelers 
Dinner-Dance Is ‘Best-Ever' 


The 20th annual dinner-dance of the 
Associated Credit Jewelers of New York 
and New Jersey must be recorded as one 
of the most successful of these affairs, 
which highlight the retail jewelry social 
season in New York every year. Held on 
Sunday, May 16, in the Starlight Ballroom 
of the Waldorf-Astoria, it was attended 
by some 300 jewelers’ suppliers, their 
wives and guests. 

The friendly size of the gathering pro- 


well-rounded program in the fall. A series 
of interesting and entertaining meetings 
is being planned, details of which wil] 
be announced as soon as arrangements 
become final. 





Morse Andrews Co. in New 
Hands; New Line Introduced 
The Morse Andrews Co. of Attleboro, 


Mass., manufacturers of men’s jewelry for 
over 40 years, is now owned and operated 
by Arthur T. Sturdy, Jr., president of the 
Sturdy-Engineering Co. of Providence, R. 
vided a warmth to the activities which I. Working closely with Mr. Sturdy is 
aided the social aspects of the evening. | Roy Salisbury, a name familiar to many in 
Members of M. S. Abelson’s committee re- | in the jewelry field. 

ceived many compliments on the smoothly A new men’s line of cuff links, tie slides 
run program which contained no speeches and buckles is now being shown by the 
but much top-flight entertainment. Myron firm’s salesmen. Representing the new 
Cohen, famous TV entertainer, acted as Morse Andrews Co. in the mid-western ter- 
master of ceremonies for a program con- ritory is Irving J. Seltz, 29 E. Madison St., 
taining well known singing and dancing Chicago, and traveling the east is Herb 


teams. Some 50 door prizes were presented Gluckman. 











during the dinner, and each lady at the 
banquet received a silver plated Ronson 
table lighter as a souvenir. 

Seated at the head table were: Mr. and 
Mrs. Jay C. Lighterman, Mr. and Mrs. 
Seymour Greenberg, Mr. and Mrs. H. M. 
Abelson, Mr. and Mrs. Sidney Singer, Mr. 
and Mrs. M. S. Abelson, Mr. Alvin R. 
Baer, Mr. and Mrs. Simon Sunshine, and 
Mr. and Mrs. William Wagner. 


Schuman Named to Civic Post 


Harry A. Schuman, who for the past 25 
years has been associated with Schuman 
& Donchi, Inc., and with the Bond Dia- 
mond Co., both of Newark, N. J., was 
elected recently to the post of Commis- 
sioner of Revenue and Finance of Irving- 
ton, N. J. 

Mr. Schuman has long been active in 
Irvington political and civic circles. He is 
a former president of the Irvington Board 
of Education. 





Entertaining Program Features 
Meeting of Golden Circle 


Members of the Golden Circle were 
pleasantly surprised at their June 14 meet- 
ing when they discovered that the dis- 
tinguished British speaker scheduled to 
address the group was in reality a well- 
known American lecturer and humorist. 

Meeting, as usual, at the Hotel Delmon- 
ico in New York, the group was addressed 
by William Sims who, in his usual inimi- 
table style, enthralled members and their 
guests with his amusing stories and anec- 
dotes. 

In the absence of President Al Walden, 
Arthur J. Tuveri, vice president of the 
club, presided at the meeting. - He. an-- 














SCREW DRIVERS 


PIN VISES. ETC. 


ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N. Y. 


Manufacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 


ta Ce 


GIFT PAKS 








NEW 
PACIFIC 














176 


nounced that this was the last meeting 
_ before summer adjournment and promised 
| that the organization would continue its 


Makers of Rolls, Bags, Cases and Chests for 
Silverware since 1926. Send for descriptive 
leaflets and Price List. 
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- - EUREKA MFG. CO., INC. Taunton, Mass. 
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Executive Appointments 








Board Named by Elgin 
To Direct Field Selling 


Fred W. Board, southeastern regional 
sales manager for Elgin National Watch 
Co. since 1951, has been appointed to di- 
rect national sales for the Elgin watch line, 
it was announced by T. O. Wright, general 
sales manager. 


FRED W. 
BOARD 





Wright said that Board’s position would 
parallel that of H. E. Rich, who directs 
the company’s Wadsworth-Hadley sales di- 
vision, distributors of Wadsworth watches 
and of Hadley watch attachments and 
men’s jewelry. 

Board joined Elgin in 1946 as a sales- 
man in Atlanta. 


Appointed 
V. P. and 
Gen. Mar. 

of Hamilton 
Beach Co. 


ARNOLD O. 
WOLF 





Arnold O. Wolf has been named vice 
president and general manager of the 
Hamilton Beach Co., division of Scovill 
Manufacturing Co. He succeeds T. B. 
Myers who has headed Hamilton Beach 
































Genuine 


BLACK STAR 
SAPPHIRES 


STYLE APPEALING 
FINE QUALITY STONES 
Current fashion highlights these beautiful 


gems which lend themselves to smart new 
desgins. 


DIAMOND CUT BLUE SAPPHIRES 
CALIBRE BLUE SAPPHIRES 
Golden, Blue and White Zircons in 


round, emerald cut and marquise. 
Loose Stones: Exclusively 


WALTER S. ARNSTEIN 
| W. 47th St. New York 36, N. Y. 
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since it became a Scovill unit in 1923. 
Mr. Myers becomes vice president of the 
parent company and head of its planning 
committee. 

Mr. Wolf was previously assistant secre- 
tary and assistant general manager of the 
Hamilton Beach operation. 

The Hamilton Beach plant and offices 
are in Racine, Wis., and the Scovill main 
offices in Waterbury, Conn. 





Named 
General 
Sales Mor. 
of Bruner-Ritter 


RALPH 
DESTINO 





The appointment of Ralph Destino as 
general sales manager of Bruner-Ritter, 
Inc., 630 Fifth Ave., New York, manufac- 
turers of watch bands and jewelry for 
men, was announced recently by Marvin 
J. Bruner, executive vice president. 

Mr. Destino was formerly general sales 
manager of Elgin-American, Elgin, IIl., 
and previously was chain store sales man- 
ager for Swank, Inc. 





Named Mdse. 
Mor. of 
Kreisler's 

Jewelry Dept. 


MILTON S. 
SCHWARZ 





Milton S. Schwarz has been appointed 
merchandise manager of the Jewelry De- 
partment of the Jacques Kreisler Mfg. 
Corp., according to a recent announcement 
by Toby Stern, president. 

Mr. Schwarz has had wide experience 
in the retailing and wholesale fields. In 
his new post, he will coordinate the work 
of the design and manufacturing depart- 
ments with the sales organization. 





Robinson Named Assistant 
To President of Swank 


The appointment of George S. Robinson 
as assistant to the president of Swank, 
Inc., manufacturers of men’s jewelry, belts 
and wallets, was announced recently by 
Sam Sampson, president. 

Mr. Robinson was formerly district sales 
manager for Swank with headquarters in 
Boston and Philadelphia. Prior to joining 
Swank, he was district sales manager for 
Cluett, Peabody & Co.. 
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| Watch for the 


§ GEMEX 
MAINLINE 


| in August 
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*The most comfortable 
watchband ever made 
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GRAN 


special Orders 
and 
Repairs 


— FACILITIES of our Special Order 
Department, with experienced jew- 
elry designers, are available to help 
you build customer good will. De- 
signs and estimates of any unusual or 
distinctive rings or jewelry will be 
promptly submitted upon specific 
requests. 

Our Special Order Department and 
our long established Repair Depart- 
ment are organized to give you 
prompt service. They are equipped 
with the same factory personnel and 
methods used in producing the well 
known line of “fine finish” GRAN 
emblem and other jewelry. 

Repair and refinishing work of 
the highest calibre includes anything 
from replacing worn out ring shanks 
to re-enamelling and replacing worn 
emblems. 


Designs and estimates for speci- 
fic work, and repair job estimates 
furnished promptly on request. 


GRAN and COMPANY, Inc. 


Creators and Manufacturers of Fine Jewelry 


546 So. Meridian St. * Indianapolis 25, Ind. 




















for that little girl you love 
Ainiversery 


Peart ’ 


Genuine Natural 
Pearls Nationally 
Advertised 


All Pearls strung on 
14K chains. Hand- @& 
somely gift boxed for Seagw 
every occasion. Perfect gift 
for Babies, School Children, 
Teen Agers. 

Special Tray Assortment #77: 

8 Anniversary Necklaces in 
Beautiful Display Tray......$107.00 
Sold through wholesalers 
WRITE TODAY FOR FURTHER INFORMATION 


The gift that becomes an heirloom 
—it grows and grows more 
precious with the years. 


ANNIVERSARY PEARL CO. 


48 WEST 48th STREET, N. Y. 36 
Plaza 7-2464 
All Prices Keystone 
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French Woman Army Doctor 
Awarded Grand Prix Watch 


Medical Captain Valerie Andre, French 
heroine of the Indochinese war, was pre- 
sented with the outstanding French watch 
creation of 1954 at an elegant reception in 
Paris on May 14. 

The watch presented to Captain Andre 
was the top prize winner in the Grand 
Prix Saint Eloi, an annual contest open to 
artists of all nationalities. The object of 
this international competition is to en- 
courage young artists throughout the world 
to revive the metal craftsman profession 
and to renew its prestige through develop- 
ing new lines and design in women’s 
watches. 





This unique watch creation, judged the 
best woman's watch creation of the year 
by a French jury of artists and designers, 
was presented recently to Captain Valerie 
Andre, heroine of the Indochina war. The 
winning watch is made of two gold bands, 
criss-crossing at regular intervals, with dia- 
monds studding these points and encasing 
the watch itself. 


Held for the third successive year, the 
Grand Prix Saint Eloi competition came 
to its annual conclusion at the May 14 
reception where leading mannequins from 
Paris couture houses modeled each of the 
16 final contestant watches in appropriate 
dress creations. A total of 405 designs 
were entered in this year’s contest. Sixteen 
watches were executed from a first selec- 
tion of the best designs submitted by art- 
ists from nine countries which a nine-man 
jury made last December. 

The Grand Prix watch was presented to 
Captain Andre as a token of the esteem of 
French gold and jewel artisans for her 
outstanding contribution to humanity, for 
her heroism in flying her own helicopter 
in Indochina to besieged outposts, carry- 
ing first aid and carrying back wounded. 


—_— — 


JVC Issues Bulletin 
On Karat Gold Tolerances 


The Jewelers Vigilance Committee, Inc.., 
45 W. 45th St., New York 36, N. Y., states 
in its bulletin No. 15] that the large 
number of inquiries received recently about 
permitted tolerances for karat gold articles 
indicates that many in the trade lack a 
proper understanding of the provisions of 
the National Stamping Act in this respect. 
The Committee outlines them as follows: 

For ordinary jewelry articles, containing 
no solder, the stamping law allows a toler- 
ance of % karat (.0208) between actual 
fineness and fineness indicated by the 
mark. The same \% karat tolerance applies 








to each individual part of a soldered 
article. In addition, all soldered articles 
must assay in their entirety (solder jp. 
cluded) within one karat of their marked 
quality. There is thus a single test for , 
karat gold article that does not contain 
solder, and two tests for a soldered article. 
which is considered as misbranded unless 
it meets both these tests. 

For watch cases and flatware, the toler. 
ance is much less. Where no solder j 
used and for an individual part of , 
soldered article, the actual fineness cannot 
be more than .003 less than the quality 
indicated by the mark on the article. Hoy. 
ever, like other karat gold articles a fyjj 
karat tolerance is allowed on overall asga\ 
including all solder. 7 

No karat gold jewelry article can he 
made of 91% karat gold or 13% karat gold 
and properly be marked “10K” or “14K” 
even though gold solder is used in uniting 
the parts so that overall assay of the 
article including solder shows a fineness 
in excess of 9 karat and 13 karats. 





House Unit OK’'s Bill to 
Increase Smuggling Penalties 


A sub-committee of the House Judiciary 
Committee approved a bill recently to in. 
crease the penalties for convicted smugg!ers 
from two years imprisonment to five years 
and from a maximum $5000 fine to $10,000. 
The House unit acted after hearing testi. 
mony in favor of the bill from Arthur S. 
Hirsch, general counsel of the Diamond 
Manufacturers & Importers Association of 
America. 

In his appearance before the House unit 
on May 19, Mr. Hirsch pointed out that 
diamond smuggling not only robs the 
government of import duties, but also of 
excise taxes, city sales taxes and the federal 
and state income taxes that would accrue 
on profits if these were legal transactions. 
In addition, he stated, smuggled diamonds 
create havoc in the jewelry industry be- 
cause they are sold at prices far below 
the market value. As a result, he added, 
the legitimate merchant finds it extremely 
dificult, and at times impossible, to sell 
his lawful merchandise on a competitive 
basis. 

Mr. Hirsch called attention to the fact 
that Sir Ernest Oppenheimer, chairman ol 
DeBeers Consolidated Mines and Diamond 
Corporation, alarmed by the increase in 
smuggling, has employed Sir Percy Sillitoe, 
former chief of the British counter-intelli- 

















87 NASSAU STREET 
Corner of Fulton Street 
Small and Large, Light Airy Offices 
Reasonable Rentals 


S. FRINDEL, Jr., Inc. 
111 Broadway, New York Di 9-0990 

















Jeweler! 


If you can't make money on 
watches, put in a line of Aristo 


BAROMETERS 


Retailing from $10 to $16 
Send for pamphlet J54 


ARISTO IMPORT CO., Inc. 


630 5th Ave., New York 20, N.Y. 


- Mr. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








sence service, to do everything possible 
‘0 stamp out thievery and smuggling in 
the diamond industry throughout the world. 


-_--— 


Government Rulings Clarified 
in Helpful JVC Booklet 


As a special project to assist the in- 
dustry in understanding rules and regula- 
tions for marking, stamping and adver- 
tising jewelry items, the Jewelers Vigilance 
Committee has prepared a booklet entitled, 
“A Guide to Markings and Descriptions 
used in the Jewelry Trade.” It should be 
most useful to manufacturers, wholesalers 
and retailers, as it clarifies many questions 
and contains information which _ every 
jeweler should know. 

The material is as up-to-date as possible, 
and is in complete accordance with cur- 
rent information relating to trade practices 
and rules. The pages are held in a loose 
leaf cover which is also suitable for copies 
of Trade Practice Rules and Commercial 
Standards as published by the Govern- 
ment. 

The Jewelers Vigilance Committee is 
supported solely by voluntary contributions 
from outstanding concerns all over the 
country. As a service to its contributors, 
JVC is distributing the guide to them 
without charge. The booklet will be fol- 
lowed by supplements showing changes 
and/or additions and other appropriate 
information. 


N. Y. State Watchmakers 
Re-elect All Officers 
The New York State Watchmakers As- 


sociation re-elected its entire slate of of- 
ficers as the organization wound up its 
l6th annual convention, which was held 
recently in Rochester. 

The 200 watchmakers from throughout 
the state heard a technical address on 
pendulums by Dr. Arthur L. Rawlings of 
the Bulova Research and Development 
Laboratories as the major event of the 
convention’s second day. Donald L. Shen- 
cup, Rochester director of public relations, 
welcomed the group to the city. 

Association officers are: President, Paul 
0. Beckes, Orchard Park; Vice President. 
Stearns P. Cummings, Rochester; Trea- 
surer, George F. Scheer, Rochester; Re- 
cording Secretary, Mrs. Wilma M. Robbins, 
Binghamton, and Executive Secretary, 
Richard A. Robbins, Binghamton. 


-_———e 


Stowell Team Takes Trophy 
In Boston Bowling League 


Members and guests attended the 3lst 
annual banquet of the Boston Jewelers 
Bowling League at the Hotel Brunswick, 
Boston, on Tuesday, May 4. 

The A. Stowell & Co. team was in first 
place, with a total of 80 games won, 28 
lost and a pinfall of 38,736. Second-place 
honors were tied between the E. H. Saxton 
Co. team and the Mahar & Engstrom team, 
each of which won 76 games and lost 32. 
Prize went to the Saxton team, however, 
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whose pinfall totaled 38.469 against 37,869 
for the Mahar & Engstrom team. 

Top high average prize went to “Buzz” 
Allen of the Saxton team. 

Just before the banquet, with Frederick 
Bertram presiding, members and guests 
stood in silent tribute to two members, 
George Mullin and Morris Sheingold, who 
passed away last year. 

Among the several trophies awarded the 
winning teams was one in memory of Mr. 
Mullin. In addition to the trophies, many 
donated prizes were distributed to both 
team members and individual bowlers with 
high scores. 

The banquet was followed by several 
entertainment numbers. 





SAS x 


The A. Stowell & Co. bowling team, top 
scorer in the Boston Jewelers Bowling 
League, is shown here with the winner's 
trophy. Seated, left to right, are 
Marino, Marty Walsh (captain) and Jim 
Leeman. Standing, left to right, are Ed 
Gurning, Paul Hannagan, John Black and 
Morsey Pearl. 


Pat 











Be sure to see the 
SENSATIONAL, 
EXCLUSIVE 


ULTRASONIC 





WATCHES 


Dinkler Plaza Hotel 
Room 552 


Chicago, Conrad Hilton 
Hotel, Booth #312 


New York, Waldorf - Astoria 
Hotel, Booth #72 


The only ULTRASONIC WATCHES 
in the popular price field 


Guaranteed for Three Years 


ENICAR WATCH CORP. 


115 West 45th St., N. Y. 36, N. Y. 


Atlanta, 









































+: 1250 


Louis XV mu- 
sical alarm clock. 
Plays 2 different 


Old World 
melodies. 8 
asstd. colors 


with 22 kt. gold 
lining. 7 jewel 
movement. 


SPECIALLY 
PRICED 


KEYSTONE $26 


SEND FOR NEW 
CATALOG AND 
PRICE LIST 


HENRY 
COEHLER 
CO.., Inc. 
Importers 


101 FIFTH AVE. 
NEW YORK 3, N. Y. 


1524 Merchandise Mart 
Chicago, Ill. 
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TELLS HOW TO PROTECT 
YOUR BUSINESS AGAINST: 


lex Sues! Fraud 
(ach Loss! 


ean 
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J. K. LASSER, C.P. 
Author of “Your Income 
Tax” and “How to Run 
a Small Business” 


As a business man, are you sure you have 
adequate records to protect yourself in an 
income tax examination? Does your busi- 
ness record system guard your business 
against possible embezzlement, and unex- 
plained cash losses? Do your records give 
you the ready information you need for 
good business management? If you can’t 
answer “yes” to those three questions, 
you'll want this new book by J. K. Lasser, 
famous tax expert and management con- 
sultant! 

In his new book, “Your Business Rec- 
ords,” Mr. Lasser explains simply how to 
avoid tax troubles and business losses, and 
cites typical examples of losses caused by 
inadequate records. He also shows you 
how to set up a low-cost, easy, system of 
record keeping that will prevent these 
losses. 

Don’t wonder if your present records 
protect you! Send the coupon and get the 
facts on today’s business record needs! 


Standard Register 


BUSINESS FORMS 


eB Paperwork Simplification 





MAIL COUPON TODAY! 


THE STANDARD REGISTER COMPANY 
107 Campbell Street, Dayton 1, Ohio 


1 would like to know how to obtain a copy of 
J. K. Lasser’s new book, ‘‘Your Business Records,’’ 
without charge. 


NAME 
BUSINESS 
ADDRESS 
CITY 











STATE 
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First State-Wide Convention in 20 Years 
Held by Vermont RJA in Manchester 


The Retail Jewelers Association of Ver- 


_ mont held its first state-wide convention 


in over 20 years at the Equinox House in 


- Manchester on June 13 and 14. 


' was re-elected president. 
| chosen 





























John E. Mitchell of Goodfellows, Barre, 
Other officers 
include: William Preston, Jr. of 
F. J. Preston and Son, Burlington, execu- 
tive vice-president; Ivan W. Burnham, 
Waterbury, secretary-treasurer: and Paul 
Aubin, Lyndonville; Earl Wilson, Spring- 
field; Martin Freeman, Rutland: and Wil- 
liam Preston, Sr., Buriington as regional 
vice-presidents. 

Guest of honor at the convention banquet 
was Lee E. Emerson, governor of Vermont. 

Business highlights of the convention 
were an open forum discussion on trade 
diversion and tax developments in the 
jewelry industry; a report on _ national 
trade activities by William Shreve of 


x cia 


Seated at the head table at the banquet held d 


Shreve, Crump and Low, Boston, vice. 
president of the American Nationa] Retai! 
Jewelers Association; demonstration of the 
Watchmaster by Robert G. Taylor, Utica, 
N. Y., and a discussion and exhibit of 
diamonds and precious gems by William 
Preston, Sr., of Burlington, past president 
of the American Gem Society. 

A sports and entertainment program 
with special prizes also was a convention 
feature. 

In addition to Vermont retail jewelers, 
representatives of many New England and 
New York business firms attended the 
convention. 

Plans already are being formed for the 
1955 Vermont Retail Jewelers Association 
convention. By unanimous vote, the Equi- 
nox House in Manchester again was 
chosen as convention headquarters. 
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uring the annual convention of the Vermont 





Retail Jewelers Association were, left to right: Russell Ferguson, Secretary of the Massa- 
chusetts-Rhode Island RJA, and Mrs. Ferguson; Michael Mahar, president of the Diamond 
Peacock Club, and Mrs. Mahar; Mrs. and Mr. John E. Mitchell, president of the Vermont 
RJA: Governor Lee E. Emerson of Vermont; Mrs. and Mr. Ivan Burnham, secretary-treasurer 
of the Vermont RJA: Mrs. and Mr. William Preston, Jr., executive vice president, Vermont 


RJA, and Mrs. and Mr. Edward Beaulieu, Portland, Maine. 








Farrington Co. Breaks Ground 
For New Plant in Needham 


Ground-breaking ceremonies were held 
May 18 at Needham, Mass., for the new 
$3,000,000 plant of Farrington Mfg. Co., 
manufacturer of ‘“Charga-Plate” tokens, 
display packages, jewel cases and other 
products. 

The Farrington company is taking this 
important step in improving its facilities 
on the 50th anniversary of its founding by 
H. J. Farrington, president of the com- 
pany, who is still active in its affairs. In 
the New England tradition, the firm has 
grown from a small plant in Randolph, 
Mass., employing a handful of workers, to 
an organization of four plants in Eastern 
Massachusetts, employing from 1500 to 
2000. 

Mr. Farrington, who is chairman of 
the boara of directors as well as presidcnt, 
and his son, Donald H. Farrington, execu- 
tive vice president and general manager, 
were hosts at the ground breaking cere- 
monies to an assembly of several hundred 
dignitaries, business men, employees and 
friends ot the company. 

The new Farrington plant will be part 


of the New England Industrial Center, an 


_ industrial version of the garden apart- 


ment development. With a first floor manu- 
facturing area of over 300,000 square feet 
and about 50,000 square feet of office space 
on the second floor, the brick-faced, alu- 
minum-trim building will be set in 16 
acres of lawns and landscaping. It is 
color-engineered and _ sound-proofed for 
efficient, comfortable working conditions 
for employees. 

Farrington will lease the plant from 
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For Fast Dependable 
Economical 


WATCH REPAIRING 


Send your work fo 


Cooper's Watch Repair Co. 


48 West 48 Street, New York 36, N. Y. 
Pleza 7-1740 
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An attendance of more than 200 mem- 
bers and guests marked the first annual 
outing and clambake of the Providence 
Jewelers’ Club on June 2 at the Francis 
Farm, Rehoboth, Mass. 

An afternoon of outdoor sports events— 
horseshoe pitching, boccia and soft ball— 
contributed to the enjoyment of the group 
and also served to build up appetites for 
the full course New England clambake in 
the early evening. 

Bert Denton of Denton Precision Cast- 
ing Co. and Joe Smith were the winners 
in the horseshoe pitching finals, defeating 
Ray Saccoccia and Nick DiCristafaro, both 


of Beaucraft, Inc. 
In the boccia game Dick Parker of 











Dieges & Clust and Sam Musco of Handy | 
and Harman, defeated Bob Dieges of | 
Dieges & Clust and Bill Weber of Handy | 
& Harman. 

The softball game resulted in an 18-14 | 
victory for the team captained by Bill 
Haggart of Dieges & Clust. Joe Aquilino 
and his nine carried off the short end of 
the score. | 

The bake, replete with lobster and all 
the fixin’s, was the crowning event of the 
day which was planned by a committee 
comprising Bill Haggart, chairman, J. T. 
McDevitt, Doug Graham and Sam Musco 
with Reginald White, president, serving 
in an ex-officio capacity. 





—_———_——— 


the builder, Cabot, Cabot & Forbes, Inc.., 
Boston. The building is scheduled for 
early 1955 occupancy. 








Coulthurst Named President | 
Of Providence Advertising Club | 


H. William Coulthurst was elected presi- 
dent of the Providence Advertising Club 
on June 14 at the annual outing and din- 
ner-meeting of that organization which 
was held at the Agawam Hunt Club. 


H. WILLIAM 
COULTHURST 


Advertising 
Mgr. of 
Anson, Inc. 





Mr. Coulthurst is administrative assistant 
to the president and advertising manager 
of Anson, Inc. 


Civilian Users of Nickel 
To Get Increased Allotments 


Although still in extremely short supply. 
more than twice as much nickel will be 
available for civilian use this year than 
in 1953 as a result of reductions in mili- 
lary requirements. 

The U. S. Commerce Department pre- 
dicted nickel for non-military uses in the 
last half of the year will equal the ton- 
nage distributed in the first two quarters. 
Officials are keeping a close watch on the 
nickel supply, and controls could be im- 
posed at any time if the supply situation 
worsens, 


FOR JULY, 1954 


Meanwhile, Congress is expected to 
grant tax aid for 27 strategic and critical 
minerals including nickel, platinum and 
platinum group metals, tin, zircon, and 
chromite in its overall tax revision legis- 


lation. | 
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Youngblood, Shreveport. Leyson- 


“BRIDAL PAIR" 


Trademark 





mean 


BIG VOLUME 
RETAIL JEWELERS 


. . «like Alice's famous ‘Bridal 


Pair" . . . available in neck- 
lace, bracelet, earrings, and 
anklet. 


Ask Your Wholesaler! 


JEWELRY CO. 
52 Valley St., Prov., R. 
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Pearsall, Salt Lake City. Nelson Page 
Charlotte. Reusilles, Red Bank. Albert's, 
Syracuse. Roger Briney, Kokomo. S. T. 
Little, Cumberland. Buckingham & Flippin 
Lynchburg. Henebry’s, Roanoke. J. my 
Merrill, Portland. Hardy & Hayes, 
Pittsburgh. Weeds Jewelry, Lake Mills. 
C. F. Reuchlein, Huntington. Boswell’s 
Tulsa. Samuel Kirk, Baltimore. Hous- 
man's, New Orleans. Vanderberg,. 
Grand Rapids. Savitt, Hartford. 
Weida, Idaho Falls. A. B. Bixler, 
Easton. Shiffman's, Greensboro. 
Mueller & New, New Brunswick. 
S. Christian, San Francisco. Sylvan 
Bros., Columbia. Baber, Ft. Wayne. 
Neiman’s, Raleigh. Hoffstadt, 
Toledo. Cogburn, Panama City. 




















The Platina Company 
21 North George St. 
York, Penna. 
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Manufacturer to Retailer 
& 
Quality Costume Jewelry 
if 
until you see our 
merchandising plan with 
q Treasures of the late King Farouk, Jewelry Store, Malden, Mass., has been 
eREL brought back from Cairo, Egypt, by Sam- accepted into the Hyde Park Lodge of 
. . uel Goldstein, of Goldland Jewelry Co., Masons. 
sensational displays 616 Washington Building, were on display q David Josephs, formerly with Newell's 
— mat service — and sale during the week of June 7 to II, Inc., Springfield, Mass., is now with the 
by invitation only. The showing attracted Kay Jewelry Co., Malden, Mass. 
Chicago — Booth #122 a large number of buyers, and was very q Roger Victor, assistant sales manager, 
well publicized both in feature stories and Travis, Farber Co., 909 Jewelers Building. 
New York — Booth #15 pictures in the Boston Traveler and Boston is back after four weeks’ absence ae 
Globe, and also on _ station WBZ-TV. which he underwent a serious operation. 
Fantlary of Jewels The Boston Traveler story, a_half-page Mrs. Rose Marshall, head bookkeeper, has 
feature with pictures, described, among her motorboat, the “Glabesnit,” in shape 
eosin dine arddull other items, a Sienen aquamarine—“125 at the Savin Hill Yacht Club, and his 
ea a a ee a is carats wreathed in 30 diamonds and set a summer vacation trip to Bar Harbor. 
in a severely s‘mple bracelet of heavy Maine. 
INTEGRITY DIAMOND RINGS gold.” In the Globe’s column, “Sitting in q Isadore Colmes, jewelry auctioneer, 18 
With Ted Ashby,” the story of Mr. Gold- Tremont St., Boston, is convalescing at 
Outstanding Values | stein, from a West End newsboy to dia- his home following a three weeks’ stay 
$62.50 to $500 Retail _ mond buyer at the auction of King Farouk’s at the Beth Israel Hospital. 
| treasures, was told entertainingly, and the q Joseph T. Madden, jeweler, 908 Jewelers 
Announces | 30-carat emerald-cut diamond ring which Building, has installed new _ showcases. 
One year free insurance against loss, etc. This ' King Farouk gave to ex-Queen Narriman Louis Rosenblatt, same quarters, has been 
cen baer h Rvs | pod gd ee on their second wedding anniversary was on the “indisposed” list since his return 
—displays, mat service, price tags, ring boxes, | described. The story also was told of from Florida last month. Two new occu- 
etc., is a proven seller. | King Farouk’s mantel clock which Mr. pants of the quarters are Ben and Harry 
EXCLUSIVE FRANCHISES AVAILABLE | Goldstein had acquired—“a handful of Jacobs, jewelers, formerly of Madison 
LOUIS F. GUINESS, INC. | rubies, diamonds, and sapphires!” Avenue, New York City. 
Diamond Importers Since 1910 | q As this issue went to press, plans were q Stanley Mercer, sales representative, cov- 
373 Washington St. Boston, Mass. completed for the 39th annual convention ering Maine, New Hampshire, and Ver- 
of the New Hampshire Retail Jewelers’ mont for I. Alberts’ Sons, 8th floor, Jewel- 
| Association at the Hotel Wentworth-by- ers Building, has been vacationing at Dux- 
the-Sea, Portsmouth, N. H., on Sunday bury, Mass., breaking in a new power 
onuey LENHOFF and Monday, June 27 and 28. More de- boat there. Miss Fay Parker, calculator 
America's Ethical Auctioneer, tails in next issue. in the Alberts’ office, was married recently 
pn i Saad Sioncheat wy De yy nee. q A new electronic diamond scale, first to William Herlichman, and is on her 
een pe Se — Large, No Deal in New England, has just been installed honeymoon. 
TYler 50839 at the Louis F. Guiness firm, 711 Jewelers q Harry J. Hasleton, Hasleton Co., 702 
3010 W. Chicago Bivd., Detroit 6, Mich. Building. As of June Ist, the firm is issu- Jewelers Building, attended the Chicago 
ing one-year insurance replacement poli- convention of the Watch Materials Dis- 
cies in connection with its line of Integrity tributors Association of America. 
diamond rings. The policies are issued 4 Miss Betty Antick, bookkeeper with 
NEW ns Chit by Lloyds of London. Herbert Guiness, Melnick Brothers, Inc., 5 Bromfield St., 
formerly with the firm, recently became Boston, plans to be married soon to Allen 
PACIFIC engaged, and after his marriage will re- Penn, nephew of “Nat” Shapiro of A. 
GIFT PAKS side in San Bernardino, Calif. Cohen & Sons Corp., New York City, and 
EUREKA MFG. CO., INC. Taunton, Mass. q The New England Guild of the Ameri- a salesman for that firm. 
a - Rolls, ~¢ — > so Chests for can Gem Society held its final meeting of 4 Mrs. Loretta Gradeski, sister of Miss 
saibele ead Soles List. ee ne the season at the Hotel Statler on May Katherine A. Murphy of the K. A. Murphy 
20. Robert Crowningshield, director of Co.. 5th floor, Jewelers Building, has been 
the Eastern Headquarters, GIA, spoke on on a visit to her daughter in Shalimar, 
Enameling and Enameling Techniques. Fla. 
Am 1OP HAT [7x a q Miss Judith Werman is the new book- ¢ Robert Gill, shipper with Mahar & Eng- 
at CHARM? Tez E rw keeper at the Nathaniel I. Goodman firm, strom, 405-11 Jewelers Building, joined 
aN aes || id ¢ 1006-7 Jewelers Building. She replaces the U. S. Army on June 2. 
aolitan yOoUE GY ain pV a Miss Doris Perry, who is to be married in q Arthur Wright, Jr., son of Arthur Wright 
a : a July and will be moving to New York of the Buffalo Jewelry Case Co., and Te: 
Bele onty Gireet te Retailers City. Mrs. “Nat” Goodman .has just re- cently returned from U. S. Marine Service 
WELLS MFG. CO. ATTLEBORO, MASS turned from three weeks at Atlantic City. in Korea, was married on May 29, with 
q There’s “something missing” in the Wil- reception to many Boston jewelers at the 
liam J. Murray quarters, 901 Jewelers Hotel Somerset. 
Building. The old Harvard Regulator 4 Miss Patricia Reagan, daughter of Ed- 
NICKEL SILVER clock, which has been there with “Billy” mund F. Reagan of Reagan’s, Inc., 126-A 
Murray for nearly 51 years in the same Tremont St., Boston, was married on 


PHOSPHOR BRONZE location, has been sold. Mr. Murray June 19. 


THE SEYMOUR MEG. CO. acquired it in 1904 from S. Friebe, a q Miss Fay Kirby, daughter of the late 
if I watchmaker. Edmund F. Kirby, 304 Jewelers Building, 


SEYMOUR, CONN 
q Arnold Miller, manager of the Kay has returned from Turkey where she has 
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heen teaching, and will attend Columbia 


University. . ' 
4 Thomas Reilly, of the Bella A. Glass 
Co., 609 Jewelers Building, has finally paid 
, bet of two hats, wagered a year ago on 
he title of a mystery song, to Dick Moore 
af the Edmund W. Kirby Co., 304 Jewelers 
Bldg. James Murphy, shipper with the 
Kirby firm, graduated recently from Mis- 
ion High School with high mathematical 
honors, and a scholarship to Stonehill 
College, Northeastern University, where 
he plans to go in the fall. 

4 Fred J. Ritzer has been appointed dis- 
trict manager for New England for the 
Sessions Clock Co. 

4D. C. Percival & Co., 2nd floor, Jewelers 
Building, has enlarged its Diamond De- 
partment, giving more display area with 
new showcases. Lawrence Percival, trea- 
surer, attended the National Wholesale 
Jewelers Convention in Chicago. 

4 Two new salesmen for Bulova Watch 
Co. have been assigned to the New En- 
gland territory—Herbert R. Kane covering 
Connecticut and Massachusetts: Vince 
Musac, covering Maine, Vermont, and New 
Hampshire. 

q Hagop Bechakjian, who came to the 
United States six months ago from Damas- 
cus, Syria, has set up shop with the 
Nazarian Brothers, 815-815A Washington 
Building, and is designing exclusive plati- 
num jewelry. Just before leaving Syria, 
Mr. Bechakjian created a $45,000 diamond 
and platinum tiara. 

q Arthur S. Kelley, treasurer of Norling 
& Bloom, 809 Washington Building, and 
Mrs. Kelley, have been on a trout fishing 
trip to Colebrook, N. H., and Tim Pond, 
Maine, but up to press time no reports 
had been received. 

q Arthur Melnick, 516 Washington Build- 
ing, has been on the road and doing busi- 
ness from a home address mornings, open- 
ing his place at noon each day. 

q A new “electric eye” has been installed 
at the entrance of the M. S. Page Co., 
308 Jewelers Building. 

q Robert Hammerquist, son of Forrest 
Hammerquist, 508 Washington Bldg., grad- 
uated from the Rhode Island School of 
Design, Providence, with a bachelor of 
fine arts degree on June 12. He had been 
formerly associated with his father in the 
Washington Building. 

( Eugene Sanger of Sanger & Co., 509-11 
Washington Building, is back from Phila- 
delphia, all smiles, and relating the thrills 
of a three-week, 4,200-mile trip he took 
with his daughter and son-in-law, “down 
the coast to Miami, across to Sarasota. 
Tallahassee, Alabama, Mississippi, New 
Orleans, Tennessee, the Great Smokies, 
the Blue Ridge Mountains and Gettys- 
burg”’—just to name a few of the high- 
lights. 

( Four young men from shipping and 
sales divisions of the Mendelsohn & Terban 
quarters, 4th floor, Washington Building— 
Larry Wernick, Mel Jellson, Fred Black, 
and Burt Edwards—were scheduled to be 
with either the National Guard or Coast 
Guard at summer maneuver camps during 


the week of July 10. 
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q Joseph H. Martin, vice-president of 
Reed & Barton Corp., Taunton, Mass., 
and with the firm for 50 years, has been 
named to the board of directors. 

q Bert Stranger, Jr., of the Herbert W. 
Stranger Co., 305-6 Washington building, 
recently purchased a 21-foot sailboat, com- 
plete with outboard motor, and appropri- 
ately enough named “The Gem,” and has 
it at anchor for use in Provincetown Har- 


bor, Cape Cod, where his family is spend- | 


ing the summer. “Bill” Berigan, formerly 
with U. S. Time Co., has joined the 
Stranger firm, representing it in western 
Massachusetts, New York State, and Con- 
necticut. 

q Emery Soule, of Backus & Soule, Or- 


leans, Mass., has remodeled the store. 


During a little vacation trip, Emery hung | 
up a homemade sign in the store window | 


—“Gone-a-fishin’ ” 


and left the fine fishing | 


grounds of Cape Cod to head for the | 


lakes of Maine. 

q Whitney & Gordon, jewelers of Hing- 
ham, Mass., have opened a new store a 
few doors away from their former quarters. 
q James & Mitchell, 801 Province bBuild- 


ing, are in the process of expanding their | 


quarters to include Rooms 802 and 803, 
formerly occupied by S. L. Baumstein and 
Ellis J. Freedman & Sons. Mrs. Quinn, sec- 
retary and bookkeeper, has returned from 
her honeymoon trip. 


q Mrs. Anne Hifle, of the L. S. 


Glidden 


Co., 608 Washington Bidg., has gone to | 


Scotland, England, and Ireland, her first 
visit there in 19 years, and will remain 
until September. 


q The softball team organized and spon- | 
sored by the Knight Jewelry Co., 711-712 | 


Province Build'ng, has won all the games 
played so far in the West End Soft-Ball 
League. The team is managed by William 
Portman, captained by John Clifford, and 
has Rosie Crane as its mascot—all with 
the Knight company. The team, inci- 


dentally, is accepting all challenges, both | 


from jewelers’ teams and others. 

q When it comes to school athletes, A. 
Datz & Co., 427-430 Province Building, 
boasts of Jim Edwards, manager of a 
Little League ball team; Burton Garr, 
former football star on the Malden High 
School team; Barbara Korites, manager, 
and Barbara Larkin, co-captain of the soft- 


ball team of St. Mary’s High School, 
Brookline, Mass. 
q Forest Davidson, president of the 


Thomas Long Co., has had his arm in a 
sling for several weeks with an _ attack 
of bursitis. Miss Ella H. Mellen, book- 
keeper, fell on June 7 and dislocated her 
left shoulder, necessitating her absence 
from her desk for several weeks. 

q Kusti Lahde, 50 Belmont St., Worcester, 
has been convalescing from a recent ill- 
ness. 

q Henry Duvainey, of Stewart & Heney, 
jewelers, Clinton, Mass., was elected presi- 
dent of the Clinton Little League for the 
third year. 

q “Bob” Walker, of the Parker Pen Co., 
covering the Greater Boston territory, is 
recuperating at the Melrose, Mass., Hos- 
pital from a ruptured disc. 
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Men will 
go for this 
new number !* 










Watch for the 
GEMEX 


MAINLINE 


in August 


i/\ 


*A sure way to 
profits and sales! 
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STERLING KEY CHAIN 


One of a new series for Rhodium 


presentation purposes — Key on 
Chain with round, oval and Finish 
square discs, beautifully hand No. 16/16 
engine turned; also 1/20th 3 00 
12 K.g.f., from $4.00 Key- 7 
stone. Ask for Charm Cata- 

log “*K” Keystone 


CHARM CRAFT CORP. 
198 Broadway New York 38, N. Y. 














EES GOLD 
: : and 


SILVER 
i PLATING 


Silverware Repaired 
Equal to NEW 





( Before) 


( After ) 
Removing of Engravings 


Wm. Hertel & Co., Inc. 


Silversmiths & Flaters 


17 W. 45th S*. 
New York 36, N. Y. 
“36 years at the same 

address” 














the Niash 
“CUFFMASTER,” 


TRADE MARK 


the Anest 
cuff link 
back ever 
made 
for the 
Jewelry 
Trade 





Patented Design (55,535 
Patented Construction 2, 472,958. 
infringers will be prosecuted. 
Available in gold, silver, gold filled, brass 
and other metals. 
Send for price list. 
NIASH REFINING CO. 


116 Nassau St., New York 38 
COrtlandt 7-4496 
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peo al WATCHMAKING 
REPAIRING - ENGRAYING 
Day or Evening 
PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 


Write Dept.*’K"' Ill'd Catalog 
Baldwin 9-1376 Est. 1894 
Arthur T. Johnson, Principal 


Eve. School 
in Watchmaking 
Bept. 22-May 33 
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q Morris Klein, owner of Klein’s Jewelry 
Store, 515 Kaighn Ave., Camden, N. J., 
finds direct mail advert:sing the most ad- 
vantageous at the present time. He is 
using literature supplied by manufacturers 
and currently finds items in the two-dollar 
to five-dollar category the most profitable 
to advertise. His latest mailings are em- 
phasizing the store’s 40th anniversary cele- 
bration. 

q Alfred Bartwink, optician at the Lean 
& Jones Jewelry Store, 6 N. 13th St., Phila- 
delphia, returned recently from a _ three- 
week vacation in Florida. 

<q Neid’s Jewelers, 1305B Market St., is 
the scene of another clever tie-in between 
point-of-sale material and printed advert's- 
ing matter. Neid’s ads in local newspapers 
are called to the attention of pedestrians 
passing the store through proofs pasted on 
the window. This summer specialty items, 
such as a set of six, matched, magnetized 
screwdrivers, and a _ novelty eight-piece 
glass wne set are being featured. 

q Six spot announcements a day for five 
days over radio station WCAM announced 
the very successful “box party” recently 
conducted by bo Mont Jewelers at 616 
Federal St., Camden, N. J. A diamond 
ring, two ladies’ watches, two men’s 
watches, various items of silverware, combs 
and miscellaneous other items, attractively 
boxed and wrapped, filled an entire small 
window for two days. Each box sold for 
one dollar. The customer selected a box 
without knowing what it contained. 

q.S. K'nd & Sons, 1342 Chestnut St., Phila- 
delphia, have opened a new department 
called “Gifts and Gadgets.” Here, mer- 
chandise is assembled from various parts 
of the store which make suitable gift items. 
The firm has taken care to assure a selec- 
tion of novelty goods selling for as low 
as one dollar. 

q Harvey-Roberts of 5611 Chester Ave., 
Philadelphia, have filled an order for a 
plaque which they and many others have 
long wanted to see presented—a plaque for 
“an ordinary man” with a beautiful tribute 
to his many glorious qualities. 

€ Smith’s new store at 66 Easton Pike in 
Willow Grove officially opened June 22. 
This aristocratic new store is in the Willow 
Grove Shopping Center. Current plans 
call for Smith’s, like other merchants in 
this center, to remain open. Monday and 
Friday even‘ngs. Smith’s Philadelphia 
store is located at 1046 N. 2nd St. 

q Jewelers in greater northeast Philadel- 
phia and nearby suburbs are discussing the 
results of a recent shopping survey in 
Levittown which indicated that customers 
prefer Monday night openings rather than 
the Thursday night openings which have 
been trad‘tional around many _neighbor- 
hood shopping centers in the Philadelphia 
area for 20 years. These same shoppers 
want Friday night openings to continue. 
It seems the timing may soon shift from 
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openings on week-end evenings to Monday 
and Thursday n‘ght openings. Some mer. 
chants have already made the change. 

q A model of an antique automobile loaned 
by, paradoxically, a furniture retailer se 
the theme for that popular watch-trade.in 
window which attracted so much attention 
at the store of Fred J. Cooper, Inc., 10Q9 
S. 13th St. A watch of equally antique 
vintage was placed beside the ancient auto 
and a sleek, modern watch beside the old 
one. Copy on placards in the window 
read: “You wouldn't travel in a car this 
out of date so why wear a watch th’s out 
of date?” 

q J. E. Caldwell & Co. is using an attrac. 
tive method of presenting price and copy 
which any jeweler might adapt. On fine 
stationery—some note size, some letter size 
—the store artist has written “for her 
graduation” and other short-sentence mes- 
sages and prices. The sheet of paper on 
which the message is written leans on the 
merchandise but the box from wh‘ch it 
has been taken also sits beside it. Both 
giftwares and the stationery are thus shown 
in a related, uncluttered display. 

q Expanded advertising policies are re. 
flected in several new appearances in the 
“Retail Jewelers” section of the classified 
telephone directory ‘issued recently for 
Delaware County, Pa. David Hillerson of 
700 Sansom St. in Philadelphia and Ed- 
ward J. Kelly of 30 E. Lancaster Ave. in 
Ardmore are bidding for business in out- 
lying territory with a listing here for the 
first time. Charles E. Flinchbaugh of 21 
W. Winona Ave. and Gordon’s of 403 
Market St. in Chester, Pa., have increased 
their space from a heavy black type listing 
to a one-inch, single column ad. Gerlach’s 
of 6915 Market St., Upper Darby, main- 
tain their usual ad. 


—_—_—. 


Record Attendance Expected 
At Western Jewelry Show 


A record number of buyers are expected 
to attend the sixth Western Jewelry and 
Silverware Show, according to George 
Pascoe, show manager. The event is spon- 
sored by the California Retail Jewelers 
Association and managed by Los Angeles 
Trade Fair, a subsidiary of the Los An 
geles Chamber of Commerce. 

The four-day market, due to open at 
the Biltmore Hotel in Los Angeles on Au- 
gust 15, is said to have shown substantial 
growth and development in the past two 
years. It was stated that the show recorded 
a 16 per cent increase in 1953 attendance 
over 1952 with a total of 1053 registered 
buyers. 

This growth in buyer attendance has 
manufacturers and wholesalers respond- 
ing in great numbers, according to Walter 
Dorrer, Higbee & Dorrer, show committee 
chairman. He added that exhibitor reser 
vations are at an all-time high. 
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aJA of Western Pennsylvania 
Holds Conclave in Pittsburgh 


The promotion of credit services and the 
addition of new non-jewelry merchandise 
were underscored by several speakers at 
the seventh annual all-day conclave of the 
Retail Jewelers Association of Western 
Pennsylvania. Approximately 300 jewelers 
attended the meeting which was held June 
9 at the William Penn Hotel in Pitts- 
burgh. 

One of the first speakers to address the 
conclave was Joseph H. Frier, Jr. (Gold- 
man & Frier), counsel for the Jewelers 
Board of Trade. He warned his audience 
that harsh collection methods may lose 
customers, and urged convivial meetings 
between various credit men in individual 
localities to readily sift “skips” and re- 
solve other credit problems. 

Next speaker on the program was Sey- 
mour Greenberg, president of the National 
Jewelers Association, who saw promotion 
of credit services as an aid aga‘nst dis- 
count house inroads and poor traffic in 
jewelry stores. 

Jewelry retailers must “sell credit as a 
service, not a commodity,” Mr. Greenberg 
declared. “We must explore new fields,” 
he added. “If we can’t hold customers with 
merchandise we usually carry, then give 
them merchandise that will bring them 
in.” 

Among other speakers who addressed 
the conclave was Maurice M. Goldberger, 
president of Gramercy Advertising Co., 
New York, who pointed out that much 
of the expensive sales promotion material 
supplied by manufacturers is wasted be- 
cause older jewelers have forgotten the 
magic formula of selling goods—the art of 
personal salesmanship— while younger 
salesmen never really learned it. 











Pittsburgh News 





q The Pittsburgh transit strike does not 
appear to have seriously affected jewelers 
who can provide quality merchandise that 
will draw patrons. Business has benefitted 
somewhat by the action of city officials 
which permits shoppers to park in “no 
parking” areas while the strike is in 
progress, 

4 Among jewelry firms who have been 
conducting intensive watch promotions are 
John J. Bruno Co., 673 Washington Road, 
Mt. Lebanen; Mur Jewelry Co., 810 Wood 
St. Wilkinsburg, Pa., and B. Harton Jewel- 


~ 034 Chartiers Ave., McKee’s Rocks, 
a, 





Watchmakers Name Robbins 


| George B. Robbins of Binghamton was 
installed as president of the Southern Tier 
Watchmakers Association at a recent meet- 
ing in Binghamton, N. Y. 

Other new. officers installed are: Vice 
President, Edwin A. Tomassi; Treasurer, 


Dante Tomassi; and Secretary, Dwight N. 
Robbins, Sr. 


FOR JULY, 1954 


Members plan to hold a September pic- 
nic with members of the group’s auxiliary. 





Lomax Elected Mayor 
Of Easton, Maryland 


Calvin G. Lomax was elected to the post 
of Mayor of Easton, Md., by the voters of 
that city on May 3. This was his first at- 
tempt at public office, which he won by 


defeating the incumbent. 


Mr. Lomax, age 43, has been in the jew- 
elry business in Easton since 1927 when 
he became associated with the late Ernest 


D. Sturmer. 


CALVIN G. 
LOMAX 


New Mayor of 
Easton, Md. 


Mr. Lomax has been quite active in the 
civic affairs of Easton including 15 years 
as a member of the Board of Trustees of 
the Fire Dept. as well as four and a half 
years as president of that organization. He 
is immediate past president of the Eastern 
Shore Shrine Club, and past president of 
the Easton Business Men’s Association. 
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If you are a better store with 
a clientele that appreciates 
finer things... then you will 
be interested to learn more 
about our unusual 








WITH NO INVESTMENT 


Here’s your chance to get New 
Business from old customers and 
New Customers for your store. 


Here’s how! Write to us for our 
complete plan. We will show how 
to get orders for Genuine Steel En- 
graved Wedding Invitations and 
Social Stationery. Our work is super- 
fine quality, exclusively. No finer 
in the field. 

Be the first in your City. . . write at 
once for complete plan. 


will HOKER & €0. 


414 N. Twelfth Bivd. « St. Louis 1, Mo. 
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*Available to Leading Jewelers who have 
the franchise for outstanding silver patterns. 
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GROWING 





Bring more customers... 








GROWN 


GROW-A-DIAMOND 
NECKLACES 


For New Business, More Profits 


more profit dollars to your store . . . by being first to 
introduce GROW-A-DIAMOND NECKLACES. Available now for first time after 


being successfully introduced in 
our own retail store. 


See JOSEPH LAMPL space 3 
at the NEW YORK SHOW or 
write for complete details. 


HALTOM’S 


MANUFACTURING DIVISION 
603 EAST BELKNAP 


FORT WORTH, TEXAS 
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Sterling 
Hatware 


Inactive and Obsolete 





We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large — active, 
inactive, or obsolete, new or 
used. 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


JULIUS GOODMAN & SON 


Memphis Jewelers Since 1862 


77 MADISON AVENUE 
MEMPHIS, TENNESSEE 














ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





_Stlverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, ony kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Piatinum—flled 
and plated scrap. No py mene teo large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 
References: Whitrey National Bank, Morgan 
Branch, New Orieans, La.; National Jewelers 
Boord of Trade; Dun and Bradstreet. 


ANTIN’'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 














WANT TO SELL ? 


GET DOLLAR 
FOR DOLLAR 


— for 


A Reputable Store 


doing a Cash Business 
for many years! 


Ok |ONEL =. ANG 


2745 Reservoir Ave. 
New York 63, N.Y. 
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q The recently enlarged Ferrell Jewelry 
Store at 228 Main St., Jacksonville, Fla., 
held its formal opening June 11-12. The 
opening of the new store provides the firm 
with one of the largest and most modern 
jewelry, gift and appliance stores in the 
South. By the addition of a larger site 
immediately adjoining the location on 
Main St., the firm’s floor area has been 
expanded by more than 50 per cent. 

q William E. Thunberg, jeweler of Front 
Royal, Va., is the new president of the 
Front Royal and Warren County Chamber 
of Commerce. 

q Myron Everts, of Dallas, has been ap- 
pointed to the legislative committee of the 
Texas Retail Jewelers Association for 1954. 
Everts, a member of Arthur A. Everts 
Co., is a past president of the organization 
and is a member of the board of directors. 





Baltimore-Washington News 


q Oscar Caplan & Sons, presently located 
at 207 W. Saratoga St., Baltimore, are 
completing plans for a move to new and 
larger quarters at 231 N. Howard St. The 
new location is being renovated and occu- 
pancy by the Caplan firm is expected 
shortly. 

q Leon Gary of Gary Jewelers, 5112 
Liberty Heights Ave., Baltimore, attended 
graduation exercises at Yale University 
where his brother received a Ph.D. de- 
gree. 

q Mrs. G. Bardack plans to open a new 
store in the Forest Park section of Balti- 
more at 3217 Garrison Blvd. The store 
will specialize in watches, diamonds, 





Wynne Elected President 
Of Georgia RJA 


Dozier Wynne, Wynnes Jewelers, Griffin, 
Ga., has been elected president of the 
Georgia Retail Jewelers Association. He 
replaces James M. Rudder, Claude S. Ben- 
nett, Inc., Atlanta, who becomes a director 
in the state organization, and who is also 
regional vice-president of the ANRJA. 


DOZIER WYNNE 


President 
Georgia RJA 





The three vice-presidents elected are: 
Alexander Bush, Athens; Jack Levy, Sa- 
vannah; and George Wheeles, Thomaston. 
Tom Wilson, Douglas, was elected secre- 
tary-treasurer. 

Arnold Schiffman, ANRJA president, 
addressed the meeting. 





THE SOUTH 


jewelry, antiques and fine china and other 
items of art. The establishment will oper. 
ate under the trade name of “Goldie 
Eagle.” 

q Mr. and Mrs. Edgar N. Brooks of Brooks 
Jewelers, 4601 Leeds Ave., Arbutus, Md., 
reported that their son, Edgar, Jr., was 
married June 27 to Miss Fay Van Riper 
of Rockville, Md., at Rockville Methodist 
Church. The couple will reside in Aber. 
deen, Md. 

q Irving Shegal, who was formerly asgo. 
ciated with the C. J. Doederlein Co., js 
now located in the Professional Building 
at 330 N. Charles St., Baltimore. 

q Donald Wolpe of Julius H. Wolpe & 
Co., 7316 Baltimore Ave., College Park, 
Md., attended a district convention of the 
Lions Club at the Haddon Hotel in Atlan. 
tic City from May 27 thru 29. Mr. Wolpe, 
who represented College Park, was re. 
cently elected president of the unit in his 
locality. 

q The Jewelers Association of Baltimore 
sponsored one in a series of meetings for 
the local jewelry industry at the Emerson 
Hotel on June 1. Stanley E. Blumberg, 
vice-president of the Joseph Katz Adver- 
tising Agency, spoke on the topic “Adver- 
tising—the Human Thing to Do.” Th’s 
was followed by a question and answer 
period in which many members partici- 
pated. A color and sound film depicting 
the world famous “Port of Baltimore” 
proved of great interest. Refreshments 
were served. 

q David R. Lakein, president of the Mary- 
land-Delaware-District of Columb‘a Jewel- 
ers Association, announced that plans were 
in the making for a general meeting of 
the organization early in October at Balti- 
more. He also announced that Edward 
Kibler has been named chairman of the 
association’s membership committee. 

q Irving Roll has re-opened at his former 
location at 3124 W. North Ave., Baltimore. 
A branch store is maintained in Randalls- 
town, Md., and is managed by his son, 
Stanley. 

q Mr. and Mrs. Raymond B. Kibler of 
Kibler’s Jewelers, 3222 Greenmount Ave., 
Baltimore, celebrated their 50th wedding 
anniversary on June 8. 

4 The D. C. Business Practices Council 
held an open meeting on May 25 at which 
time the Hon. John A. McGuire and 
Maurice Mermey, director of the Bureau 
of Education on Fair Trade, were the 
principal speakers in a discussion on fair 
trade. The group met at the Sheraton 
Park Hotel. 


———- 














ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ® 


5 HOPKINS PLACE, BALTIVORE, MD. 
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Goldstein & Son, Mobile, 
Celebrate 75th Anniversary 


Julius Goldstein and Son, Inc., recently 
initiated the “Diamond Jubilee” celebration 
of its 75th anniversary on March 16, a 
date which Mendel P. Goldstein, president 
of the firm, chose because it is the 75th 
day of the year. The first public event of 
the celebration was an open house, held 
frst as an evening affair for members of 
the Mobile Chamber of Commerce and 
their families. Then account customers 
were invited by letter to attend, and pub- 
lic announcements invited the general pub- 
lic to attend the next day, during which no 
business was conducted. 





Anniversary features in the store were 
the “Diamond and Dolls” exhibit of Mary 
E. Lewis, N. Y., replicas of world famous 
diamonds from the JIC, and a display of 
uncut and cut diamonds and photographs 
showing the various steps in diamond cut- 
ting. Shown in the picture are, left to 
right, Mr. Goldstein, Mary E. Lewis and 
Jack L. Kaufman, store manager. 

A piece of birthday cake was given to 
every visitor, and every 75th visitor re- 
ceived a table cigarette lighter. The “75” 
theme is also being carried out in a 
year long promotion, where anniversary 
merchandise will be priced so that the last 
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Miss America to Participate 
In Southern Jewelry Show 


Miss Evelyn Margaret Ay of Lancaster, 
Pa., better known as Miss Amer‘ca 1954, 
will make several personal appearances at 
the forthcoming Southern Jewelry Show 
to be held at the Dinkler-Plaza in Atlanta. 
The four-day event will be held July 18 
to 22 during which time leading manu- 
facturers and distributors of silverware, 
diamonds, china, crystal, glass and appli- 
ances will show their fall and Chr‘stmas 
merchandise. 


_The show will be opened officially on 
July 18 by Miss America when she pre- 
sides at ribbon-cutting ceremonies. On 
July 19 she will preside at a fashion show 
luncheon for jewelers’ wives at which the 
newest fall styles will be previewed. 


Miss America will again officiate at a 
buffet dinner-dance on July 20 when she 
will pick the lucky ducat for an all-ex- 
pense-paid vacation trip for two. Each 
lady at the dance will be given a lovely 
souvenir and top Broadway talent will par- 
ticipate in the program of entertainment. 


FOR JULY, 1954 











two numerals and, if possible, the last four 
will be a “75.” 





New Exhibitors Reserve Space 
At New Orleans Gift Show 


Manufacturers and their representatives 
covering the South-Central States, recogniz- 
ing the fact that trade shows are an im- 
portant factor in modern day merchandis- 
ing, are said to be looking forward with 
much enthusiasm to the forthcoming New 
Orleans Gift Show. The three-day event 
will be held August 8 through 11 at the 
Roosevelt Hotel. 

Helen Brett, trade show manager, stated 
that many new exhibitors will participate 
at the August show. She added that the 
many diversified lines to be exhibited will, 
as in past shows, attract buyers from all 
over the world. 
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Industrial Diamond Ass'n 
Names Meinhardt President 


New projects in the interests of Amer- 
ican industry were discussed at the ninth 
annual convention of the Industrial Dia- 
mond Association of America which was 
held May 25-28 at the Hotel Claridge, 
Atlantic City, N. J. 

The world premiere of a motion picture 
by Super-Cut, Inc., of Chicago, was ex- 
hibited to IDA members and to the press. 
It covered South Africa’s diamond mines 
and mining operations, the diamond tools 
made from the diamonds, and their appli- 
cations in industry. 

Elected as association officers for the 
ensuing year were: President, Walter J. 
Meinhardt, Meinhardt Diamond Tool Co., 
Chicago; First Vice President, Piet Smit, 
J. K. Smith & Sons, Inc., Murray Hill, 
N. J.; Second Vice President, Jan Taey- 
aerts, Precision Diamond Tool Co., Elgin, 
Ill., and Secretary-Treasurer (Executive 
Manager), Athos D. Leveridge. 


In appreciation of her interest in the 
jewelry industry, Miss America will be 
presented with a number of fine gifts when 
she shares head table honors at a banquet 
with the Mayor of Atlanta, who has ac- 
cepted an invitation to attend. 
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Miss America 1954 and Phil Wolf, Speidel's 
Southern representative, are shown here at 
the Gotham Hotel in New York making final 
arrangements for her appearance at the 
Southern Jewelry Show in Atlanta. Mr. Wolf 
is vice president of the Southern Jewelry 
Travelers Association, sponsors of the At- 
lanta show. 











AN AUCTION 


SERVICE FOR 
JEWELERS 
WHO CARE 


Complimentary press notice after 
press notice establishes our supremacy 
in attracting crowds and pleasing the 
public, just as letter after letter in 
our files from jewelers in all parts 
of the U. S., setting forth our actual 
cash results for them, proves our 
leadership in raising large sums of 
cash quickly. 


THERE IS NO HURT FROM 
A FAUSSETT AUCTION 


THOMAS J. FAUSSETT 





Oz 


America’s Foremost Jewelry Auctioneer 


For the jeweler who wishes to sell 
out, we can tell as close 1s humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf. 


AUCTIONEERS 


The Faussett-Swann auction serv- 
ice for 1954 embraces one of the 
strongest and most reliable com- 
bination of auction talent brought 
together during the past quarter 
of a century. 


A FEW OF THE MANY REFER- 
ENC”’S EARNED FOR US DUR- 
IN ef™@ YEAR OF 1953. 


Mr. ttarold P. Sutton, Executor, Mc- 
Cook, Neb., store Est. 1888: Mr. L. W. 
Terry (Bell Jewelers Est. 1884), 
Kalamazoo, Michigan. $200,000 Re- 
moval Sale for Middletons’ Jewelers, 
Fort Lauderdale. Mr. Earl Middleton 
was four times President of Florida 
Retail Jewelers Association. 

HISTORY OF AUCTION SALES THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MiL- 
LION IN ACTUAL CASH RESULTS FOR 24 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, MO., 
1932-3 FOUND IN OUR BOOKLET. 
“Honor,” said a great author, “is like 
a precious stone, the price of which 
is lessened by a single flaw.” 
Kindly write or wire rather than 
phone. 


THOMAS J. FAUSSETT 


521 Heming Street 
HOWELL MICHIGAN 
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BE SURE!! 
order the new community 


SOUTH SEAS 


= 
Elbogen 


Company 


99 E. WASHINGTON ST., CHICAGO 2 














—GOLD 
—SILVER 


* 30 
ae — RHODIUM 


> 
@ SILVERWARE 
| Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
| 10 South Wabash Avenue Chicage 2, lilisels 
This is Our Only Location 











WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


| MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropoliten Bidg., Detreit 26, Mich. 























The only timing machine that 
dares say compare 


' LET US PROVE! 
THE SUPERIORITY OF THE 
PAULSON 


TIME-O-GRAF 


MAIL THIS COUPON TODAY 


HENRY PAULSON and COMPANY 
13) Se. WABASH AVE - CHICAGO 3, ML 


Please send me full iniormation covering the Jewelers 
Biggest Business Builder. the Paulson Time-O-Grat 


mAMy 
ADORESS 
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q Members of the Golden Roosters and 
their guests flocked to the grounds of 
Sportsman’s Country Club in the north- 
west suburb of Chicago on June 24 to 
make this year’s outing a memorable full 
day and evening affair. More than 125 
persons participated in the event which 
was Climaxed by the initiation of four new 
members: William Pierpont, Jr., Hamil- 
ton Watch Co.; Robert O’Connell, J. Mil- 
hening, Inc.; Robert Graya, Jacoby-Bender, 
Inc., and Irving J. Miller, Comet Ring 
Mfg. Co. 

q Arrangements have been completed for 
what is expected to be one of the most 
successful outings sponsored by the Chi- 
cago Jewelers’ Association on July 20. 
Activities are planned for every hour of 
the day and well into the evening. More 
than 50 prizes and outstanding souvenirs 
for the guests have been assembled, with 
a total valuation of over $2500. The affair 
will be held at the Elmhurst Country Club. 
q Emil Braude & Sons, 538 S. Wabash 
Ave., are busy remodelling their display 
room and increasing the size of their stock- 
room. With the completion of their task 
they expect to be able to handle more 
lines and increased quantities of merchan- 
dise with greater efficiency. 

q Edwin Kubica, salesman for Don Juan 
Watch Bands, has announced his forth- 
coming marriage on July 11 to Miss 
Madeline White of Chicago. The couple is 
planning a short honeymoon immediately 
after the ceremony, but refuse to reveal 
their destination. 

q Ann Wade, employed by the National 
Railway Time Service Co., a subsidiary 
of Stein & Ellbogen Co., was married to 
Anthony Traina on June 19 in a church 
ceremony. 

q Stein & Elibogen’s Wisconsin and Illi- 
nois sales representative, Harry Wish, and 
Mrs. Wish, are visiting their son, Henry, 
in Florida. 

q Mr. and Mrs. Rudy Samuels (Stein & 
Ellbogen Co.) are spending a week at 
Elkhart Lake, Wis. The choice of this 
spot for their brief vacation, Rudy ex- 
plained, was dictated by the wonderful 
time they had there last year. They en- 
joyed their previous vacation there so much 
and relaxed so completely, they decided 
to renew the experience this year. 

q Mr. and Mrs. G. H. Matson, Matson’s, 
Inc., 55 E. Washington St., have returned 
from a recent three-week tour through the 
New England States. They spent some time 
with their son, Howard, at Fort Monmouth, 
just prior to his embarkation for Japan 
on June 10. 

q James H. Napier Co., 36 S. State St., 
is celebrating its 80th anniversary this 
year with plans for a more extensive line 
than ever before. The company reports a 
44 per cent increase in business over the 
past year, and gives considerable credit 
for the increase to its spot announcements 
on television. All the Napier salesmen are 
back from their vacations and are looking 








CHICAGO 


forward to a big fall business. From their 
observations the men are unanimous jp 
reporting that customers are doing more 
trading up and are demanding better qual- 
ity merchandise. 

q Congratulations and best wishes are also 
in order for Bob Parks, midwestern rep- 
resentative for Catamore Jewelry Co. and 
Gorman Mfg. Co. Bob entered the ranks 
of benedicts on July 3, marrying Joanne 
MacMilan of Indianapolis, Ind. The 
couple is honeymooning in Florida. 

q Will Sider, manager of Carter’s Jewel- 
ers, 9 W. Madison St., and his family, 
recently moved into their new home ip 
Skokie, north of Chicago. When speaking 
of their new suburban home they really 
become enthusiastic, and declare it’s the 
only way to live, far from the frantie 
hustle and dingy dirt of the city. 





Imposition of New Excise 
Payments Form Is Delayed 


Internal Revenue Service officials will 
delay putting into effect the controversial 
new Form 720 for reporting excise tax pay- 
ments until a compromise acceptable to 
business and industry is worked out. 

The outlook late in June was that rep- ‘ 
resentatives of retailing and manufacturing 
were successful in delaying imposition of 
the unpopular new form. The form would 
require all business to report excise tax 
payments on lengthy and detailed forms, 
causing most retailers to materially alter 
present bookkeeping methods. 





Price Cutters Called 
Threat to Advertising 


Discount houses are creating a threat to 
local-level newspaper advertising, accord- 
ing to Jack Asthalter, merchandise man- 
ager of the W. A. Sheaffer Pen Co., Fort 
Madison, Iowa. He told retailers attending 
the pen company’s spring merchandising 
clinic that discounters, most of whom don’t 
advertise, are trading on brand promotion 
of legitimate merchants to the detriment of 
advertising media. 

Main street merchants, responsible for 
60 per cent of the national advertising ex- 
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SWARTCHILD SUCCEEDS ELLBOGEN AS CJA PRESIDE 




















Charles Ellbogen (third from left), retiring president of the Chicago Jewelers Association, 
turns over gavel with handclasp of congratulations to newly-elected president James H. 
Swartchild. Watching the proceedings are Francis V. Healy (left), secretary; Marshall Spies 
(second from left), treasurer, and Alvin Lauschke (right), vice president. The election of 


officers took place at the May 20 meeting of the CJA. 














penditure in 1953, are growing weary of 
serving as “show cases and ad agencies” 
for the bootleg retailer around the corner, 
Asthalter said. He added that some of 
them are already cutting down their ad- 
vertising of national brand products avail- 
able to discounters. 

“By stressing service and reliability in 
their (local) advertising, retailers can em- 
phasize what they offer and the discounters 
don’t,” Asthalter explained. “Perhaps the 
most effective means of using advertising 
in the tough competition with bootleg mer- 
chants is promotion of national brand prod- 
ucts not available to discounters.” 





North Dakota WJA Convention 
Divides State into Guilds 
The North Dakota Watchmakers and 


Jewelers Association held its annual con- 
vention and trade show at the Gardner Ho- 
tel, Fargo, N. D., April 25-26. Twelve 
leading wholesalers displayed their prod- 
ucts at the show. 

The Convention divided North Dakota 
into four sections called Guilds with a 
key man in each one, so as to effect closer 
cooperation among watchmakers and jewel- 
ers and better coverage of the state. 

A mass banquet was held, attended by 
about 125 watchmakers, jewelers and their 
wives. Special speakers were Corey Chase, 
vice-president, central region, ANRJA. 

The following officers were elected: pres- 
ident, Kenneth Helmers, Lisbon; vice- 
president, S. D. Kivley, Minot; secretary, 
Art DeGree, Williston: treasurer, A. O. 
Finney, Ellendale; directors: Roy Willey, 
Grand Forks; Melvin Olson, Wahpeton; 
and LeRoy Lindekugal, Steel, N. D. 


Date and place of the 1955 convention 
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33 N.WABASH AVE.CHICAGO 2, 
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was set as the last Sunday in April at 
Grand Forks, N. D. 


N. Y. State RJA Contributes 
$1000 to Tax Committee 


At the 45th annual convention of the 
New York State Retail Jewelers Associa- 
tion, members voted unanimously a $1000 
contribution to the Jewelry Industry Tax 
Committee to support its continued fight 
for complete excise tax relief. 





In a convention resolution, the associa- 
tion commended the Tax Committee for its 
“unselfish and inspiring effort on behalf of 
the industry” and pledged its wholehearted 
support to the Committee’s continuing ef- 
fort. 

The association’s convention was held 
at the Mark Twain Hotel in Elmira May 
9-11 and attracted approximately 275 jew- 
elers, the largest number to attend a state 
confab in about 10 years. 





Moves from 
Chicago to 
Kansas City 


4 
JACK MONTGOMERY 


Sales Mgr., 
M. A. Mead & Co. 





Jack Montgomery, sales manager of 
M. A. Mead & Co., Chicago, moved last 
month to Kansas City, Mo., in order to 
personally manage the operations of Ed- 
wards & Co., Inc., a subsidiary of the 
Mead firm which was acquired in 1952. 

Mr. Montgomery is immediate past presi- 
dent of the National Wholesale Jewelers 
Association. He headed that organization 
for the past two years. 

At the home office of M. A. Mead & 
Co. in Chicago, Jack leaves his father, 
Major John T. Montgomery, president, and 
a brother, Mead Montgomery, treasurer. 
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CENTRAL WATCH CO. 
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SCHIRA BROS. 
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NYE OILS 
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Wm. F. Nye, Inc., New Bedford, Mass. 
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Our service is beyond 
compare 
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Write for Our 1954 Catalogue. 
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q Preliminary plans for the annual con- 
vention and show of the Ohio Retail 
Jewelers Association on September 5-7 in 
the Hotel Netherland Plaza were dis- 
cussed at a meeting here on June 15, 
attended by Howard Evans of Urbana, 
president, and Clarence Moses of Cleve- 
land, managing director of the state asso- 
ciation, with members of the convention 
committee of the Cincinnati Wholesale and 
Manufacturing Jewelers Association. The 
two state officers were guests the following 
day at the annual picnic of the local asso- 
ciation. 

q Several hundred members and _ guests 
enjoyed the picnic of the Cincinnati Whole- 
sale and Manufacturing Jewelers Associa- 
tion on June 15 at the Ryland Country 
Club in nearby Kentucky. Features were 
golf, a softball game and a steak dinner. 
The arrangements committee included 
Clarence Loeb, chairman; Wally Miller, 
Richard Heileman and George Gruen, Jr. 
q Arthur Hirschfield, one of this city’s 
most widely known jewelry executives, will 
retire July 1 as secretary of the D. Jacobs 
Sons Co., wholesalers at 325 E. Central 
Parkway. He has been with the firm 45 
years, and its secretary for 20 years. For 
more than 20 years, Mr. Hirschfield was 
secretary of the Cincinnati Wholesale and 
Manufacturing Jewelers Association, until 
his retirement two years ago. With his 
wife, he will move to Knoxville, Tenn., 
where a daughter resides. 

q Local wholesalers and manufacturers re- 
port a very satisfactory volume of Mother’s 
Day and graduation business through re- 
tail stores in this area. While it is antici- 
pated that business during the summer 
months will not be too active, early indi- 
cations point to a good volume following 
the vacation period. 

q Salesmen for numerous local wholesal- 
ers and manufacturers were scheduled to 
visit their offices during early July to ar- 
range their autumn and early winter lines 
prior to starting road trips. Salesmen for 
the Gerwe Brown Co., wholesalers at 817 
Main St., were to be in for a week, of 
sales conferences and social get-togethers. 
q All employees of A. G. Schwab & Sons, 
Inc., wholesalers at 229 E. Sixth St., en- 
joyed their vacations prior to July 1; Ros- 
felder Brothers & Co., manufacturers at 
413 Race St., were to be closed during 
the first week of July for employee vaca- 
tions, while Louis Flanagan and Al Kovac 
of the Flanagan-Kovac Co., wholesalers 
in the Enquirer Building, plan to vacation 
during July. 

q Among those who attended the conven- 
tion of the Watch Material Distributors of 
America on June 6 to 8 in Chicago were 
Walle Miller of the Miller Brothers Watch 
Strap Mfg. Co., 817 Main St., who was a 
program panelist; J. R. Cassidy, secretary- 
treasurer of the Cas-Ker Co., jewelers’ 
supplies, 229 E. Sixth St., and Eugene 
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Swigart, president; Charles Braun, gen- 
eral manager, and Harry Best, manager of 
the materials department, E. & J. Swigart 
Co., jewelers’ supplies, 34 W. Sixth St. 
q Attending the convention of the National 
Wholesale Jewelers Association in early 
June in Chicago were Cherrington L, 
Fisher of the Harry Greenwold Co., whole- 
salers, 31 E. Fourth St.; Julius Jacobs, 
Jr., of the D. Jacobs Sons Co., wholesalers, 
and Wally Miller of the Miller Brothers 
Watch Strap Mfg. Co. 

q William Ruttman, for more than three 
years a salesman for the Richter Jewelry 
Co., and more recently with E. Wagner 
& Son, Inc., will leave in early August for 
permanent residence in London, England, 
where he will become manager for R. 
Glick, Ltd., diamond merchants and manu- 
facturers. Mr. Ruttman was with the Air 
Force in London during World War I], 
where he met his wife, Sybil, a daughter 
of R. Glick. She and their son, Gene, will 
accompany Mr. Ruttman. 

q Recent business trips were made by 
Lawrence Miller of Rohs & Miller, manu- 
facturers at 534 Vine St., to New York 
City; John Schira, Jr., of Schira Brothers, 
manufacturers at 530 Walnut St., through 
the South; George W. Schwab, manufac- 
turer at 534 Vine St., in the Tri-State area; 
Ray G. Eibel, president of Klein Brothers 
Co., wholesalers at 626 Vine St., in South- 
ern territory for six weeks, and to the 
West in mid-June, and R. J. Frommeyer, 
treasurer of Klein Brothers, to New York 
and Providence, R. I. 

q Victor Hagen, for many years a widely- 
known local retail jewelry salesman, has 
informed friends here that he recently 
moved into his new home in Coral Gables, 
Fla. He now is associated with Carroll’s 
Jewelers in that city. 

q Edward F. Gott, an employee of the 
Frank Herschede Co., retailers, for more 
than 40 years, and in charge of clock re- 
pairs at the time of his retirement several 
years ago, died May 5. Survivors are two 
sons, a daughter and six grandchildren. 
4 Ed. Karg, credit manager for the Gerwe 
Brown Co., wholesalers, spent a three-week 
vacation at Daytona Beach, Fla. He was 
accompanied by his wife and father. 

q George W. Schwab, manufacturer, has 
been awarded the Certified Naomi Find- 
ings dealership for this area. 

q Maury Solomon of the D. Jacobs Sons 
Co., and his wife, will attend the summer 
social get-together of the Indiana Jewelers 
Association on July 4-6 at French Lick. 
Mr. and Mrs. Solomon have been attend- 
ing this annual outing for more than 20 
years. 

q Rohs & Miller, manufacturers, have 
added an engraving department. 

q Jerry G. Apke is the new representative 
in this area for Krementz & Co., Newark, 


N. J. 
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Meyers Tells California Group 
How to Promote Emblem Sales 


Several procedural innovations marked 
the June 8 meeting at the Elks Club of 
the Jewelers’ 24 Karat Club of Southern 
California. First on the agenda was a talk 
by Francis Meyers of J. A. Meyers & Son, 
manufacturers of emblem jewelry. This, 
according to program and meeting chair- 
man Percy Jones, was the first of a con- 
tinuing series of talks in which members 
would be asked to present background 
information on different phases of the 
jewelry business which might be generally 
helpful to other members of the group, 
especially in building retail sales. 

Mr. Meyers told the group that jewelers 
could realize a great potential in going 
after the business of the more than three- 
quarters of a million clubs which exist at 
the neighborhood or community level. 
Membership in such groups, he estimated, 
runs between 40 and 60, making these 
groups a prime source of both sales and 
store trafic for the jeweler who promotes 
this business properly. 

This emblem jewelry business is espe- 
cially inexpensive to promote, Mr. Meyers 
pointed out, because the advertising me- 
dia involved are largely school newspapers 
with extremely low rates. Once business has 
been instituted, it can be continued simply 
by sending twice yearly reminders to club 
secretaries that jewelry is available for new 
members. 

Guest speaker of the evening was Robert 
J. Bauer, manager of the Los Angeles Bet- 





ter Business Bureau. Mr. Bauer cautioned 
that merchandise rackets were more out of 
control in the Los Angeles area than in 
most larger cities. He suggested a program 
under which a committee representing 
local jewelers would cooperate in exposing 
and routing out abusive practices. 

Mr. Bauer also pointed out that reports 
from Better Business Bureau field person- 
nel had turned up two operating conditions 
by some retail jewelers which, although 
not considered unethical, were responsible 


for adverse public opinion on the jewelry | 


as a whole. These are (1) excessive use 
of wage garnishments and (2) pushing 
too hard for credit sales and an unwilling- 
ness to sell for cash. 

A panel of retail jewelers to discuss the 
discount problem also had been tentatively 
scheduled. However, since the June 8 
meeting started late due to California 
primaries, it was necessary to put this off 
until the next meeting. At coming meet- 
ings, panels will be formed to discuss a 
series of questions recommended by the 
National Jewelers Association. 


Fried Named Head of 24-K Club 


Maurice H. Fried was elected president 
of the 24 Karat Club of Western New 
York at a meeting in Hotel Lafayette, 
Buffalo. Other officers elected are: Ben 
Halpern, vice president; Arthur H. Hoyler, 
recording secretary, and Mrs. Laura H. 
O’Grady, treasurer. Leonard Priore is the 
organization’s corresponding secretary. 
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First prize of $300 in the Artcarved window display contest conducted by J. R. Wood & 
Sons, Inc., manufacturers of diamond and wedding rings, went to William L. LeRoy of LeRoy 
Jewelers, Scottsbluff, Nebr. Cash prizes of $200 to $10 were awarded to 24 runners-up. 


William L. LeRoy of LeRoy Jewelers, 
Scottsbluff, Nebr., was the winner of the 
$300 first prize in this year’s Artcarved 
window display contest. According to Louis 
Patrick, advertising manager of J. R. Wood 
& Sons, the competition drew a record 
number of entrants. Cash prizes of $200 
to $10 were awarded to 24 runners-up. 

Second prize of $200 was awarded to 
Henri Grusin, Henri’s Jewelry, Littleton, 
Colo.; third prize to Roberta Honde, Sears 
Jewelers, Independence, Kan.; fourth prize 
to Marjory Wiandt, Wiandt’s Jewelers, 
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Terre Haute, Ind., and fifth prize to Thelma 
Smith of Carr’s Jewelry, Portsmouth, Ohio. 

First prize winner LeRoy decorated his 
window with bride dolls against a back- 
drop depicting old New York at the time 
J. R. Wood & Sons was founded in 1850. 
Ribbons from each of the dolls led to 
case displays of Artcarved rings. 

Judges for the contest were: Richmond L. 
Chipman, Jr., designer for the Alsten Co., 
New York, and Max Falk of Falk & Kahn, 


New York advertising agency. 
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MARIAN YEAR aoe 
Shown W12Z, in Ster- . 
ling $7.50 


Marian Year figure 
earrings $3.00 


Marian figure pend- 
ant medals, $1.50 


Keystone prices. 





Send for new 8 page illustrated catalog 
of Weston sculptured religious jewelry. 


The BROTHERS Co. 


1707 Berkeley St. Santa Monica, Calif. 

















ZODIAC CLASSICS 


by Paul Klepa 





3-D effect, carved Crystals set in Sterling Silver. 
Charms, Earrings, Cufflinks. Write for complete 
price list. Jobbers invited. 

KLEPA ARTS 








- 0. Box 553, ys Sta. 
Los An eles 48, Calif. 
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EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
149 5th Ave., New Y 10, N.Y. 
AL. Soros 




















WEDGWOOD 


Borne China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 




















MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
AASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 





q Lyman Smith of the Civil Defense 
Speakers’ Bureau discussed the various 
aspects and problems of civil defense at 
the May 18 meeting of the Southern Calif- 
ornia Guild of the American Gem Society, 
at the Los Angeles Athletic Club. 

q Cliff Rettig, originally of Oakland, is 
now representing International Silver Co. 
in the Northern California small towns 
territory, according to H. D. Lockwood, 
Jr., West Coast manager for the firm. 

q Joe D. Petty of Atlanta, Ga., has moved 
to California. Roy Stern, branch manager 
of Swartchild & Co., Los Angeles, an- 
nounced Petty’s appointment recently to 
cover the territory north to Fresno and 
vicinity and south to Indio and vicinity 
for the firm. 


| @q Richard Romanelli, merchandising di- 


rector of Foote, Cone and Belding, rep- 
resenting the Watchmakers of Switzerland, 
was the guest speaker at the May meeting 
of the South-East District Retail Jewelers’ 
Association. Introduced by program chair- 
man Norman D. Luth, Romanelli spoke 
on the proposed tariff increase on im- 
ported Swiss watches of 17 jewels or 
under, mentioning the reactions of the 
many jewelers with whom he had dis- 
cussed this during his extensive tour of 
the western states. Norman D. Luth gave 
a report of the recent state convention in 


May. The meeting was presided over by 
_Clarence A. Dayton, president of the 


group. A representative from the Elgin 


| National Watch Co. was scheduled to ad- 
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| dress the June meeting. 


q The resignation June 1 of Frank Robin- 
son as executive secretary of the California 
Retail Jewelers Association was announced 
recently. His position has been filled by 
Robert Seamans. One of Mr. Seamans’ 
first duties was to oversee the moving of 
the California RJA headquarters to the 
Jewelers’ Building in San Francisco— 
scheduled for late in June. 

q “Free form” costume jewelry debuted 
for the trade this month with a showing 


_by Allan Adler, Hollywood jeweler. Adler, 


who has for years supplied special silver 
pieces to the trade in addition to operating 
his Sunset strip retail store, decided just 
prior to the introduction of the new line 
to make it, also, available to the trade. 
The jewelry features “free form” stones 
developed by lapidarist George Houston. 
This technique enables the jeweler to get 
a stone approximately one-third larger than 
with conventional cuts. It involves vary- 
ing numbers of long, narrow facets shaped 
to the stone itself rather than to a pre- 
arranged pattern. 

q Harry Huff, who for the past 40 years 
has been in the retail jewelry business at 
100 Glassell Ave. in Orange, moved into 
a new store at 114 Glassell. The store is 
completely new—with all new fixtures, etc. 
His son, Hal, is a partner in the business. 
q Ben Sherwood, president of Le Roy’s 
Jewelers & Silversmiths, Los Angeles, re- 











ported the purchase by his firm of the 
Silver’s Jewelry Store, 800 K St., Sacra. 
mento. Mr. Sherwood stated that the store 
would continue to do business on the high 
plane set by the previous owner, Mr 
Silvers, who organized the business a good 
many years ago and who passed away 
several years ago. The store will continye 
to be managed by Samuel Siskin. 

q Joseph Sherwood, who was connected 
with Le Roy’s Jewelers, Los Angeles, for 
17 years, has purchased the jewelry store 
at 7114 Eastern Ave., Bell Gardens. The 
store has been remodeled completely. 





Jeweler's Trophy Presentation 
Attracts Favorable Attention 


Garoid Raff of Raff Jewelry Co., 6338 
Pacific Blvd., Huntington Park, Calif., pre. 
sented a trophy as one of the awards to 
the local Huntington Park Community 
Fair Queen, who was Miss Elaine Durst 
of that city. Miss Durst won the “Fair 
Queen” title by a very large majority, and 
the trophy won a lot of favorable atten. 
tion for the jewelry firm. 

The Fair is sponsored annually by the 
Huntington Park Junior Chamber of Com. 
merce and is one of the city’s most popular 
affairs. Huntington Park merchants have 
a “big top” at the Salt Lake Park where 
the Fair is held each spring, in which 
they all display their wares. Many prizes, 
including an automobile, are given away 
to lucky winners. 





More Exhibit Space Leased 
For Northwest Gift Show 


Plans have been completed for the North- 
west Gift, Art and Housewares Show which 
will be held August 29 through September 
1 at the Radisson Hotel in Minneapolis. 

It was stated that an additional aisle of 
rooms has been made available to satisfy 
requests from manufacturers and importers 
who have requested exhibit space at the 
show. One-hundred and fifty rooms have 
been leased to accommodate exhibits. 


———————, 





<7 ARABIA CHINA 
Set Compositions 
and Open Stock. 
Ceramic , Artware 


<> N NOTSJOE CRYSTAL 


Stemware, Tumblers and Artware 
illustrated literature available 


WAERTSILA CORPORATION 225 SthAve.,N.Y.10 


HALLCRAFT 
Americas Gastest Seti 


Dinneware 
— Illustrated Literature Available - 
MIDHURST CHINA CO. 


129 FIFTH AVE. NEW YORK Se Y. 
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Long Beach Clock Man Arouses portions of his collection to jewelers in 

r + Ti the metropolitan Long Beach and Los KIRK } » / 
P nte es in imepieces " ; ; P 
ublic I 


Angeles area for in-store and window dis- 


Charles Snow, owner of Snow’s Watch play. He says his efforts not only bring Si 1926 
& Clock Laboratory, Long Beach, Calif., is him orders for antique watch and clock — 
a man who not only lives time, but be- work, but for work on modern clocks and i P 
lieves the public is interested in it and watches. orporation 
in methods of telling it. A working clock- aie | — 
maker and an officer in the Long Beach EXHIBITED 23 © F | The World’s LARGEST 
wud of the Horological Association of CHARLES Baton Se. DIAL REFINISHING COMPANY 


California, Snow has gathered an _ out- 
standing collection of antique watches and 
clocks. 

Long a member of the Watch & Clock 
Collectors Society, Snow has 450 speci- 
mens in his clock collection, including 
numerous historical clocks. Last April, 150 
of his clocks were displayed at the free- 
admission, municipally-sponsored Long 
Beach Hobby Show and were seen by over 
46.000 visitors. During the show he also 
appeared on three different television 


Assures You of TOP 
QUALITY & SERVICE 


DIAL REFINISHING 
CRYSTAL FITTING 
BAND REPAIR 


offices: 
4078 Crenshaw Blvd., Los Angeles 8, 











shows where an estimated audience of | Calif. 

two million also saw examples from his Part of his huge collection of oiten time- 657 Mission St., San Francisco 5, Calif. 
llection pieces was displayed by Charles Snow 1625 Broadway, Oakland 12. Calif, 
es we (left) at the Long Beach Hobby Show last Seaboard Bld Ys Seattle |, Wash. 
Always enthusiastic about increasing April. Here he shows an antique pocket 59 E Madison &t Chicaae 2. Ill 
public interest, Snow frequently lends watch to two interested visitors. University Bidg.., Denver 2 Colo. , 


923 Penn Ave., Pittsburgh 22, Pa. 
83 Walton St., N.W., Atlanta 3, Ga. 
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GIA Offers Korean Vets Metalcrafts of California 108 W. Fayette St., Baltimore 1, Md. 
Information on Gem Courses Appoints Sales Organization AiGed Conanitis 
The Gemological Institute of America Metalcrafts of California has announced KIRK DIAL OF MISSOURI 
reports that their correspondence courses the appointment of The Roebs, composed 1015 Walnut St., Kansas City, Mo. 
—offered on a pay-as-you-learn basis—are of Joe Roeb and Paul Roeb, as its nation- KIRK DIAL COMPANY 
available to Korean veterans under the wide sales organization. Permanent sales 1700 Commerce, Dallas, Tex., and 


Stewart Bidg., Houston, Tex. 
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note the approaching deadline of the pres- 
many of these veterans, the Gemological e Fe 
These Exclusiv ylinder Crystals 
ical Institute of America, 541 S. Alexandria 
sa ¥ | « Guar- 
The courses are designed to give the _ clarity and d to fit beze 


benefits of the Korean G. I. Bill. However, offices are at 401 Brack Shops, Los Angeles. 
ent law covering the Korean G. I. Bill 
which states that the veteran must take 
Institute suggests they write soon for com- @ 
: | Aine he et 
plete information concerning the courses, 2 Only In suc Rock 
fay “ molded 

Ave., Los Angeles 5. 

e Will never 
student the most modern, concise factual ded edge: pec ° bis: « trans- 
information needed in diamond grading, eakable, salad ond-like, 


the Institute emphasizes that the Korean 
“a s 
> 
advantage of the educational benefits of- 
their individual eligibility and deadline <n 
OF _ Higher a 8 Greater 
WV. ” resistanc : . Laci . 
appraising, merchandising, gem identifica- 


veteran interested in such courses should 
fered under the bill within two years after ’ : 
August 20, 1952, or within two years = W ee 
after his discharge, whichever is later. a gee ae 
Since the time is limited for a great ei | : Are Found 
~ . a es atures 
date, without obligation, to the Gemolog- 
he 
P| crysta 
w 
heavy, NEN’ 
tion and other important subjects. 
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Dates Set for Sales Course 


The eleventh training program in jewelry 
store management and merchandising will 
be held at New York University from July 
12 through 23. 

The course is given by the NYU School 
of Retailing. The Joseph Bulova School 
of Watchmaking has contributed to the 
organization of the training program and 
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CRYSTALS 


w 
ATERPROOFS * ROUNDs. FACETS 


is instrumental in securing the cooperation Sach enbbdasente CYLINDERS - FLaT tops . easel ; 
of jewelry store executives to serve as visit- starting at $176 ou 
ing instructors. e Jor complete catalog 


Of over 17 50 cryste l size 


The general plan of the training pro- Your refills cost 
gram has the active support of the Ameri- only 21%4¢ each 
can National Retail Jewelers Association 
and the National Jewelers Association. 









STANDARD UNBREAKABLE WATCH CRYSTALS, INC., 385 Gerard Ave., New York 51, N. Y. 
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Jewelry Making 





For Tradesmen and Craftsmen 


Jewelry making is one of the oldest, most fascinating and respectable of 
crafts. It is the purpose of this series of articles to present to both beginner 
and advanced craftsman, practical methods of making hand-made jewelry. 


Part IV—Decorative Processes 


= is the name given to the tech- 
nique of applying glass-like colored substances to metals 
by means of heat. Enamels, chemically, are composed of 
sand or flint, red lead, and soda or potash, and the 
result of fusing these chemicals is an almost colorless 
material known as flux or frit. By adding metallic oxides 
to the frit, colored enamels are produced. The colored 
enamels may be sub-divided into two groups—the trans- 
parent and opaque. 

The actual technical operations of enameling are fairly 
simple and can be acquired easily. Those who have 
artistic ability and discriminating taste in the use of 
colors should find enameling an ideal medium. 

The metals—copper, gilding metal, silver, or gold— 
must be annealed and pickled before they can be 
enameled. Some enamelers wash the pickled metal with 
a weak household ammonia solution to completely 
neutralize all traces of acid. Very small objects such as 
earrings, however, can be enameled without being an- 
nealed. 

Copper, for opaque enamels, is pickled in a nitric 
acid solution consisting of one part acid to five parts 
water. For transparent enamels, the copper, after the 
above, should be immersed in a bright dip, washed in 
water, and dried as quickly as possible. When dry, the 
copper is polished with fine (00) steel wool. 

Gold is pickled the same as copper; however, it is not 
necessary to use the bright dip, for the gold can be 
brightened by scratch brushing with a glass fiber brush. 

Sterling silver is pickled in a hot sulphuric acid solu- 
tion of one part acid to ten parts water. If the silver has 
parts that are silver soldered to it, the fire scale or 
copper oxide that is a result of that soldering must be 
prevented or removed. The oxide is removed by dipping 
the silver into a nitric acid solution of one part acid to 
one part water. Wash the silver immediately after 
removing it from the acid, dry, and then scratch brush 
it. Note: some enamelers prefer to use pure silver since 
it does not oxidize. 

All parts must be soldered to objects before they are 
enameled. Use high melting silver solder for silver and 
copper so that the solder will not melt and flow during 
the enameling process. Special gold solders are also 
available for enameling on gold. To keep a solder from 
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flowing, it is advisable to apply a coating of yellow ochre 
to soldered surfaces that are not covered by enamels. 
All excessive solder must be scraped off the metal other- 
wise the enamel may chip after firing. 

Soft solders may be used to solder earwires and pin 
backs to the metal surfaces of finished enameled objects. 
Hard solders will crack the enamels. 

Enamels may be purchased either in lumps or crushed. 
The lumps, which resemble thick pieces of broken glass, 
are crushed and ground in a porcelain or wedgewood 
mortar with a pestle. Keep the enamels covered with 
water during the crushing and grinding operation. The 
water will prevent the enamel from flying about and 
also acts as a wash to remove impurities from the ground 
enamel. The enamel should be ground to the consistency 
of a very fine sand or until it can be passed through an 
80 mesh screen. Agate mortar and pestles are used for 
the finest grinding operations. 

The ground enamel is washed by adding more water 
to the mortar and then permitting the enamel to settle. 
The resulting milky water is poured off slowly and the 
washing operation is repeated until the water does not 
turn milky. Opaque enamels can be ground finer than 
transparent: however, transparent enamels should be 
washed more thoroughly. If transparent enamels are 
ground too fine they lose some of their brilliancy. The 
milky water contains very fine particles of enamels which 
by prolonged settling can be gathered and used for 
counter enameling. 

By buying the enamels crushed, at a slight additional 
charge, the tedious job of grinding the enamels can be 
avoided. Pre-crushed enamels are suitable for all enamel- 
ing but the finest, artistic, transparent gold enameling. 

The enamel may be applied to the metal by means of a 
spatula, a fine sable brush, or it may be sieved on. The 
method of application depends on the type of enamel 
project. The enamel is applied wet with the spatula or 
brush, or it is sieved on dry. 

The spatula can be made from a 3/16 in. piece of tool 
steel, or if available, stainless steel. One end of the steel 
is forged until flat (1/32 in. thick) and then filed so 
that it can pick up enamel; the other end is pointed. 
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When buying important bench equip- 
ment, it pays to look deeper than 
the matter of original cost... be- 
cause (as with the WatchMaster) 
it's the day-to-day advantages, 
the year-to-year economies in 
maintenance...plus long life 
that are the true measures , {> 
of value... Ask any Watch- se 
Master owner, and remem- 
ber...there are more 
WatchMasters being It : 
sold than all other pays 
watch-timing mach- 
ines in the World, ] k 
combined ... In CO OO 


the long run 





















if pays to 
BUY THE Cccp er 
BEST 
Rog 
Write fi 
te fora Wate Master demonstration 
aan nnenéhaneneneeen 
! 
i NAME 
| 
COMPANY 
| 
American Time Products, Inc., | ADDRESS 
580 Sth Ave., New York 36, N. Y. 
Gentlemen — Please arrange fora | . 
WatchMaster demonstration at my CITY, STAT 
bench. No obligation of course. 
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The wet enamel is picked up with the flat part of the 


spatula and applied where desired. 
The sieve can be made from a piece of fine mesh (80) 


copper or brass screen or a small ready made one can 


be purchased. 


A gum tragacanth solution is often mixed with the 
enamel or sprayed onto the metal before applying the 
enamel. The gum acts as a glue and holds the enamel 


to the metal. The gum is prepared by dissolving 1/5 
of an ounce in wood alcohol to form a thin paste and 
then adding the paste to a pint of warm water. Add a 
little acetic acid to keep the solution from deteriorating. 

It is advisable, if much enameling is to be done, to 
make color samplers so that one can tell how the colors 
will appear after firing. The enamel colors may be 
applied to small rectangular pieces of copper or silver. 
An excellent sampler is made by dividing a rectangular 
piece of copper, 1 in. by 11% in., into three sections and 
applying and firing the enamels as shown in Figure 17. 
Across the white enamel and flux a piece of silver foil 
is placed and on top of this and the white enamel and 
flux, the sample color is applied and then fired. Thus 
the color of the sample enamel can be observed as it 
will appear over copper, silver, flux, and white enamel. 


ow 


silver foil | o4 hole 


| 
Color Sampler 





whites flux 
eae 









































Fig. 17—Illustrated is a color sampler. 


Note: the silver foil is pierced with a fine sewing 
needle all over and applied to the enamel with a gum 
solution, otherwise air cells under it may cause it to 
wrinkle while being fired. Silver and gold foil are also 
used in enameling for decorative purposes. 

There are five distinct types of enameling techniques: 
namely, limoge, cloisonné, champlevé, bassetaille, and 
plique-a-jour. Limoge or painted enameling is by far 
the easiest and fastest type. The metal—usually copper, 
since it is completely covered—is cut and formed before 
it is enameled. After forming, the metal is sprayed with 
a tragacanth solution and the base enamel color, usually 
white, is sieved on while the gum is still wet. Some 
objects may require counter enameling. The object is 
now fired to fuse the powered enamel. 

The outline design for the colors is traced on by 
means of carbon paper. The enamel colors are pur- 
chased powdered. Chinese over-glazes of the type used 
in ceramic work are used by some craftsmen. The colors 
are mixed on a flat piece of glass with a little oil of 
lavender and are painted on with a fine sable brush. A 
little oil of turpentine added to the above keeps it from 
drying too quickly. 
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The refiring is done at a lower temperature than that 
used for the base enamel otherwise the base enamel wil] 
melt and flow, thus ruining the painted design. A clear 
transparent enamel flux may be applied over the entire 
object to protect the design. This is done by spraying 
the object with a gum solution and then sieving on the 
flux and firing. The flux, however, is not necessary for 
most ornamental, inexpensive jewelry. 

In cloisonné enameling, thin strips are formed into 
the required design shape and soldered to a background 
piece of metal. The spaces (cells or cloisons) between 
the strips are then filled in with enamels which are then 
fused by firing. The resulting object is easily identified 
by the thin strips of metal that separate the enamels, 

The thickness and height of the strips depends on the 
design of the object and the metal to be used. They may 
be as thin as 1/100 of an inch and no more than 1/32 
of an inch high. The strips can be formed in a rectangu- 
lar draw plate or can be cut with a shear from a sheet 
of metal. The strips must be soldered together with as 
high a melting solder as possible. They may also be 
tacked (soldered in a few spots) to the background 
piece. 

The strips or cloisons do not have to be soldered to 
the background piece. The background may be covered 
with an enamel flux and fired. Then the strips are placed 
in position and held there by means of a gum tragacanth 
solution and fired so that they sink into the enamel. The 
soldering method, however, is recommended for the 
strips are apt to move as the enamel melts. 

A spatula is used to fill in the cloisons with enamel. 
Care must be taken to pack the enamel against the strips 


‘and in the corners. After the enamel has been applied 


and leveled, excessive moisture is removed by means of a 
blotter, then the object is fired. 


CHAMPLEVE ENAMELING 


In champlevé enameling, recesses are carved, etched, 
stamped, or prepared by casting, and then filled in with 
enamels. The carving method by means of engraving 
tools is the richest type and is used on the finest hand- 
made jewelry. The depth of the recess may be as little 
as 1/50 of au inch. The design should be executed so 
that a thin line of metal remains around each color. The 
background metal looks and holds the enamel best when 
it is given a wiggle or fine engraved line effect. Under- 
cutting the separation lines also helps to hold the enamel. 
The enamel is applied in a manner similar to cloisonne 
enameling. 

In bassetaille enameling the design is carved, stamped, 
or chased into the metal. However, the different enamel 
colors are not separated by metal lines as they are in 
champlevé enameling but are applied side by side. 
Transparent enamels are used so that the background 
design will show through. The design, since it is seen, 
must be executed very carefully and the time required 
for bassetaille enameling is usually only warranted for 
the better gold and silver jewelry. 

Plique-a-jour or inlaid enameling is somewhat like 
miniature stained glass windows; the metal cloisons in 
the enamel represent the lead lines in the windows. The 
design is formed from rectangular wire or may be 
pierced into a piece of metal of the proper thickness. 

(Please turn to page 201) 
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CASH IN ON WESTCLOX BABY BEN DEAL #300. GET THESE 3 


COLORFUL DISPLAY PIECES FREE...SEE SALES ZOOM ON THE 
MOST POPULAR “LITTLE BROTHER” IN THE WORLD! 


Nobody has to tell you that the “hottest”? Give thema big display of Baby Ben. Let them 
item in spring-driven clocks is Baby Ben. This see his happy face everywhere. When those 
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Deal #300 will keep your customers happy. or watches you get a discount of 244%. 
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HE Small Appliance Division of the General 
Electric Company had a choice of two ways 
of doing business. 

We could have agreed with those retailers 
who believe in ‘“‘discount”’ selling. Or we could 
have agreed with the great majority of retailers 
who beiieve in a fair margin of profit for a job 
well done. 

We have chosen the latter course— because we 
sincerely believe that indiscriminate price cut- 
ting is a serious threat to your business and ours. 
We equally believe that, in the long run, a fair 
margin of profit for you is essential for the health 
of all retailing. 

Our stand in this matter is supported by the 
McGuire Act and the Fair Trade Laws of 45 
states. These laws have enabled us to wage a 
full-scale campaign to enforce our Fair Trade 
agreements for the past twenty-two months. 


What have we done? 


When Congress passed the McGuire Act in 1952 
implementing the various state Fair Trade Laws, 
we established a Fair Trade Section fully staffed 
to enforce observance of our Fair Trade agree- 
ments. 
Since then we have signed 15,200 agree- 
ments with retailers. 
9,200 shoppings have been conducted in 43 
states. 
One or more registered letters have been 
sent to 2,300 retailers concerning our en- 
forcement program. 
More than 370 legal actions have been taken 
in 14 different states. 


Every legal action we have finally concluded 
has resulted in an injunction or in an agree- 
ment which assures compliance by the re- 
tailer charged with violation of the Fair 
Trade Laws. 


So vigorous has this campaign been that it has 
even been complimented in a decision of the 
New York Supreme Court. 

















What are we going to do? 


We will continue to shop retailers in every state 
which has Fair Trade Laws. We will investigate 
every complaint of illegal price cutting on G-E 
small appliances. We will seek voluntary agree- 
ments to end Fair Trade violations. 


We will take legal action in every case where 
it is necessary to enforce compliance with the 
laws. 











What can the retailer do 
to help Fair Trade? 


Any retailer who believes that the Fair Trade 
Laws can assist him in building a sound business, 
can be a real help in our campaign by following 
three simple rules: 


1. Sign the voluntary Fair Trade Agreement 
which he receives from us. 


2. Observe our Fair-Traded prices. 


3. Whenever he has positive evidence a retailer 
is selling any G-E small appliance at less 
than the Fair Trade price, he should report 
it immediately to the Fair Trade Section, 
Small Appliance Division, General Electric 
Company, Bridgeport 2, Connecticut. 





Small Appliance Division 


G3) ELECTRIC 


Clocks - Fans - Vacuum Cleaners - Automatic Blankets - Heating Pads 
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ORGAN TIMEPIECE—I am sending wax impres- 
sion of the hall-marks in the case of the watch 
inscribed “Wm. Morgan, London.” The number stamped 
on the Howard movement is 20,262. Please give your 
opinion on the value of these watches. (Question No. 


6365) A. L. 


A nswer—The wax print of hall-marks in the case of 
a watch signed “Wm. Morgan, London,” are the marks 
for the year 1804; and this identifies the maker of your 
watch among the nine Wm. Morgans of London as the 
maker of another watch that is in the collection at South 
Kensington Museum, London, England. The latter fact 
indicates that this Morgan made good watches, so it 
might be worth while for you to send us a photograph 
of your watch so we can see whether the watch has in 
it any features that would make it of value that would 
interest some collector in buying it. We should not jump 
at any conclusion about this; but we would be able to 
judge further about the watch if you would care to send 
the picture of it. About the Howard movement, which 
your letter says bears the serial number 20,262, this 
number indicates that the watch was made _ between 
about 1867 and 1870; and further that the watch is not 
early enough in the Howard output to be of worth- 
while value that would justify the expense of advertis- 
ing it for sale to some collector. 


LOCK WEIGHTS—What is the rule about which 

weights to hang on the striking and running sides 
of a grandfather-type clock? The heavy or the lighter 
one? (Question No. 6366) W. B. 


A nswer—Practically all of such clocks are designed 
so that the heavier weight is to be on the striking side 
of the movement. Usually, if the heavier weight is found 
on the time train side of a clock, it was so placed by a 
previous workman by mistake. In some cases, a repairer 
hangs the heavier weight on the time-train side, in an 
attempt to make it run in spite of faulty conditions in 
the train or escapement. This is a bad expedient, because 
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it aggravates the normal wear-and-tear on the acting 
parts of the clock. If the lighter weight is insufficient 
to keep the time-side running, that cries aloud for an 
examination that will surely disclose faults there that 
should be corrected. It should be said that the above 
applies to nearly all long-case or “grandfather” clocks, 
that run eight days with one winding; and to the few 
very old ones that run one day. It would not apply to 
some unusual clocks of special design, such as those 
made to run 30 days with one winding. 


ARDENING DRILLS—What does oil do to red- 
hot steel in hardening it? And how does it differ 
from using water? I have been told to use oil instead 
of water for hardening drills and gravers. (Question 


No. 6367) L. A. 


Answer—Whatever you use for quenching red-hot 
steel to harden it, whether water, brine, oil, etc., any 
difference in results is made by the rate at which these 
liquids cool the hot steel. The slower the cooling, the 
less hard will the steel be made. Oil cools off the heat 
more slowly than water; so oil quenching will not make 
the steel as hard as water-quenching would. Adding salt 
to water (brine) will cool steel more rapidly than pure 
water will and this will produce harder steel. The belief 
that something from oil, brine, etc., penetrates the steel 
and makes a different result in that way, is an error; 
the rate of cooling is what makes the difference. We 
recommend that plain water be used for quenching in 
the watchmaker’s work; then use the color-tempering 
method for getting the exact degree of hardness best 
for each purpose. 


HELLAC METHOD—I have never used the shellac 


method for fastening work on cement-brasses, but 
I would like to try it. How is the shellac put on? (Ques- 
tion No. 6368) S. F. 


Answer—The shellac sold for varnishing would hold 
the work, but it would take a long time for it to harden. 
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Better buy shellac in dry (flake or stick) and use yvur 
alcohol lamp to heat the cement-brass and the piece of 
work; then apply shellac. The heat will melt it; then 
gs soon as it is cooled, it will be hard and you can go 


ahead with the job in hand. 
AINSPRING PROBLEM—Is there some good way 


to make a smooth curve on the end of a main- 
spring, where it hooks to the barrel; I mean for a small 


size watch? (Question No. 6369) A. C. 


Answer—The job you mention can be done per- 
fectly by laying the springend on a lead block, and strik- 
ing light blows on it with the wedge-shaped or “peen” 
edge of a watchmaker’s hammer. With this, the curve 
can be controlled to be made to match the curve of the 
barrel, which insures a reliable hold of spring on hook. 


ETEMPERING PROBLEM—How can I make a 

good heater for taking the temper out of a staff 
before drilling it for pivoting; what shape and of what 
metal should the tool be made? When hardening and 
tempering pivot drills in a single operation by plunging 
them red-hot in beeswax, is there any definite length of 
time the drill should remain in the wax before with- 


drawing it? (Question No. 6370) D. P. 


Answer—lor detempering balance staffs, pinion 
arbors, etc., you may make a heating tool of either silver 
or copper, each of which has great heat conductivity 
which is important for the purpose. Take a piece of wire 
of either metal about 3 millimeters thick and one inch 
long. Drill one end and fit into it a piece of steel wire 
about a millimeter thick and three inches long, on the 
free end of which a small wooden handle may be fitted. 
On the free end of the silver or copper wire, saw a slot 
deep enough to allow for slipping the tool over the 
piece that is to be detempered. Heat the tool in your 
bench-lamp flame and press it on to the work. This will 
carry the detempering heat exactly where it is needed, 
without getting it on to the balance arms or wheel 
spokes. In hardening pivot drills in wax, it is not neces- 
sary to keep them in the wax until the latter cools; they 
may be withdrawn immediately after plunging in. There 
is not enough metal in these drills to retain heat enough 
to carry the tempering too far if immediately with- 
drawn. 


ALLET PIECE—The pallet piece of a watch I am 
repairing has a beautifully made steel part extending 
toward the escape wheel; but this part does not contact 
anything in the action and we cannot see any use in it. 
Is it just for ornamentation? (Question No. 6371) T. W. 


Answer—The part you describe is a counterpoise, 
to balance the weight of the lever and fork. If the pallet- 
fork and arbor assembly is in condition as originally 
made and you will place it on your poising tool, you 
will probably see that the entire piece is “in poise,” in 
the same way as a balance in good order is in poise. 
These counterpoised pallets were placed especially in 
fine Swiss watches of 75 to 100 years ago, when the 
designers favored very long fork-levers, before the 
vogue changed to the present-day short levers, in which 
there.is no need for a counterpoise. The idea of coun- 
terpoising was, of course, to prevent position errors that 
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the long fork-lever’s weight would cause without being 
offset by the opposite weight of the counterpoise. The 
objectionable feature in this old design was that the 
entire piece including the long fork and the counter- 
poise was of excessive mass and weight that had to be 
moved at each beat of the balance; and the natural 
corrective trend in designing was to shorten the lever 
and abandon use of a counterpoise. 


eo JEWELS—As far as I| have been able to 
determine, watches never have an even number of 
jewels. Is there any reason for this? (Question No. 


6372) P. V. 


Answer—lIt is true that watches generally have an 
uneven number of jewels: 7, 15, 17, 19, so on. The 
reason is that in legitimately designed watches, any 
pinions or arbors that have their pivot-bearings jeweled, 
have jewels in pairs, upper and lower; then the roller- 
jewel, in lever escapement, adds one, which makes the 
total number uneven, added to the pallet stones which, 
of course, are always a pair—pallet stones and roller 
jewels being counted among the jewels in all lever 
escapement watches of standard type. This excludes the 
cheap pin-pallet lever, and cylinder escapement watches: 
in pin-pallet watches the pallets and roller-pins are made 
of steel; and in cylinder watches there are neither pallets 
nor roller-pins. These cylinder watches are usually either 
with 4 jewels (two balance hole jewels and two balance 
cap jewels), or 6 jewels, with escape-pinion pivot holes 
jeweled. 


HANGES OF DRAW-FORCE—What is the rule or 
method of resetting pallet stones to give them more 
or less draw, whatever the case might be? (Question 


No. 6373) G. W. 


Answer—Note the motion of the escape wheel and 
the direction its teeth move in coming into action with 
the pallet stones. Changes of draw-force are made by 
resetting pallet stones at different angles to the direction 
of the force exerted by the oncoming escape-wheel teeth. 
To alter a pallet stone’s setting by “swinging” its lift- 
face end toward the direction from which the escape- 
wheel teeth approaches it, will increase the force of 
draw; or to swing it the opposite way, will lessen the 
force of draw. 





Jewelry Making 
(From page 196) 


The sides of the cloisons should be undercut with a 
round engraving tool. The metal cloisons are then placed 
on a smooth surface such as mica, platinum, or phosphor 
bronze, surfaces to which enamel will not adhere. Mica 
should be placed on a flat piece of steel to keep it from 
warping. “U” clamps, preferably ones made from stain- 
less steel, can be used to hold the metal to be enameled 
in position so that it will not warp. Now the cloisons 
are filled in with enamel and fired. More enamel is ap- 
plied and fired, and this is repeated several times if 
necessary in order to build up the required enamel 
thickness. The background piece is removed by tapping 
it lightly and then the back of the object is ground and 
polished. 
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“Back to School" Promotion 
Offered by Elgin 
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The “back to school” selling theme for 
watches is being emphasized by Elgin 
through national advertising, a _ special 
merchandise package and striking point- 
of-sale materials. 

Elgin has scheduled a full page, full 
color advertisement in the issue of Look 
magazine reaching the newsstands August 
10. It features a dramatic half-page picture 
of a student’s wrist illustrating the 17 
jewel Elgin “Dawson,” with expansion 
band, at $39.75, F. T. I. Six other watches 
are also shown. 

Elgin has designed a special eight watch 
package of back-to-school watches, avail- 
able with a 14 piece display unit. A 
“Swinging Bell” motion display, shown in 
the photo, is the main element. The Look 
ad is also in the kit. 


Medana Offers 
Repair Kit 

A new plastic repair kit is being offered 
by Medana Watch Co. and has 30 genuine 
Medana parts for repairing five Medana 


models. The kit is small and compact 
enough to fit into a shirt pocket. Each 





repair kit has its own compartment in 
the kit and illustrations on the cover fur- 
ther help to identify each part. 

At $2.95, repair kits are available from 
Louis Aisenstein & Bros., Inc., 16 E. 40th 
a. ee BG BR Es 
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Community's “South Seas" 
A Completely New Pattern 


The Community division of Oneida Ltd. 
has introduced its new “South Seas” pat- 
tern. Styled with the beauty, grace and 
simplicity of the finest examples of modern 
contemporary art, the new silverplate pat- 
tern will be introduced to the public in 
the final week of August. 

Community states the new pattern is 
completely new and dramatically different 
from any other silverware on the market 
today. Its flowing lines are gently molded 
and sculptured as they join the heavily 
carved effect of the basic scroll design. 
New, too, are the “place fork and knife”— 
new in size, weight and balance. 

R. W. Landon, sales manager of Com- 
munity, states that “South Seas” will be 
introduced to the retailers and the general 





public with the greatest campaign in Com- 
munity’s 106 years. 

The major display for South Seas is a 
counter or window display, shown in the 
photo. The background is split bamboo, 
with tropical blossoms. No. 7017, it is free 
with all initial orders for two or more 
sets. Additional displays are $6 net. 

Over 76 million readers will see full 
page, full color introductory ads appearing 
in Life and five other consumer magazines, 
with each insertion in a cover position. 
TV radio will also be used on both local 
and national levels. 


Hamilton Executive Visits 
Watchmaking Centers Abroad 


Stephen Fedor, manager of merchandise 
planning and control, Hamilton Watch Co., 
has recently visited Swiss, German and 
French watchmaking centers. 

Mr. Fedor made the fact-finding trip to 
survey international watch market condi- 
tions and to study continental trends in 
styling and design. His findings will be 
applied to Hamilton’s future production 
and marketing plans. 





Ronson Builds Electric Shaver 
Plant, Offers "Smoker's Kit" 





Louis V. Aronson II, president of Ron- 
son Corp., Newark 2, N. J., has announced 
that construction has started on a plant 
in Stamford, Conn., for the sole manufac- 
ture of the new Ronson electric shaver. 
Mr. Aronson stated the new shaver plant 
will be completed by the end of the year 
and that it will be the most modern elec- 
tric shaver factory in this country. Ronson, 
last February, concluded an agreement 
with the Max Braun Co., Frankfort, Ger- 
many, to market the Braun shaver in the 
U. S. under the Ronson name. 

Other news from Ronson includes the 
offer of a new “Smoker’s Kit,” shown in 
the photo, which contains a Ronson “Wind- 
lite’ windproof pocket lighter, a can of 
Ronsonol fuel, a new “9-Flinter Gun,” a 
plastic dispenser holding 9 flints and a 
plastic cleaning brush. Each order of six 
of the kits has a free window streamer on 


the Windlite. 


Mautner Offers 
New Lucite Mirrors 








The Mautner Co., 580 Fifth Ave., N. Y., 
now has available a beautifully polished 
clear Lucite mirror, it was announced by 
Jesse Mautner, president. 

It is adjustable and comes in a large 
size, shown in the photo, No. 105, 16 by 
16 inches. No. 100 is 11 by 14 inches. 
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Speidel Acquires New Sid Caesar Show, Co-Sponsors “Home Show" 
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The Speidel Corp. has announced that 
ij has acquired Sid Caesar for an NBC-TV 
network campa‘gn starting this fall. Speidel 
states that entertainment industry sources 
predict that Sid Caesar’s new show with 
its new format will carry the comedian 
to even greater heights than he’s already 
attained. 

Speidel officials have pointed out that 
Caesar’s show will reach 94 per cent of 
all TV homes in America, with an esti- 
mated 35 m‘llion viewers every week. 

With the Sid Caesar show, Speidel will 
introduce new watchband designs featur- 








ing “Floating Links,” a revolutionary de- 
parture from former watchband construc- 
tion. 

Speidel has also signed as a charter 
sponsor of NBC-TV’s new morning “Home 
Show,” with Arlene Francis, shown at the 
right of the photo, as the editor-in-chief 
of the show. Speidel selling messages will 
be tied in with the “Fashion and Beauty 
Departments” of the show. | 

Speidel reports that the night and day 
combination of the two shows is in line 
with the largest advertising budget in its 
history. 





Herschede Introduces 
Modern Floor Clock 
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The Herschede Hall Clock Co., and its 
companion firm, Revere Clock Co., boi 
of Cincinnati, have announced their new 
line of clocks, featuring new materials, 
contrasting faces and circular and angular 
shapes, a departure that steps out of a 
60 year old tradition and reflects modern 
housing trends that call for smaller rooms. 

The traditional floor clock, shown in 
the photo, known as the grandfather clock, 
is in a bold, striking form. In blond wood, 
with wrought iron sides, it is about six 
feet high and is said to fit beneath ceilings 
specified by any building code in the 
country. It has quarter chimes and the 
full musical melody of Westminster strik- 
ing on the hour. The Herschede style has 
weights and pendulum, and the Revere 
style is electrically motored. The suggested 
retail of the latter is $550. 
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Croton Announces Features Of 
Aquamatic "360EL" Movement 
The Croton Watch Co., 404 Fourth Ave., 


N. Y., has made an announcement concern- 
ing the Croton Aquamatic “360EL” move- 
ment, 

The self-winding unit with the move- 
ment is fully contained, is a separate unit 
from it, and can be removed in 30 seconds. 
The movement will function as a stem 
wind watch, and the self-winding unit can 
be returned to Croton for exchange or 
repair. The units are returned to the 
jeweler within 24 hours, either exchanged 
or repaired. For $2.50 each, the jeweler 
can purchase units to keep on hand. 

The self-winding unit comprises only 
five moving parts, four transmission wheels 
and the hammer. The 360EL movement 
has the “Everlast” unbreakable mainspring, 
Incabloc protected balance staff. 

All Croton Aquamatic 360EL move- 
ments and all Croton water-resistant 
watches are “Compensamatic,” which, the 
firm states, makes the watches impervious 
to temperature changes. 


American Beauty 
Holds Sales Meet 


The American Beauty Division, Illinois 
Watch Case Co., Elgin, IIll., recently held 
a national sales meeting on its fall line 
and its fall and Christmas promotional 
plans, according to Allen B. Gellman, presi- 
dent. Leo Kaye, sales manager, conducted 
the meeting. 

A forthcoming feature will be five new 
wholesale deals on American Beauty com- 
pacts and Valencia pearls. 





Novel Christmas Mailing Piece 
By Cramer-Tobias-Meyer 


Cramer-Tobias-Meyer, Inc., jewelry ad- 
vertising and mai specialists, 515 Madison 
Ave., New York 22, N. Y., has announced 
an interesting Christmas mailing piece for 
the jeweler, the Cramer-Tobias-Meyer 
“Portfolio”’—a Christmas Gift Book, con- 
sisting of 27 loose-leafs, each describing 
a manufacturer’s line. 

Since there is one manufacturer to the 
leaf, the jeweler need, for his direct mail- 
ing, select only leafs of the lines he carries. 
The portfolio receives a further distribution 
by the customer because the separate leafs 
can be handed out. Each portfolio has a 
cover in a choice of three beautiful de- 
signs, one of which is shown in the photo. 
The jeweler’s name is imprinted on the 
portfolio, and the agency furnishes news- 
paper mats free to promote it. 
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Last year, the firm stated, over 10 mil- 
lion leafs were sold to 328 retail jewelers, 
with an 80 per cent favorable reaction. 
The major part of the cost was borne by 
the manufacturers. 


Holmes & Edwards Makes 
“Iced Drink Set" Offer 





The Holmes & Edwards division of the 
International Silver Co. has announced it 
is marketing a special “Iced Drink Set,” 
shown in the photo. It consists of eight 
iced drink spoons in any of the five Holmes 
& Edwards patterns plus eight Corning 
crystal iced drink glasses and one crystal 
iced drink pitcher. 

The set is designed to carry the sales 
impact of the two brand names, Holmes 
& Edwards and Corning Glass. For $13.33, 
the regular retail price of eight Holmes 
& Edwards iced drink spoons, the customer 
receives free the pitcher and glasses, which 
have a regular retail value of $5.95. 
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Flex-Let Ties-In 
With "The Caine Mutiny" 
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An interesting tie-in for its teen-age 4- 
picture “Album-Ident” bracelet has been 
made by Flex-Let with Columbia Pictures 
for “The Caine Mutiny,” starring Hum- 
phrey Bogart and other stars, and intro- 
ducing two new personalities, Robert Fran- 
cis and May Wynn, pictured in the display 
in the photo. 

The display is 12 inches high and nine 
inches wide, and has a place for the ident 
itself. 

Jewelers all over the country will be per- 
sonally contacted by Columbia Pictures’ 
field exploitation men for theatre tie-ins. 
Lobby displays and Album-Ident contests 
will be employed in cooperation with local 
jewelers. 

The display is available on request to 
Sy Rosen, advertising manager, Flex-Let 
Corp., 580 Fifth Ave., N. Y. 


Lucien Piccard Watches Star 
In TV's "Success Story" 


"Success Story” 


LUCIEN PICCARD 





A. Blumstein, and the Lucien Piccard 
watches he manufactures were the recent 
subject of “Success Story,” a half-hour 
television program devoted to portraying 
various leaders of American industry. 

Telecast from New York, the program 
provided viewers with the inside story of 
the manufacture of Lucien Piccard watches 
from the receipt of the gold bullion to the 
setting of the last pearl in the case. A film 
was used that was shot on location in the 
Lucien Piccard plant in New York. A 
highlight was the showing of a platinum 
and pearl Lucien Piccard watch worth 
$10,000. 

Following the film, Dwight Weist, “Suc- 
cess Story’s” master of ceremonies inter- 
viewed Mr. Blumstein. They are shown in 
the photo, left to right. 
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Life introduces 
Exciting Poster Campaign 

French artist Raymond Savignac, as his 
first U. S. commission, has designed a 
series of posters for Life which will appear 
as 24 sheet outdoor postings in 30 major 
market areas through August, Life general 
promotion director George Wever an- 
nounced today. 

Savignac is known for his use of simple 
design, vivid color and a reliance upon a 
technique which has been termed “the 
visual pun.” For example, a poster carry- 
ing the headline, “You Get Excitement 
Out of Life,” shows an Indian fakir, his 
cheeks pierced by two swords, pointing 
toward the cover of Li/e. 

The Life series is designed to appear as 
three monthly sets of four posters each, 
with all four posters appearing simul- 
taneously on billboards in the market 
areas. Copy in each set, in addition to the 
above slogan, says: “You get fun out of 
Lije’; “You get surprise out of Life”; 
and “You get information out of Life.” 


Syracuse Ornamental Announces 
Four New Syroco Clocks 


The Syracuse Ornamental Co., Inc., has 
announced that it is bringing out four new 
Syroco clock models. The original five 
models were first introduced late in 1953. 
The retail prices range from $19.95 to 
$49.95. 

Commenting on his company’s success- 
ful jewelry store experience, Richard A. 
Holstein, Syroco’s national sales manager, 
stated, “When we made the new clock 
line, we felt that we were adding a natu- 
ral for the jewelry store. Now there’s no 
question about it. Hundreds of jewelry 
stores across the country are taking on 
the line. Results have been wonderful. 
Many stores have already re-ordered two 
or three times.” 

The clocks are modeled in Syrocowood 
from original, hand-carved models. Syroco- 
wood is a modern medium which permits 
faithful reproduction of the original hand- 
carved designs in mass production. Mr. 
Holstein also stated that all Syroco clocks 
have electric or 8-day, jeweled, spring- 
wound movements. 

Complete information may be obtained 
by writing direct to the Syracuse Orna- 
mental Co., Inc., Syracuse 2, N. Y., for 
the firm’s 42-page catalog of Syroco clocks, 
wall ensemble accessories and Syroco 
metalware. 


50th Anniversary Observed 
By United Clock Corp. 


The United Clock Corp., a division of 
United Metal Goods Mfg. Co., 379-385 
De Kalb Ave., Brooklyn 5, N. Y., is cele- 
brating its 50th anniversary year. Nation- 
wide United Clock representative to whole- 
salers is Joseph Greenberg, who has acted 
as trouble-shooter and good will ambassa- 
dor for the firm for a number of years. 

United Clock has a national market for 
its “Enchanté” anniversary type clock, 
“Quadrille” and “Unitime.” Its newest 
model, “Sunflower,” was recently placed 
upon the market. 





Wyler Promotes Watches 
Packaged in Water 





A new package idea, with watches actu. 
ally packaged and sold in water, is being 
promoted by the Wyler Watch Agency, 
Inc., and is believed by the firm to be the 
first such promotion. 

Known as “Aquarama,” this series of 
watches is factory sealed in transparent 
plastic envelopes filled with water, as 
shown in the photo, to demonstrate water. 
resistant features. 

Twelve styles are available, $29.95 to 
$75 retail, and each watch comes with a 
separate expansion band in a special gift 


box. 


Reeve and Mitchell 
Move to New York 


Reeve and Mitchell Co., Inc., manu- 
facturer of the “Silverfile,” “Silversafe,” 
“Safemaster,” “Filemaster,” “Silverguard,” 
and other products for the care and pro- 
tection of silver, has moved its office and 
factory from Philadelphia to New York 
at 580 Fifth Ave. 


Kawneer Offers New Door With 
insertable Identification 








The Kawneer Co., Niles, Mich., has an- 
nounced a new aluminum, narrow stile 
door, available as stock units. It features 
a new construction in push-pull hardware 
that makes it easy to display the jewelers 
name, monogram, logotype or any other 
design simply by inserting the special 
identification plate into the push bar on 
the door, shown in the photo. Other 
styles are also available. 

The new Kawneer door is distinguished 
by advanced styling with clean, simple 
lines. It is available in sizes of 3’ by 7 
or 36” by 7’ in the single acting unit, 
and 5’ by 7’ or 6’ by 7 in the double 
acting unit. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Feature Ring Advertises 
Remount Promotion in Life 


The Feature Ring Co., 130 W. 46th St., 
n. Y. 36, N. Y., will advertise a diamond 
remount promotion in the July 26 issue of 
Life, it was announced by Henry Peterson, 
president. A dramatic half-page ad will 
hack up the firm’s eight-set “Summer Re- 
mount Promotion.” 

The Life ad will tell American women 
how the “massed diamond fire” effect of 
two rings interlocked together by Feature 
Lock’s practical ring locking device makes 
them look larger, more beautiful and more 


HENRY 
PETERSON 





brilliant, plus “Feature Flash” and “Mag- 
nified Design” styling. 

Jewelers will be provided with colorful 
counter cards, displays, and newspaper 
mats, free of charge. Mailing pieces, im- 
printed with the jeweler’s name, will be 
at cost. 

Mr. Peterson said, “For years jewelers 
have complained about the summer slump 
in their sales. This promotion gives jewel- 
ers a chance to sell remounts, and also 
sales of extra side diamonds and larger 
center stones, the plus diamond business 
that always goes hand-in-hand with re- 
mount sales.” 





Baker Announces 
New Setting 


A new illusion setting, shown in the 
photo, that “flatters” the size of a diamond 
has been introduced by Baker & Co., New: 
ark, N. J. 




















Known as series 724, it uses pierced 
hearts on the sides, three-bead corners, an 
elongated prong that comprises the center 
of the three-bead corners and “permits a 
wide range of stone sizes to be held in 
any one setting.” 

It is offered in four sizes that will hold 
stones from one-eighth to one carat, comes 
in 10 per cent iridio-platinum, palladium 
or gold, and is die-struck. 
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LeCoultre's Atmos Promotion 
interesting and Effective 


Vacheron & Constantin-LeCoultre, Inc., 
5980 Fifth Ave., N. Y., recently announced 
the success of a novel and interesting pro- 
motion for its Atmos clock. 

LeCoultre suggested to jewelers that 
they first prepare a carefully chosen list 
of customers and prospects for the Atmos 
clock. They were supplied with a letter— 
to be re-typed on their own stationery— 
which was to be mailed to no more than 
one or two of their customers at any one 
time. 

The letter requested permission to bring 
an Atmos into the home and to leave it 
there for one week in order that the family 
might become fully acquainted with the 
clock. If, at the end of this time, the 
Atmos had not won a place in the home, 
the jeweler agreed to return and take it 
without any obligation. 

The simple and inexpensive LeCoultre 
promotion capitalized on making a high 
quality item available on a “home trial” 
basis. 


Gemex Offers 
“Flower Display” 





The Gemex Co. is offering to jewelers a 
modern design display unit featuring a 
simulated green plant. Called the “Flower 
Display,” shown in the photo, it is designed 
with a smart picture frame effect, part of 
the frame being filled with a bark covered 
pad on which six watchbands are mounted. 
The growing plant directs the eye up- 
wards to an attractively lettered placard 
bearing the inscription, “perfect fit-lasting 
beauty,” above the name, “Gemex Watch- 
bands.” 

Watchbands are one each of “Chevalier” 
and “Debonair” for men, and one “Can- 
dide” and two “Jewels” for ladies. One 
“First Love” for ladies completes the set. 
Total retail value of Unit A-36 is $51.70, 
but cost to jewelers is $22.10 with no cost 
for the display. 





General Electric Reports 
Portable Radio Sales Increase 


A substantial increase in portable radio 
popularity during the first quarter of 1954 
has been reported by Ray V. Buivid, radio 
sales manager for General Electric, Syra- 
cuse, N. Y. 

The increase is about 31 per cent over 
a similar period in 1953. 





Jacoby-Bender Announces 
Fall and Holiday Line 


The new fall and holiday line of watch 
bands by Jacoby-Bender, Inc., presents 10 
new bands. It includes the “Golden Flake” 
for ladies (top band in the photo) a fancy 
link bracelet with double center safety 
catch and safety chain at $7.95 retail. 





Three of the bands for men include a 
revolutionary feature that the firm states 
has never before been incorporated in 
watch bands offered for sale in the U. S. 
The bands can be shortened or lengthened 
to any required size without tools of any 
kind, in a few seconds. The bands are 
called “Multi-Size” and eliminate the ne- 
cessity of the jeweler carrying longs, extra 
longs, shorts or extra shorts. 

These bands include the “Sherwood,” 
the “Deerfield” and the “Waverly.” The 
Deerfield (shown in the bottom of the 
photo) is full expansion, and is yellow 
gold-filled at $8.95 retail. The Sherwood 
in yellow gold-filled only is $9.95 retail, 
and the Waverly $7.95. All prices include 
federal tax. 





Naomi Establishes 
Certified Dealer Policy 


Naomi, Island Park, N. Y., manufacturer 
of a complete line of jewelry store findings 
recently announced its new Certified Dealer 
Policy. This identifies the almost 100 
material houses and wholesale jewelers 
from coast to coast who have taken ad- 
vantage and become a part of a complete 
and well rounded advertising and promo- 
tion program by Naomi. 
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Such certification, shown in the picture, 
also gives exclusive dealership in specific 
areas, for the selling of Naomi quality 
findings and enables those dealers to give 
their customers an unconditional guarantee 
on all finding purchases. The new policy 
offers the retailer insurance against de- 
fects, allowing exchanges without the usual 
time limits. 

The retailer can choose from the widest 
assortment of quality findings, the firm 
states, ever assembled. A list of Certified 
Dealers is available by writing to Naomi. 
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Admark Announces Tie-In 
With Movie “The Egyptian‘ 





Albert Adler, president of Admark, has 
announced a tie-in with the new 20th 
Century-Fox movie, “The Egyptian,” which 
will have its premier at the Roxy theater 
in New York on August 17. 

Miss Anitra Stevens, shown in the photo 
with Michael Wilding as Pharaoh, plays 
Queen Nefertiti in this Cinemascope pro- 
duction. She will be featured in a lamin- 
ated point-of-display unit wearing Admark 
scarab jewelry. This display, Mr. Adler 
stated, will be available to jewelers in 
August. He also added that the original 
gown (shown in the picture) will be worn 
by a model at the ANRJA convention in 
New York, August 8 to 12. 





Keepsake Announces Movie 
Playlets and Remount Service 


Filmed in brilliant color, a new series 
of movie playlets is now available to jewel- 
ers, according to the A. H. Pond Co., 
Syracuse, N. Y., makers of Keepsake dia- 
mond rings. The films allow ample re- 
tailer identification to follow them. 

The interesting playlets, all reflect ng 
a mood of love and romance, are aimed 
at the large diamond ring market that 
regularly attends theatres and drive-ins. 

The Pond Co. has also announced a 
“diamond remounting plan.” Instead of 
keeping a supply of mountings, the jeweler 
lets each customer select new settings from 
his current stock or from Crescent diamond 
rings booklet, “Choosing Your Diamond 
Ring.” Then the jeweler sends his cus- 
tomer’s diamond ring to the Pond Co. 
with a coded identification of the new 
mounting desired. 





Omega Watch Times 
Record-Breaking Mile Run 


The Norman M. Morris Corp., agent in 
the U. S. for Omega, has announced that 
the first films released by Fox Movietone 
News on the historic 3:59.4 mile run by 
Roger Bannister at Oxford, England, 
clearly show an Omega watch timing this 
new world’s record. 

As Bannister crosses the finish line and 
falls exhausted into the arms of the ofh- 
cials, the film switches dramatically to a 
close-up of the hand of the timekeeper 
who has stopped his Omega watch just 
short of four minutes. 
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Henri Stern Agency Announces 
New Universal Genéve Factory 


To obtain the most modern watch manu- 
facturing facilities possible, Universal 
Genéve is building a new factory in 
Geneva, Switzerland, which it will occupy 
in January 1955. Plans released in New 
York by the Henri Stern Watch Agency, 
Inc., U. S. representative of Universal 
Genéve, provide for the use of the most 
advanced manufacturing, testing and con- 
trol equipment. 

The building is a glass-enclosed three 
story structure and will include a machine 
tool shop equipped to make required pre- 
cision tools in watch manufacture. 

Much of the mach'‘nery in the plant 
will be operated with control devices which 
automatically stop the equipment’s func- 
tioning the moment a defect or variation 
in measurement occurs. Checking of tim- 
ing will be directed through an electronic 
master clock to individual desk clocks. 





Goldstein-Gerson Announces 
Ring Set Locking Contest 








Ye’ Insert lock-pin of engage- 
lock is invisible ment ring into slot on either 
and works on side of wedding ring then 
either side of swing rings into wearing 
mounting. position. 


Perfect alignment 
forever. Also may be 
worn individually. 




















Goldstein-Gerson Co., 130 W. 46th St., 
N. Y. 36, N. Y., has launched a contest 
to find a name for its new ring set locking 
device. It is open to all bona fide members 
of the jewelry industry and offers a cash 
prize of $500, plus an all-expense week- 
end trip to New York, where the winner 
will be guest of honor at a party in the 
Waldorf-Astoria. 

According to Arthur Goldstein and Jules 
Gerson, company heads, contest rules are 
simple. There is nothing to buy. Con- 
testants are limited to one name only per 
letter, but may send as many letters as 
desired, so long as each name is descrip- 
tive of the new dual-action lock, shown 
in the picture, which works on either side 
of both engagement and wedding rings. 

The contest closes November 30. 

The firm states the new lock is com- 
pletely invisible and completely versatile, 
suitable for every type of mounting, and 
that all sizing problems have been elim- 
inated. 





Leo Heilbrun, Distributors 
Moves to New Quarters 

Leo Heilbrun, distributors, N. Y., has 
moved to new quarters at 601 Fifth Ave., 


N. Y. 17, N. Y., it was announced by 
Alfred H. Gould, executive vice-president. 





Bulova Distributes 
New "23" Service Bookle+ 


The Bulova Watch Co. service diy‘sign 
has released the latest technica] manual 
of the Bulova selfwinding watch series 
Over 35,000 booklets have been distributed, 

The booklet is devoted exclusively t, 
disassembly, lubrication and assembly of 
the new Bulova “23.” Seventeen pages of 
the 19 page technical folder have been de. 
voted to clear sequence instructions. There 
are many high detail four color illustra. 
tions. 

The new service booklet is available by 
writing to Max Schwartz, Technical Dj. 
rector, Service Division, Bulova Watch Co., 


Bulova Park, Flushing 70, N. Y. 





Enicar Introduces Its 
Three Year Watch Guarantee 


The Enicar Watch Corp., 115 W. 45th 
St., N. Y. 19, N. Y., has introduced its 
watches with ultrasonic treatment, called 
“the latest development in horological con. 
struction.” 

The firm says that ultrasonic treatment 
and subsequent special coating and oiling 
process make it possible for Enicar to 
guarantee its movements for three years, 
from date of sale by the jeweler, and no 
cleaning or oiling will be required during 
that period. 

Enicar is introducing an assortment of 
ultra-thin Swiss cased, round, square and 
rectangular dress watches, highly styled 
with beautiful dials and offered to jewelers 
with the three year guarantee at prices 
ranging from $19.95 to $24.95 Keystone. 





Watchemoket Optical's 
New Sunglass Models 

The Watchemoket Optical Co., 232 W. 
Exchange St., Providence, R. I., has an- 
nounced the “Visor-Tuc” Eye Savers sun 
glasses, model 395, shown in the photo. 
They have shatterproof plastic lenses, opti- 
cally correct to prevent eyestrain due to 
distorted image, and a visor molded in the 
frame to protect against over-eyes glare. 
They list for less than $4 a pair. 

The “DeLuxe” model 595 I'sts for less 





than $6 a pair. Both models can be shipped 
at slightly higher prices, with gold lenses 
included to make them multi-purpose sun 
and night driving glasses. 

The sunglasses are shipped in a hand- 
some, counter display carton, with 12 pairs 
of glasses with cases, extra lenses and one 
free pair of glasses. 
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Continental Introduces 
Portable Hi-Fi Phonograph 





The Continental Radio Corp., 1632 N. 
Wells St., Chicago 14, Ill., has announced 
a new portable hi-fi phonograph, model 
No. 900, shown in the photo. 

It is equipped with an automatic record 
changer, four tubes including rectifier, 
push-pull output, hi-fi ceramic cartridge, 
two five inch speakers, heavy duty Alnico 
V magnets, two tone controls and has an 
audio frequency response of 50 to 15,000 
cycles per second. 


Atlas Alarm Introduces 
Siren "Escort Alarm" 





The Atlas Alarm Corp., ICT Bldg., Dal- 
as, Texas, has announced the “Escort 
Alarm,” a new crime prevention device of 
particular interest to the jewelry trade. It 
is a small object, shown, in the photo, 
which, with the press of a button on its 
side, sets off a piercing siren, which can- 
not be shut off until it runs down. It 
Operates on a windup mechanism, and 
needs only be rewound for use. 

Atlas states the alarm has the approval 
of law enforcement officials. It is accom- 
panied by a bonded guarantee which en- 
titles the purchaser to medical benefits at 
the firm’s expense, should it fail to pro- 
tect him from personal injury. 

It will be distributed through retail 
jewelry stores at $12.95 retail. 
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Jackson Vitrified China 
Announces Big Contest 


Said to be one of the largest contests 
ever offered in the china and glass field, 
a $50,000 contest for consumers and store 
personnel has been announced by Philip 
R. Distillator, president of Jackson Vitri- 
fied China Co., Inc., 9 E. 55th St., N. Y. 

A total of 182 prizes will be distributed, 
with the customers’ grand prize being a 
two-week expense paid air-trip for two 
people to London, Paris, Rome and Brus- 
sels, and the sales personnel grand prize 
being a full length mink coat. Ninety 
additional prizes will be awarded, such 
as sable scarves and matched luggage. 

$1,000 extra cash awards will be given 
for sales personnel who make the best 
showings in the contest as of July 15 and 
September 15. Every contest customer will 
receive a certificate from the factory re- 
deemable for five per cent of the purchase 
price of Royal Jackson china and/or Val 
Saint Lambert crystal. 

Details of the contest are on why cus- 
tomers like Jackson china or Val Saint 
Lambert crystal, and on how sales per- 
sonnel sell the products and the quantity 
they sell. 





Certified Metals Co. Headed 
By Golber, Is New Firm 


The Certified Metals Co., 117 Edison 
Place, Newark, N. J., has been formed to 
manufacture a complete line of gold ring 
mountings and wedding rings, it was an- 
nounced by Arnold Golber, head of the 
new firm. 

Trade-named “Certified,” the new ring 
line will be sold through wholesalers only, 
and will incorporate a number of major 
developments in ring design. Every “Cer- 
tified” mounting and ring will have its 
legal 14K gold content guaranteed by a 
special seal attached to each ring. A new 
interlocking device will be used, all mount- 
ings will be finished in a new “Perma- 
Flash” silicon finish, said to give greater, 
more permanent brilliance, and a specially 
designed illusion type mounting head will 
be used. 





McCauley Metal Introduces 
The "Vibra-Brush" 


“Gives your scalp a health workout as it 
grooms your hair’ is the theme of adver- 
tising, dealer literature and display pack- 
aging, launching a new electric vibrating 
brush, made by McCauley Metal Mfg. Co., 
Buffalo 13, N. Y. Called “Vibra-Brush,” 
it consists of an eccentric oscillator in 
hand-fitting steel case, with detachable 
military brush of nylon bristles and clear 
plastic back. 

Used like any other brush, it gives a 
deep-down scalp massage every time the 
hair is brushed. It can also be used to 
massage any part of the body. 

It is delivered in a combination counter 
display and jeweler’s type gift package 
7% by 8% by 3 inches, with clear plastic 
sides and top. It will be sold at a sug- 
gested retail price of $24.95 and jewelers 
will be furnished newspaper mats, folders 
and displays. 





Harwood Mfg. Co. Employs 
Railway Station Exhibit 
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A four by four foot booth, shown in the 
photo, in the local railway station more 
than proved its worth for the Harwood 
Mfg. Co., Providence, R. I. Timed to coin- 
cide with the spring shows of the manu- 
facturing jewelers at Providence, the ex- 
hibit was seen by the vast majority of 
out-of-town buyers who arrived by train. 
In addition, a monthly audience of 340,000 
is estimated to pass through the station. 





Eddie Nelson Co. Offers 
Costume Jewelry Plan’ 


To help the small town retail jeweler 
recapture costume jewelry business, the 
Eddie Nelson Co., wholesale jewelers, 
Cedar Rapids, Iowa, has initiated a new 
plan, called “The Costume Jewelry of the 
Month Plan.” 

Each month the Nelson Co. sends out a 
selection of costume jewelry. All items 
retail for $1 each, and the jeweler’s cost 
is $6.75 per dozen. The firm says over 200 
jewelers use the plan. 





Altheimer & Baer to Show 
Dormeyer Fryer-Cooker 





Altheimer & Baer, sales promotiona) 
items and jewelry, has announced that the 
firm will again show the Dormeyer fryer- 
cooker, pictured in the photo, as an “ac- 
count-opener” promotion. The firm states 
it has proven the most successful of all 
their 54 new customer promotions. 

The three piece Sheffield stainless steel 
carving set (also shown in the photo) is 
included as a bonus value. The combina 
tion retails at $19.50, at the rate of $1 


down and $1 a week. 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 


“Help Wanted”—*“Lines Wanted” and “Side 
Lines”—regular type $3.00 first 25 words. Ad- 
ditional werds 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 


All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 


Name, address, initials, and abbreviations 
count as words, and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra te cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of r endati 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





BOX salesman ; intensified experience ; 
plastic, velvet, paper, leather, metal, 
wood. Address “R., 916,” care J C-K. 





FIRST CLASS watchmaker desires posi- 
tion, can do ring sizing; I am willing to 
travel. Address “V., 693,” care J C-K. 





WATCHMAKER-salesman, age 41, mar- 
ried, dependable; attended Elgin Watch 
College; 20 years’ experience. Address 
“J., 931,” care J C-K. 





WATCHMAKER, young man, seven years’ 
experience, desires permanent position 
Metropolitan area; A-l reference. Ad- 
dress “‘A., 896,” care J C-K. 





COMBINATION watchmaker - salesman - 
display man, graduate of W.P.H.I.; six 
years’ experience at bench; will travel. 
Address “N., 912,” care J C-K. 





WATCHMAKER, highly experienced in all 
plain and complicated work; salary $90 
to $100; for New York City only. Ad- 
dress “N., 890,” care J C-K. 





BOOKKEEPER, full charge, all phases 
office procedure; highly qualified and 
experienced; New York City. Address 
“B., 774,” care J C-K. 





CLOCKMAKER, desires part time job, 
can help repairing gent’s watches and 
purchase material for the trade; mid- 
town Manhattan preferred. Address “N., 
907,” care J C-K. 





BOOKKEEPER, full charge, thoroughly 
experienced, very competent, personable, 
conscientious ; excellent references ; New 
Fo ee only. Address “D., 881,” care 





YOUNG salesman, six years’ experience, 
presently employed New York retail, 
desires change for better opportunities; 
a ee Address “S., 917,” care 





MANAGER-salesman, 30 years’ experience 
all phases of credit jewelry; now em- 
ployed, seeks connection Los Angeles 
or vicinity; available Sept. 25. Address 
“D., 856,” care J C-K.-+ 


A really good watchmaker with good ex- 
perience, good producer of better work, 
has Watchmaster, tools, materials; best 
references; prefers Virginia. Address 
“K., 2892,” care J C-K. 





MANAGER, 25 years’ experience in credit 
jewelry business, thorough knowledge 
in sales, collections, promotions, window 
trimming and personal supervision. Ad- 
dress “A., 872,” care J C-K. 





WEDDING jewelry salesman available 
heavy traffic credit store; continuous 
peak diamond sales absolutely guar- 
anteed; age 48; highest unsolicited ref- 
erence. Address “H., 838,” care J C-K. 





AN opportunity for a live wire firm to 
secure the services of buyer, showroom 
salesman; wholesale or retail experi- 
ence; employed, last position 14 years. 
Address “K., 910,” care J C-K. 





STONE setter, for plant work in Provi- 
dence; settings as hammered-in, burn- 
ished in, or point; high school and col- 
lege rings carefully set. John McMullen, 
150 Francis St., Providence, R. I. 





CERTIFIED Master Watchmaker and 
marine chronometer repairman, desires 
position which offers opportunity of ad- 
vancement or buying; over 25 years’ 
experience as repairman and supervisor. 
Address “F., 928,” care J C-K. 





DISCOUNT salesman, available reputable 
showroom; very successful background 
diamonds, watches, sterling, luggage, 
appliances, etce.; finest character refer- 
ences; strictly confidential. Address ‘“‘D., 
926,’’ care J C-K. 





FORCEFUL counter salesman; successful, 
intensified, experience, diamonds, 
watches, mountings, pearls, precious 
stones, finer gold jewelry, sterling, etc. ; 
unquestionable reference. Address “P., 
935,” care J C-K. 





WATCHMAKER;; fast, thorough, compe- 
tent, H.I.A. certificate, retail experi- 
ence, family man; presently employed, 
finest references; age 28; desires per- 
manent employment in Los Angeles 
area. Address “‘N., 847,” care J C-K. 





WATCHMAKER, manager, salesman, 
chronographs, ring sizer, window trim- 
mer, all around employee; best of ref- 
erences; honest and dependable; 25 
years’ experience; better stores only 
reply. Address “J., 815,” care J C-K 





WATCHMAKER, highly experienced, good 
producer, does better and complicated 
work; go anywhere, Florida, Nevada 
preferred; no Saturdays; if right posi- 
tion, salary no object. Address ‘“C., 
775,” care J C-K 








A-1 jeweler in repairing, new work in 
gold and platinum, stone and diamond 
setter, all around man, over 35 years 
experience; age 53, single, sober, trust- 
worthy ; first class store preferred; will 
x anywhere. Address “R., 909,” care 





WATCHMAKER, registered, age 48, 28 
years’ experience, know my business, 
can produce quality work; clean per- 
sonality, married; Middle West or 
South; $85 to $100 week. Richard Lett, 
114 Park Ave., West, Mansfield, Ohio. 
Phone 3221-6. 





MANAGER, 25 years’ thorough experi- 
ence all phases credit jewelry business, 
desires permanent position with growing 
firm offering opportunity for future; 
presently employed; married, age 47; 
California preferred. Address ‘‘W., 918,” 
care J C-K. 





WATCHMAKER, 45, married, good me- 
chanic; past 10 years trade watch- 
maker; experienced on chronographs 
and better grade of watches; seeks 
suitable connection San Francisco Bay 
area. William Lorenz, 2719 Clyde Ave., 
Los Angeles 16, Calif. 


MANAGER-salesman, thorough kn 
of chain and individually owned ore’ 
tions; merchandising, advertising, se); 
ing, credits, collections; interested in 
position with security for satisfactor- 
performance ; will relocate. Address “p’ 
908,” care J C-K. ° 





tlt aT 


YOUNG executive; seeks position watch 
importer or wholesale jeweler; thor. 
oughly experienced; supervise watch 
production, repairs, purchasing, sales 
office staff, correspondence; ‘credits 
billing, shipping. Address “M., 339" 
care J C-K. 








ABLE chain store executive; extensive 
experience merchandising, purchasing 
stock control, sales, budgets, account. 
ing; young, early thirties; aggressive 
personable; college graduate; presently 
employed ; minimum salary, $6,500. Aq. 
dress “F., 902,’’ care J C-K, 








MR. RETAILER; looking for a top flight 
right hand man; young, aggressive 
personable; all phases of credit and 
cash operation; window dress, artistic 
flair, excellent sales ability, managerig] 
material, promotion minded, valuable 
asset. Address “D., 833,” care J C-K, 





WATCHMAKER - salesman, exceptiona] 
record, top quality watch repairer, close 
timing, no cbs., clock and light jewelry 
repairing, 25 years’ experience; exce]- 
lent resumé and references; Colorado 
or California only. Address “V., 827,” 
care J C-K., 





ne 


DIAMOND assorter, diamond ring pro. 
duction, office manager, mail orders, 
showroom selling; seven years’ experi- 
ence, ambitious, capable, young man, 
seeks position with aggressive New 
York diamond and/or ring company. Ad- 
dress “A., 836,” care J C-K. 





MANAGER, retail, 10 years’ experience 
in cash and credit operations, good 
salesman and buyer; familiar with mer- 
chandising, advertising, window display, 
credits and collections, seeking oppor- 
tunity with growing progressive outfit; 
Long Island resident; willing to relo- 
cate. Address “R., 893,’’ care J C-K. 





RETAIL salesman or manager, 25 years’ 
experience, exceptional diamond sales 
record, thoroughly qualified in all phases 
jewelry business, desires connection 
honorable operation Colorado or Cali- 
fornia; will furnish excellent resumé 
and trade references upon personal in- 
terview. Address “T., 826,’”’ care J C-K. 





MR. Wholesaler! Here’s your man! I 
know the retailer’s needs; I’ve been in 
the retail jewelry business for 10 years; 
young, aggressive, excellent appearance; 
would like a position with fine whole- 
sale house in the Metropolitan area, with 
a future; don’t miss this chance for a 
good man. Address “B., 925,” care 
J C-K. 





GENTLEMAN, well known for many 
years among manufacturers of 
jewelry and_ silverware; personal 
contact with tops using precious 
metals; capable salesman, publicity; 
references the best. Address “E., 
269,” care J C-K. 








EIGHT years buying, grading, selling 
diamonds at wholesale and retail level: 
can assemble, control and merchandise 
mounted stock, customer remounts and 
repairs; familiar with purchasing and 
control of complete chain or general 
jobbing stock; family man, age 30, de- 
sires position with responsibility and 
solid future. Address “G., 929,” care 
J C-K. 











PROFIT making salesman/sales manager 
39, 22 years’ sales experience; record 0 
achievement, hiring, training, organiza- 
ing for dealer or direct to consumer 
sales: experienced in cosmetics, drugs 
and allied fields, nationally known in 
variety, department stores, chain and 
wholesale drug, supermarket and rac 
jobbers; remuneration secondary to_Op- 
portunity. Address “R., 850,” care J C-K. 
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TT 
Lines Wanted 





ESMAN Southern States, wants a 
well established line for jewelry, gift, 
department store trade. Address “H., 
g14,” care J C-K. 





St pees 

MANUFACTURER'S representative trav- 
eling Michigan and Ohio wants top 
line; has. excellent accounts and refer- 
ences. Address “B., 808,” care J C-K. 








WEST Coast salesman desires factory 
line fine jewelry in gold and platinum ; 
genuine stones; commission basis. Ad- 
dress “C., 2946,” care J C-K. 








SALESMAN; fine jewelry and_ kindred 
lines, desires change; Eastern Territory 
preferred ; will consider other territory ; 
good following; best_ references. Ad- 
dress “Y., 869,’’ care J C-K. 








SALESMAN covering Midwest (large 
cities) 15 years, desires gold jewelry, 
mountings, bracelets for fine retail and 
credit stores; commission, drawing. Ad- 
dress “P., 891,” care J C-K. 


——_—— 


PRESENT manager retail jeweler seeks 
position as manufacturers’ representa- 
tive, preferably Northeast; will accept 
other territory, if advantageous. Ad- 
dress “G., 837,” care J C-K. 











MANUFACTURER’S representative, long 
established in jewelry, watches and ster- 
ling and silver plated hollowware, de- 
sires lines for Eastern territory. Ad- 
dress “A., 878,’’ care J C-K. 





SALESMAN, with non-conflicting line, 
seeks additional wedding and stone ring 
line for retailers; commission basis; 
now covering Maine to Virginia terri- 
tory. Address “N., 764,” care J C-K. 





MANUFACTURERS’ attention: two ag- 
gressive representatives desire highly 
competitive line of gold jewelry; or fine 
costume jewelry for Eastern jobbers, 
wholesalers. Address, Fred Krauthamer, 
— St., Brooklyn, N. Y. Hy 





TOP salesman, terrific following, now 
selling all jewelry and gift depart- 
ments in Metropolitan New York 
area, direct line or what have you. 


Address “‘A., 906,” care J C-K. 





MANUFACTURERWS’ representatives 
maintaining office in Denver, desires 
four manufactured jewelry lines to sell 
retailers and wholesalers, Mississippi 
West; 500 active accounts; only top 
quality lines considered. Address “F., 
883,” care J C-K. . 





SALESMAN ; Midwest territory, 20 years 
coverage better department stores, fine 
retailers, wholesalers; large active ac- 
count list; Chicago resident; wants es- 
tablished manufacturer’s line that needs 
ageressive, high type representation. 
Address “E., 927,” care J C-K. 





WELL known 14K gold jewelry manu- 
facturers desire line of high quality 
distinctive gold pins and earrings 
for their exclusive national distribu- 


tion. Address “F., 860,” care J C-K. 


WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
Clusively for us. Address “H., 2006,” 
care J C-K. 














DOMESTIC wholesaler, moving opera- 
tions to Venezuela, interested in 
representing diamonds and ring 
lines, advertised watch bands, non- 
tarnishable custom jewelry, neck 
ere Address “N., 861,” care 


AMBITIOUS salesman with excellent fol- 
lowing among jewelry, department 
stores, etc., in southeastern territory, 
requires line of sterling silverware to 
carry in conjunction with his plated 
hollowware line; hard worker and pro- 
ducer; travels by car; small drawing 
or straight commission. Address “C., 
662,” care J C-K. 





WEST Coast manufacturers’ agent to 
costume jewelry and novelty job- 
bers, with long established following, 
wants earring lines, also imported 
items; 1 jewel watches, expansion 
watch bands, cases and movements, 
clocks, sewing kits, hardware sets, 
and other imported items; refer- 
ences: Jewelers Board of Trade, 
Dun & Bradstreet. Murray Silver- 
man & Associates, 707 So. Broad- 
way, Los Angeles, Calif. 





NEW ENGLAND; salesman available 
with outstanding and successful sales 
and sales promotion background; pres- 
ently employed; interested in associat- 
ing with reputable, well established 
manufacturer requiring the best pos- 
sible sales coverage in this territory; 
over 15 years’ experience with top firms 
and with a following among better jew- 
elers including major Boston accounts; 
this must be a genuine opportunity 
where volume is sufficient to provide 
attractive income commensurate with 
such background and experience; age 
39, married, with university education ; 
is also capable of assuming executive 
—e Address “P., 915,” care 








Side Lines 





SALESMAN, to carry side line of fast 
moving jewelry boxes, to wholesale or 
retail trades, for leading firm, on com- 
mission basis. Address “R., 936,” care 





SALESMEN wanted, to carry a short line 
of fine diamond and baguette mounted 
rings and wedding rings to the better 
retail stores: commission basis. Ad- 
dress “K., 87,” care J C-K. 








SALESMEN, with established following 
14K wedding rings, ladies’ and gent’s 
mountings and stone rings, fine plat- 
inum rings; on commission. Address 
“L., 676,” care J C-K. 





MID-WEST territory open to Chicago 
resident salesman to carry a manufac- 
turer’s line of 14k, 18k and platinum 
mounting sets, to wholesalers and chain 
stores; commission basis. Address “D., 
598,” care J C-K. 





WATCH strap manufacturer needs ser- 
vices of salesmen with following among 
jewelers and department stores, to carry 
short compact, complete line of attrac- 
tive popular priced straps. Address “S,,. 
825,” care J C-K. 





SALESMEN wanted, to carry a line of 
ladies’ and gent’s stone rings in 10k and 
14k gold to the jobbers and large chain 
stores; commission basis: man for Chi- 
cago, also man for Pacific Coast. Ad- 
dress “B., 854,” care J C-K. 





SALESMAN, with retail following, to han- 
dle full line of religious jeweiry, com- 
petitively priced; territories open; 
South, Southwest, Midwest, West Coast; 
commission basis. Address “M., 763,” 
care J C-K. 


SALESMEN, with good retail following, to 
sell ladies’ and men’s birthstone rings, 
diamond dinner rings, crosses, cuff links 
and tie holders in 10K and 14K gold; 
state territory you are covering and 
references; drawing against commis- 
sion. Address “M., 843,” care J C-K. 





SALESMEN with retail following; terri- 
tories open Pacific Coast; Middle West; 
Eastern Seaboard; manufacturer’s line 
of ladies’ well made 14K fancy ring 
mountings for diamonds; prices start 
at $5 per mounting; commission basis. 
Address “J., 905,” care J C-K. 








SALESMEN wanted in States of Texas, 
Oklahoma, Arkansas, Louisiana and 
Mississippi to sell nationally advertised 
Barbara Bates manicure gift sets to 
retail jewelers; liberal commission. 
Write, L Woodcock, C. J. Bates & 
Son, Chester, Conn. 





SALESMAN, to carry the popular line 
Lady Rose earrings, gold, gold filled, 
silver and marcasite goods; all ter- 
ritories open; drawing against com- 
mission. Address “T., 866,” care 


J C-K. 





THREE, salesmen to represent one of 
the largest importers of cultured pearls, 
selling direct to jewelry and depart- 
ment stores; offering the industry's 
most unique merchandising plan; give 
all details in first letter which will be 
kept in strictest confidence. Address 
“S., 865,” care J C-K. 





RONSON lighters with emblems; side 
line salesmen wanted to carry this new, 
fast-moving, exclusive line to retail 
jewelers; a few good territories still 
open; will only consider top men carry- 
ing top lines and well established; give 
all details and your territory first letter. 
Address “S., 894,” care J C-K. 





CULTURED pearl importer has these 
territories open: Eastern, South, 
Middle West, Southwest; only men 
with following and non-conflicting 
lines need apply. Address “V., 867,” 
care J C-K. 





SALESMAN, to carry a well known man- 
ufacturers’ line of ladies’ mountings, 
wedding rings, sets, princess, cluster, 
fancy rings, etc., in gold and platinum 
to the wholesalers, chain stores, and 
large users; territory—the South with 
established trade throughout; commis- 
sion basis. Address “C., 809,” care J C-K. 





SALESMAN, to carry a well Known man- 
ufacturer’s line of ladies’ mountings, 
wedding rings, sets and lock sets, prin- 
cess, cluster, fancy rings, etc., in gold 
and platinum to the wholesalers, chain 
stores and large users; territory: Chi- 
cago and Midwest with established trade 
throughout; commission basis. Address 
“H., 885,” care J C-K. 





SALESMEN now calling on jewelers 
and department stores wanted to 
carry our strong promotional line 
of popularly priced expansion watch 
bands; state territory covered and 
lines carried. Address “L., 842,” 
eare J C-K. 





SALESMAN, to carry a well known man- 
ufacturer’s line of ladies mountings, 
wedding rings, sets and lock sets, prin- 
cess, cluster, fancy rings, etc., in gold 
and platinum to the wholesalers, chain 
stores, and large users; territory: West 
Coast with established trade through- 
out: commission basis. Address “‘J., 
886,” care J C-K. 





OHIO, Pennsylvania, or New England: if 
you appreciate and sell “quality,” this 
is your opportunity to carry Ernest 
Borel watches and certified wrist chron- 
ometers, including cocktail, the amazing 
new watch with a “lively face” that’s 
setting sales records around the world. 
Write, Ernest Borel Watch Company of 
America, 1002 Walnut, Kansas City 6, 
Mo. 





(Continued on page 210) 
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Side Lines—Continued 





MANUFACTURERS’ representatives, ex- 
perienced only; one for New England 
and New York State; one, for Western 
Pennsylvania, Ohio, West Virginia and 
Detroit area; crosses, religious medals, 
charms, stars, lockets and neck chains, 
gold and silver; excellent side line to 
department, retail and credit stores; 
commission basis; following in above 
areas; write particulars first letter con- 
fidential. Address “S., 692,’ care J C-K. 





NATIONALLY known manufacturer of 
fast selling 14K charm bracelets 
and discs, at prices to meet all com- 
petition, desires salesmen with large 
following among retail jewelers and 
department stores Over various terri- 
tories; give particulars in first letter. 


Address “‘N., 520,” care J C-K. 





NATIONALLY known expansion watch 
band manufacturer desires salesmen 
with large following among retail 
jewelers and department stores in 
various open territories, on commis- 
sion basis; give all details in first 
letter which will be kept strictly con- 
fidential. Address “T., 895,” care 
J C-K. 





SALESMEN; three territories open, 
South; Midwest; Southwest; repre- 
sent manufacturer established 41 
years; extensive line diamond bridal 
sets, fancies; men’s rings; experi- 
ence and following required; non- 
conflicting line satisfactory. S. Rei- 
man & Sons, 64 W. 48th St., New 
York City 36, N. Y. 








Help Wanted 





JEWELER, who is also able to chase and 
enamel. Address “V., 845,” care J C-K. 





WANTED, two A-1l watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





WANTED: A-l jeweler, who can repair 
re set stones. Address “V., 1461,’’ care 
-K. 





WATCHMAKER wanted; steady position ; 
must be- experienced in adjusting and 
ae. Jay Jewelry Co., Schenectady, 
i me 





COMBINATION jeweler, stone setter and 
engraver for 100 year old firm; steady 
employment. R. C. Green’s Son, Potts- 
ville, Penna. 





EXPERIENCED designer in _ lettering, 
monograms and coat-of-arms; for New 
York City, Fifth Avenue jeweler. Ad- 
dress “H., 930,” care J C-K. 





WANTED; sales organization, on com- 
mission basis; areas open: Southwest, 
Far West, South Atlantic. Harman 
— Co., 22 W. 48th St., New York 

ty. 





RETAIL jewelry salesman; Southern 
Ohio; must be enthusiastic, pleasant; 
give age, reference, experience in first 
letter; opportunity. Address “C., 893,” 
care J C-K. 





SALESMEN, credit jewelry; New York 
vicinity ; pleasant disposition; good op- 
portunity for right man; state salary, 
experience and background in first let- 
ter. Address ‘‘M., 913,’’ care J C-K. 


WANTED; manufacturing jeweler who 
can do repair work and stone setting; 
Midwest city, population around 200,000; 
ideal working conditions; give refer- 
ences. Address “R., 864,” care J C-K. 





WANTED watchmaker; prefer man who 
can engrave; good position in fast grow- 
ing university city. Write, wire or 
phone, Lewis Jewelry Co., Gainesville’s 
Leading Jewelers, Gainesville, Fla. 





MANAGER for established promotional 
credit jewelry store in New York State; 
must know credits, display, aggressive 
selling; state age, experience, salary. 
Address “‘A., 830,”’ care J C-K. 





WANTED, combination watchmaker-en- 
graver in established jewelry business ; 
good location, living conditions and 
school. Write, W. S. & H. E. Bristol, 
245 Main St., Vergennes, Vt. 





WANTED first class watchmaker; must 
be experienced in finer type of work; 
ideal working conditions and permanent 
position for right man; old established 
firm in the Middle West. Address “‘J., 
840,” care J C-K. 





JEWELER, who can complete platinum 
and gold special orders; only first class 
workman will be acceptable; advise sal- 
ary and references in your reply. Clein 
Bros., 7% Edgewood Ave., S.E., At- 
lanta 3, Ga. 





SALESMEN wanted for department, spe- 
cialty and chain stores, to sell fashion 
costume watches; areas: Midwest and 
Southwest: on interesting commission 
basis; state experience and references. 
Address “L., 818,’’ care J C-K. 





JUNIOR watchmaker; young man, who 
wishes to learn; fine high grade store 
and only the best work; pleasant work- 
ing conditions; in fine New Jersey town 
about one-half hour from Washington 
ridge. Address “E., 812,’ care J C-K. 


CREDIT manager, for Northern Cali- 
fornia jewelry chain; excellent working 
conditions; good salary; opportunity 
for advancement. For interview write, 
P. J. Cooperman, Crescent Jewelers, 
1100 Broadway, Oakland, Calif. 








SALESMAN, to cover territory of Indiana, 
Michigan, Illinois, or any other sur- 
rounding States; starting on a commis 
sion basis; fast selling jewelry line di- 
rect from the manufacturer; write in 
detail. Address “Z., 858,’’ care J C-K. 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
“z first letter. Address “R., 2165,’ care 





_A-1 watchmaker; permanent position in 


jewelry store; must be able to take 
complete charge of department; light 
jewelry repairing a help; plenty of 
work; references required; all informa- 
tion in first letter. M. B. Jewelers, Inc., 
Los Alamos, New Mexico. 





WANTED watchmaker; A-1 man wanted 
to do high grade work; steady position 
for right man and good pay in first class 
store, in New Jersey, about one-half 
hour from Washington Bridge; only 
fine workman apply. Address “G., 813,” 
care J C-K. 





JEWELER, practical mechanic on plat- 
inum and production work; one with 
ability of taking charge; good future 
for a first class mechanic with business 
ability; write full particulars in detail 
im first letter. Address “K., 844,’ care 
J C-K. 








SALESMAN wanted; calling on retail 
stores; largest line of fine scarab 
jewelry; 14K and gold-filled; trade 
marked, advertised and well known; 
competitively priced. Address “F., 
944,” care J C-K. 


SALESMAN wanted; selling experience 
necessary; North and South Centra} 
territories open; old successful manu. 
facturer of quality jewelry; Selling to 
retailer; salary plus; car furnishegq: 
opportunity to grow; send details. Aq’ 
dress “‘C., 831,’ care J C-K. 





tl a rrrte, 
SALESMAN; Midwest, preferably regj. 
dent; with following in better retai] 
stores; to represent manufacturer of 
complete line of fine 14K antique style 
jewelry ; no objection to non-conflicting 
line; give detailed information. Ag. 
dress “‘D., 899,’ care J C-K. 








SALESMEN ; long established, nationally 
known manufacturer of sterling silver 
hollowware and baby goods with estap- 
lished accounts in department stores 
jewelers and jobbers have openings in 
various territories; commission basis. 
Address “E., 901,” care J C-K., 








ESTABLISHED manufacturer of fine cos- 
tume jewelry, many promotions, has 
opening for ambitious salesman with 
following among jewelry, department 
and specialty stores in Michigan and 
Ohio; details first letter. Address “Pp. 
731,” care J C-K. | 





SALESMAN manager-trainee for chain 
credit jewelry store of excellent reputa- 
tion in Minnesota; top salary, commis. 
sion plus bonus; permanent position, 
good opportunity and pleasant surround- 
ings. Write, Stanley Goodman, care 
Goodman’s Jewelers, 94 E. 7th St., St. 
Paul 1, Minn. 











SALESMEN, with a retail following, to 
sell established line of gent’s and 
ladies’ 10 and 14kt gold stone rings; 
good commission; Eastern territory, 


and West to and including Illinois 
open. Address “‘Y., 921,” care J C-K. 








OLD established diamond ring house has 
New England territory open for sales- 
man with established following; no as- 
pirants; liberal drawing account against 
commissions; libera! commissions; our 
men know of this ad; all information 
kept in strict confidence. Address “C., 
855,’ eare J C-K. 





SALESMAN, for Pacific Coast terri- 
tory, to carry wholesale costume 
jewelry line, on commission basis; 
must have a good following; write 
giving full particulars. Address “V., 
941,” care J C-K. 





WATCHMAKER to work on _ chrono- 
graphs, repeaters, Patek-Philippe, and 
other complicated watches; must have 
at least 15 years’ experience in this 
type of work; liberal commission basis; 
permanent position with one of the 
oldest, largest, and finest jewelers in 
large, deep south, city. Address “F., 
671,” care J C-K. 





SALESMAN, with extensive following, 


to carry established manufacturer’s 
line of costume jewelry to whole- 
salers only, on commission basis, in 
Midwest territory; write giving full 
particulars. Address “T., 940,” care 
J C-K. 








EXCELLENT opportunity for ambitious 
man to cover Denver and surrounding 
territories, to represent a line of plat- 
inum and gold diamond engagement 
rings, wedding rings and sets; we also 
feature diamond watches and diamond 
attachments in both platinum and gold; 
non-conflicting line acceptable; all re- 
plies held confidential. Address “B., 
873,’ care J C-K. 








SALESMAN, aggressive, wanted for 
Midwestern States by importer of 
fast moving quality jewelry; excel- 
lent opportunity for individual who 
has following in better stores, will 
take over 300 accounts; attractive 
commission; write full history. Ad- 


dress ““C., 924,” care J C-K. 
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PORTUNITY for high grade 

3 ons) minded salesman who is ac- 
stomed to high bracket earnings, to 
perina jewelry stores, department stores 
pte specialty shops in Wisconsin, lowa, 
Minnesota, North and South Dakota 
cr Nebraska ; established territory for 
a npitious man to have a permanent 


am nection with World’s largest and fin- 
os cultured pearl line; give complete 
personal! history in letter. Address Box 


“x, 299,” care Jewelers’ Circular-Key- 
stone, 29 E. Madison St., Chicago 2, II. 





| ge eee . 

SALESMAN, with good following, 
wanted for New England and East- 
ern States by European manufac- 
turer’s representative; high quality 
line imported jewelry; will take 
over accounts; attractive commis- 
sion; state full particulars in first 
letter. Address “A., 923,” care 


J CK. 


SALESMAN, experienced, to retailers 
in New England, by manufacturer 
of fine diamond rings, sets and 
precious stone rings; liberal draw- 
ing account; fine opportunity for 
permanent lucrative position, with 
reputable, long established firm. 
Morris Kaplan & Sons, 21 W. 46th 
St., New York City. 











SALESMAN, excellent opportunity for 
high calibre man, manufacturer’s 
line direct to retail trade with well 
established accounts through Kan- 
sas, Nebraska, Colorado, Missouri, 
and Oklahoma; non-conflicting side 
line agreeable; give full details; re- 
plies confidential. A & Z Chain Co., 
116 Chestnut St., Providence, R. I. 





SALESMAN, to represent well known 
distributor of nationally advertised 
flatware, clocks, electrical appli- 
ances, jewelry, watches, and other 
lines in Eastern Shore, Virginia, 
West Virginia, North Carolina and 
South Carolina; drawing account 
against commission; answer giving 
experience. Address “A., 8905,” 
care J C-K. 





EIGHT half tray, compact quick sell- 
ing ring line; manufacturer to re- 
tailer and department stores; con- 
sisting of ladies’, men’s and chil- 
dren’s birthstone and onyx rings; 
ladies’, and gents’ zircon rings, wed- 
ding rings; commission basis; give 
full particulars; most territories 
open. Address “W.,-870,” care 
J C-K. 











SALESMEN wanted; manufacturer of 
nationally known diamond ring line has 
openings for two experienced and ag- 
gressive salesmen with established fol- 
lowing to cover the Southwest and the 
Middle West; we have a well estab- 
lished trade among the retail jewelers 
in this territory, affording an excellent 
opportunity for the right man, one who 
Is accustomed only to high earnings; 
liberal drawing account against com- 
missions ; give full details of experience 
and background in first letter; all in- 
quiries held confidential. Address “E., 
882,” care J C-K. 








SALES representative wanted; nation- 
ally known New York manufacturer 
of silver plated hollowware desires 

Angeles resident with showroom, 
to cover entire Pacific Coast terri- 
tory; must have established follow- 
ing in jewelry, department stores, 
antique dealers, gift shops, etc.; 
commission basis only; must be 
fully experienced with silver plated 
hollowware; non-conflicting line ac- 
ceptable; state qualifications. Ad- 
dress “T. 919,” care J C-K. 





WATCHMAKER A-l, also prefer sell- 
ing and business experience; we 
are an organization of nine people 
specializing in the service and sale 
of watches; no trade work; 50,000 
population; lake and mountain at 
your door; if you can stand the 
damp Winters in New York City, 
you will welcome the dry ones here. 
The Tick Tock Shop, 185 Bank St., 
Burlington, Vt. 





WANTED; diamond salesman; we have 
an exceptional opportunity for an ex- 
perienced salesman to sell nationally 
known diamond rings to better stores; 
our firm name has peen recognized for 
75 years as one of the most respected 
in diamond rings; constant advertising 
coverage in selling areas and generous 
commissions make this a _ lucrative 
proposition for a man who has estab- 
lished contacts and following among 
retail jewelers. Write or telephone, Bar- 
nett Davis, Inc., Clark Bldg., Pittsburgh, 
Pennsylvania, giving full details of 
ability, past association, territories; all 
replies confidential. 





SALES representative wanted; nation- 
ally known New York manufacturer 
of silver plated hollowware desires 
Chicago resident with showroom to 
cover entire Midwestern territory ; 
must have established following in 
jewelry, department stores, antique 
dealers, gift shops, etc.; commis- 
sion basis only; must be fully ex- 
perienced with silver plated hollow- 
ware; non-conflicting line accept- 
able; state qualifications. Address 


“V. 920,”’ care § C-K. 





SUCCESSFUL chain wants managers 
for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jew- 
elry operation and have record of 
successful large store management 
will be considered; all replies held 
in strict confidence; our present 
managers know of this ad. Address 
“H., 1737,”? care J C-K. 





WANTED watch salesman; nationally 
advertised, nationally distributed 
quality watch line offers exceptional 
opportunity to A-] watch salesman; 
better than average commission, lib- 
eral draw, cooperative management; 
several important territories with 
substantial, current sales volume 
open including Chicago area; if 
you’re finding it rough going with 
your present line, if you’ve reached 
the top, if you want to increase your 
income, write in complete confi- 
dence; our men know of this ad. 


Address “G., 934,” care J C-K. 





WATCH salesmen ; we are looking for two 
salesmen to cover Pennsylvania, New 
Jersey, Delaware, Maryland, Washing- 
ton, D. C., Virginia, West Virginia, and 
North and South Carolina; (Northern 
portion of this territory is open for a 
man with a side line); applicants must 
have a following with retail jewelry 
stores in the above territory; we manu- 
facture the largest line of waterproof 
watches in the business; all watches 
feature our exclusive shock-proof (In- 
caflex) balance wheel and carry the 
strongest guarantee in the market: we 
give our sales staff 100% backing; 
liberal drawing against commission ; 
only top-notch men with excellent ref- 
erences will be considered: write in 
strict confidence, stating age, back- 
ground, references. Wyler Watch 
ee Inec., 630 Fifth Ave., New York 





SALESMEN experienced, with a follow- 
ing, to sell one of the newest and finest 
sterling silver and gold filled costume 
jewelry lines that is on the market, 
direct from manufacturer to retailer: 
it is one of the top lines from an estab- 
lished concern and we are booked for 
many orders; we would like to get a 
few salesmen who appreciate a high 
class line of costume jewelry that is 
different; beautiful designs that are 
boxed and are replicas of diamond 
jewelry ; manufacturer rearranging ter- 
ritories for better coverage for States 
such as New England, Pennsylvania, 
Maryland, Washington, D. C., Virginia, 
West Virginia, North Carolina, South 
Carolina, Georgia, Florida, Ohio, In- 
diana, Tennessee, Alabama, Mississippi 
ws qpoeene. Address “L., 888,’ care 





SALESMEN wanted; very interesting 
deal for right men, to carry promo- 
tional line of popularly priced 
watches; salary plus liberal commis- 
sion; the following territories are 
open: Texas, Oklahoma, Arkansas, 
Kansas, Missouri, Nebraska, Iowa, 
Illinois, Wisconsin, Minnesota, Ida- 
ho, North Dakota, South Dakota, 
Michigan, Ohio, Pennsylvania, New 
York, Maryland, Virginia, West Vir- 
ginia, North Carolina, South Caro- 
lina, Tennessee, Kentucky, Indiana; 
write, state experience, etc.; all ap- 
plications strictly confidential. Accro 
Watch Co., Inc., 31 W. 47th St., 
New York, N. Y. 





DIAMOND ring salesman; we have an 
opportunity for three top notch men 
with experience and following in 
their respective territories; drawing 
account against commission; in ad- 
dition to our powerful diamond 
ring line we have just added a lock 
set manufactured exclusively by us; 
to the right man willing to work, 
this is an exceptional opportunity; 
all replies held confidential; our 
men know that some _ re-arrange- 
ment of territories, including the 
South is under consideration. Ad- 
dress all replies to W. F. Sebel Co., 
315 W. Fifth St., 10th Floor, Los 
Angeles, Calif. Attention of W. F. 
Sebel personally. 


For Sale 


Stores, Stecks and Businesses 


- 














OLD established store for sale, in thriving 
industrial city in East Central Indiana. 
Address “P., 863,’ care J C-K. 





MODERN jewelry store, A-1l location in 
Queens, N. Y.; excellent repair busi- 
ness; good reputation. Address “G., 
904,” care J C-K. 





CENTRAL Florida jewelry store; popula- 
tion 6,000; low rent; plenty of watch 
repair; stock and fixtures $9,000: es- 
tablished six years. Address ‘“S., 852,” 
care J C-K. 





JEWELRY store in heart of Miami, Flor- 
ida; plenty watch and jewelry repairs; 
$10,000 inventory at cost; selling due 
to illness. Address “L., 911,’’ care J C-K. 








CREDIT jewelry store; large industrial 
city in Northern Alabama; fine reputa- 
tation, good money maker, modernized ; 
will sell with or without inventory. Ad- 
dress “G., 884,” care J C-K. 





(Continued on page 212) 
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For Sale—Continued 





FOR SALE; East Texas jewelry store, 
town of 40,000 population, location 24 
years; accounts receivable, $7,500; sell 
with or without inventory; chance of a 
lifetime. Address “‘M., 819,” care J C-K. 





OWNER wishes to retire; will sell at 
sacrifice for cash; one of South’s oldest 
established wholesale jewelry and 
watchmaker’s supply houses. Address 
“L., 848,” care J C-K. 





NICE, small growing jewelry store in 
wonderful healthy sunny dry climate; 
furniture, fixtures, $2,000; clean stock 
at cost about $8,000; cash only. Write, 
wire, phone, Van Stolk Jewelry, Deming, 
New Mexico. 





28 YEAR established jewelry store, heart 
of New York; good repairing; five-year 
lease; owner wishes to retire; asking 
$10,000 complete with stock. N. Bass, 74 
W. 37th St., New York. Tel. CH 4-1196. 





SMALL jewelry store in excellent neigh- 
borhood shopping district, in Kansas 
City, Missouri; established eight years; 
excellent repair business, leading ad- 
vertised lines; new fixtures; ideal for 
owe: $10,000. Address “Y., 828,” care 





JEWELRY store, up-to-date, new fixtures, 
excellent location, center of town, cash 
store ; wonderful for-credit, for a smart 
party; with or without stock; wonder- 
ful opportunity; retiring; Hackensack, 
N. J. Address “R., 824,” care J C-K. 





JEWELRY store, established 1923; major 
lines sterling, name brand watches; 
highest reputation; best location; rent 
$250 against 6%; yearly volume $57,- 
000-$65,000, 90% cash business; inven- 
tory around $45,000; fully equipped 
shop. Address “K., 816,” care J C-K. 





OLD established jewelry store, main 
street Central San Joaquin Valley, Cal- 
ifornia town; low overhead; $52,500 in- 
cludes stock and fixtures; poor health 
reason for selling. Address “M., 729,” 
care J C-K. 





FOR SALE; modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J., 2436,” care J C-K. 


FOR SALE; going gold and platinum 
ring manufacturing business, fully 
equipped shop, midtown New York 
area; active accounts; real oppor- 


tunity for person or persons. Ad- 
dress “N., 820,” care J C-K. 


FOR SALE, in fastest growing town West 
Coast of Florida; beautiful modern jew- 
elry store, 100% location, air-condi- 
tioned, good lease; doing good year 
around business leading lines of silver, 
china and other merchandise; personal 
reasons for selling; cash only. Write 
“B., 661,” care J C-K. 











EXCEPTIONAL opportunity to purchase 
a 44-year-old successful established 
jewelry store; ripe for installment sell- 
ing; 100% corner location, landmark 
street curb electric clock in front of 
store ; all major jewelry lines, small ap- 
pliances and gifts; clean stock, good 
lease. Greenberg’s, 218 52nd st., 
Philadelphia 39, Pa. 





$40,000 buys beautiful, well estab- 
lished jewelry store in fast growing 
city in North Carolina, 100% loca- 
tion, good lease, modern fixtures, 
clean stock, diamonds and watches, 
etc.; leading lines of sterling crystal 
and china; owner’s other interests 
demand his time; terms net cash 


only. Address “B., 897,” care J C-K. 





SANE LEE NES ORICA A NEE 
For Sale 


Tools, Equipments 





USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





COMPLETE material system, Watch- 
master, etc., valued at $4,800; will sac- 
rifice at only $3,000; being recalled to 
service. Address “‘B., 832,’’ care J C-K. 





FOR SALE; two rolling mills, one 5x8, 
one 3 x 5; polishing units, plating 
equipment and small jewelers tools. 
Shields Refining Co., 10 Delancy 
St., Newark 5, N. J. 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





SEE page 187, Thomas J. Faussett, 
Auctioneer, 521 Fleming St., Howell, 
Mich. 





A WELL established firm is interested in 
a partner who understands jewelry busi- 
ness and manufacturing; would require 
$100,000; this is a very fine opportunity 
for a capable business man. Address 
“T., 846,” care J C-K. 





WANTED: partner-salesman for estab- 
lished wholesale jewelry concern in the 
Southeast; prefer man with Southern 
retail jewelry accounts; reply in detail 
as to amount you can invest and past 
2 <a, Address “D., 810,” care 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay your higher prices ; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 





CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar 
write, wire or phone, R. A, Zanone 
& Co., 110-112 Madison Ave., Mem- 
phis, Tenn. Phone 5-0660. 





INVEST; man experienced in retail credit 
jewelry operation to invest $5,000-$10,- 
000 in profitable going business and as- 
sume store management; business is not 
for sale but capital needed for expan- 
sion; write stating experience and busi- 
ness background. Address “K., 841,” 
care J C-K. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





AUCTIONEER; 8 successful sales cop. 
ducted in 1953; firm names fy,. 
nished on request; all correspon. 
dence strictly confidential. Anthon 
J. Gregory, 6748 N. Ashland hae 
Chicago 26, Briargate 4-7303. ; 





————_______ 


WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auc. 
tion sale for you and finance any 
necessary funds needed for a gne. 
cessful sale; our long record in con. 
ducting auction sales is well-known 
in the trade. Louis Colmes, 637 
Scranton Ave., Lynbrook, N. Y 
Tel.: Lynbrook 3-8044. 











IMMEDIATE cash _ for diamonds, 
watches (new or used), antique 
pieces, or anything of value; plati. 
num and old gold at market prices, 
sterling silver, new or used; we have 
unlimited cash for this purpose; 
write, wire or call at our expense; 
references: Jewelers’ Board of 
Trade; shipments held for your ap. 
provail of payment; since 1919, 
Harry Elkins & Co., 59 E. Madison 
St., Chicago 3, Fll. Randolph 6-7390, 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave. New York. Telephones 
Plaza 8-2110-2111. 





—_————— — -- —___ 


I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going or going-out- 
of business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 





DO you need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses we have accomplished 
this amazing result for over 2 
jewelers in the last two years alone; 
their thankful letters are in_our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales Enter 
prises, 580 Fifth Ave., New York 
19, N. ¥. Telephone PL. 7-4693 ; 
See page 176 for additional details. 
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enermeeeeremenmneneesneememnnnetane 
Wanted to Purchase 


—_ 





*ANTED ; ring engraver (used) for rings 
— Magnus Fritze, 3144 Maiden Lane, 


Albany, N. Y. 





—————E_ 


cASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. P. Gallien, 220 
w. Fifth St., Los Angeles 13, Calif. 








WANTED to buy established jewelry store 
doing more than $50,000 yearly; prefer 
Central States; replies confidential. Ad- 
dress Box 2, Cass Lake, Minn. 








CASH for watches, movements, solid gold 
cases, watchmakers’ lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, Il. 





—7T—7~7™7"™ 


CASH; highest prices paid for watches, 
rings, bands, costume and men’s jewel- 
ry; check sent at once, shipment held 
intact for approval. Thompson Jewelry 
Co., 114 W. Main St., Blytheville, Ark. 





— 


WANTED; established jewelry _ store, 
Maryland, Virginia, or North Carolina 
city of diversified industry; what have 
you to offer; replies confidential; we 
are principals. not brokers. Address “P., 
821,” care J C-K, | 





WANTED ; interested in buying cash jew- 
elry store (not repair shop) with estab- 
lished reputation; will pay highest pos- 
sible price; prefer Northeastern United 
States ; replies confidential. Address “E., 
599,” care J C-K. 





MANUFACTURED aarticles in jewelry; 
close-outs, over-runs, watches, dia- 
monds, timing machines, cleaning 
machines and tools; manufacturers’ 
representative. Address “J. S., 


851,” care J C-K, 





JEWELRY store wanted, Tennessee, 
Kentucky, Alabama; town of 12,000 
to 35,000 population preferred; de- 
sire going business with well known 
lines; must have good lease and ex- 
cellent location; write or wire today. 


Address “‘S.; 938,” care J C-K. 


——— 





WE pay cash; send us your surplus jew- 
elry stock; we will pay the highest pos- 
sible cash dollar for diamonds, watches, 
silverware, scrap gold, or any other 
jewelry; acknowledgment of your ship- 
ment same day by phone; our check 
to you within 24 hours. R. A. Zanone 
Co., 81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. References Union Plant- 
ers Bank, Memphis, Tenn. 








STERLING silver flatware, any quan- 
tity, any pattern, any brand; also, 
all standard brand watches, surplus 
diamonds and diamond jewelry; 
cashier’s check by return mail, or 
estimate; references: Houston Na- 
tional Bank or any mercantile 
agency. Jack Greene, 405 Main St., 
Houston, Texas. 


CASH $ Cash $ Cash $; watches and 
diamonds wanted; any quantity, all 
brands; highest cash prices paid; 
we also buy surplus jewelry, rings 
and diamond jewelry, diamond 
rings, etc.; correspondence invited ; 
references: The Houston National 
Bank of Houston, Texas, or Dun & 
Bradstreet, Inc. Diamond Jewelry 
Co., 219 Melrose Bidg. Houston, 


Texas, 





WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course that it’s jewelry and belongs 
in a jewelry store; what’s more 
we'll pay cash for it without hem- 
ming and hawing; wire or write 
your proposition or call. Ref.: 
Jewelers’ Board of Trade, Dun & 
Bradstreet, Manufacturers Trust 
Co., N. Y. Frank Pollak & Sons, 
since 1905, 72 Bowery, New York, 
N. Y. Phone Canal 6-2854. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade, 
Dun & Bradstreet. Weinman’s, 
Dept. K., 108 Beale Ave., Memphis, 
Tenn. 








Watch Work, etc., for 
the Trade 





ONE week’s service; one year guaranty: 
expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 
pl 48 W. 48th St., New York 36, 





HIGH grade watch repairing by Master 

Watchmaker of Switzerland; best ref- 
- 17 years’ experience. Hans 
Lussi, 62 W. 58th St., New York 19. 
PL 5-3922. 





CHRONOGRAPHS repaired’ exclu- 
sively, cleaned $6.50, postage pre- 
paid. Time Craftsmen, 6643 Oak- 
land St., Philadelphia 24, Pa. 





FAST, dependable economical watch re- 
pairing ; free pickup and delivery service 
50 mile radius New York City: insured 
shop. Edward Jerome, 168-08 90th Ave., 
Jamaica 33, N. Y. Tel. Axtel 7-4916. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; Watchmaster tested; 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 








A FINE watch repair service for the 
better stores; complete satisfaction 
assured. Birk’s 25 E. Washington 
St., Chicago 2, Ill. FR 2-1612. 


COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19. N. Y. Gedney 6-5300. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





TWENTY-FIVE years’ experience in 
fine watch repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; work guaranteed; 
speedy service price list upon re- 
quest. H. Spielman Co., 9 Maiden 
Lane, New York 38, N. Y. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY on gold, silver, or plati- 
num: book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6, 
Brightmoor Station, Detroit 23, Mich. 


a 








MASTER goldsmith; finest quality rings, 
jewelry, diamond bracelets, etc., hand- 
made to special order; prices and 
sketches free on request. Baxter’s, Inc., 
323 Pollock St., New Bern, N. C. 





STONE encrusting, engraving and 
drilling precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 





To Let 





ACTIVE Brooklyn, N. Y. jewelry store 
will rent space to qualified watchmaker, 
who also likes selling; good proposition 
for a good man. Call Evergreen 6-7972. 





Miscellaneous 





WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 





NEW: “Bench Practices for Watch Re- 
pairers,” by Henry B. Fried; watch- 
makers most valuable and practical aid 
in specialized watch repairing; many, 
many, illustrations only $4.95 plus 10¢ 
postage. Order now from Roberts Pub- 
lishing Co., Mech. Dept., P. O. Box 

7127, Capitol Hill Station, Denver 6, 

Colo. 
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The Stern Mfg. Co., Newark 2, N. J., 
manufacturer of Sternset rings, has an- 
nounced its wholesale representatives. Ed 
Sickles, Philadelphia, formerly of Sickles 
and Sons, will cover the east coast and 
New England. Alan Jacobs, 29 E. Madi- 
son St., Chicago, will cover the mid-west. 
Max Newman will cover the Pacific 
coast. 


Maury Ash, vice president in charge of 
sales, Gruen Watch Co., has announced 
three appointments. Samuel H. Stein is 
now eastern division sales manager and 
will headquarter in New York. Harold 
Spahn is southern division sales manager, 
with offices in Atlanta. Lawrence E. 
Rinck has been made service and mate- 
rial manager. 


S. H. STEIN 
Gruen 


Gruen 





JACK SIMS 
Bruner-Ritter 


L. E. RINCK 
Gruen 


Marvin J. Bruner, vice president of Bruner- 
Riter, Inc., has announced the appoint- 
ment of Jack Sims as sales representative 
for Texas. 


Frank P. Brennett has joined the 
sales staff of Jean R. Graef, Inc. (Giraud 
Perregaux watches). He will cover New 
York City and parts of Westchester 
County, N. Y. 


Leland E. McKenzie, sales manager of 
Florence Ceramics, Pasadena, Cal., has 
announced the appointment of new repre- 
sentatives as follows: Ada Earnest & 
Assoc., Oklahoma City, for Oklahoma, 
Texas, Arkansas and Louisiana; Naomi 
Taylor, Seattle, for Oregon, Washington, 
Idaho and Montana; Peg & John Tem- 
pletons, Long Beach, for California, Ari- 
zona and New Mexico; and Arthur 
Clark, Salt Lake City, for Colorado, Utah 
and Wyoming. 
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News of Personnel 


a 





N. G. Anitole, vice president and gen- 
eral manager, the Taunton Pearl Works, 
maker of Squire men’s jewelry, has an- 
nounced two appointments. Jack Adam- 
son is mid-western divisional sales man- 
ager, headquartering in Chicago. Stanley 
Manne is divisional sales manager for the 
eastern U. S. and Canada. 








STANLEY MANNE 


Taunton 


JACK ADAMSON 


Taunton 


Jack Balkin, display expert of the 
Mautner Co. has been appointed sales rep- 
resentative to cover St. Louis, Kansas City, 
southern Missouri, Texas, Arkansas and 
part of California, it was announced by 
Jesse Mautner, president. 





Leonard R. Koch has been appointed 
to represent on the west coast The House 
of Kraus, Inc., Pittsburgh, Pa., ring manu- 
facturers. 


fe 
S. KAUFMAN 
Pakula 


L. R. KOCH 


House of Kraus 


Pakula & Co., Chicago, has announced 
the appointment of S. Kaufman, Durham, 
S. C., as salesman covering North and 
South Carolina and Virginia. 


F. H. Noble & Co., Chicago, maker of 
findings, trophies and jewelry boxes, has 
announced two appointments. Harold D. 
Lawson is now manager of the firm’s 
New York office and sales manager of the 
eastern territory. Dwight Thomas has 
joined the New York sales force. 


Moe Wolf, with offices at 62 W. 47th 
St., N. Y., has been appointed representa- 
tive by Watchbands, Inc., North Attleboro, 
Mass., to cover the New England states, 
New York, New Jersey, Pennsylvania, 
Maryland and Washington, D. C. 











Robert B. Downey has been name 
merchandising and advertising director of 
Waring Products Corp., a subsidiary of 
Claude Neon, Inc., N. Y., it was announced 
by J. P. Mcllhenny, Waring vice president 
in charge of sales. 





R. B. DOWNEY 
Waring 


ASHLEY COATS 
Norvell Marcus 


Ashley Coats has been appointed sales 
representative for Norvell Marcum (Co, 
Tulsa, Okla. He will cover Arkansas and 
Missouri. 


Daniel J. Waitzel and Sheldon 
Levens have announced the formation of 
a new wholesale jewelry firm, the Fred 
Kaufman-Waitzel Corp., at 47 W. 47th St, 
N. Y. It represents the merger of two 
firms, with a combined total of over 85 
years of service to the retail jeweler. 





D. J. WAITZEL 
Kaufman-Waitzel 


S. LEVENS 
Kaufman-Waitzel 


Paul Roeb, sales manager for Metal: 
crafts of California, Culver City, Calif, 
has appointed the following sales repre- 
sentatives: Sam Zucker, Ohio and Michi- 
gan; Sylvan Herbat, New England and 
mid-Atlantic states; Gillard Sales, Min- 
nesota, North and South Dakota and Wis 
consin; Herman Zanders, Iowa, Ne 
braska, Kansas and Missouri; Sam Jones, 
Oregon and Washington; Jerry Cowden, 
Hawaii; J. A. Vaccaro, southeast states; 
Harry Beck, Illinois and Indiana; Rich- 
ard D. Head, Texas, Oklahoma, Louisiana 
and Arkansas; William Clow, New Mex: 
ico, Nevada and Utah. Roeb’s, Inc., will 
represent the firm in California and Ariz 
ona, with offices in The Brack Shop, Los 
Angeles. 
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AN EDITOR'S HOLIDAY 


What does an editor think of when he has detached 
himself for four weeks from his desk in New York City 
and at deadline time finds himself in Portland, Oregon? 

We can’t see why any of you should care. But—the 
fact remains that this space must be filled. 

So, we have to have something to say, even though 
there is fresh in our mind a little rhyme we had told 
us by the American poetress, Mary Wagner, at Lake 
Louise, only last week: | 

“Why is it those who have nothing to say 
Go right on saying it—anyway.” 


*% * *% 


We are at Lake Louise to attend the annual conven- 
tion of the Canadian Jewellers Association; an experi- 
ence in the observation of ONE national industry-wide 
jewelry association, composed of manufacturers, whole- 
salers and retailers, cooperating under the direction of 
a capable secretary, presenting a united jewelry business 
front to the public and to the Government officials. 
(That’s a long sentence but it’s worth some lengthy 
consideration. ) 

From this point we could develop a dissertation on the 
virtues of ONE jewelry association in the U.S.A. But, 
though the desirability is widely recognized, we shall 
save our fire until the need is urgent. Urgent enough, 
this is, to burn out the minor prejudices which now ob- 
struct progress in that direction. 


all * * 


We took a tour while in Banff, during the course of 
which the bus stopped by a couple of bears at the road- 
side while we swopped Life-Savers for photographic 
modeling services. Leaving the scene, our minds drifted 
to Bessie, a polar bear at the St. Louis zoo, who a few 
years ago, suffering through a particularly hot spell, was 
provided with relief in the form of several slabs of ice. 

Poor Bessie. She slipped on one and broke her 
shoulder. 

She had been away from her native element for so 
long that she had forgotten how to navigate on it. 

This made us think of those retail jewelers who started 
in during the great depression—or before and survived 
it—who, now that they are again in a buyers’ market 
_ are slipping and flopping around as though they had not 
been raised in just such an economic climate. 

We’re not worried about them though. Bessie got well 
and went on to really enjoy the ice again. —And those 
jewelers who want to will get their competitive legs 
under them and again enjoy those special thrills reserved 
for the operators of successful retail jewelry stores. 


* * * 


Incidentally, from all we gather, throughout the coun- 
try, things are picking up—just fine. 
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Chad Ta Zoeclurionss. 


There seems to be no great difference between condi. 
tions affecting the jewelry business in Lancaster, Penp. 
sylvania, Toronto, Canada, or Seattle, Washington. 

Some of the problems, upon which retailers, have 
sought our counsel or sympathy, during the past few 
months are: Post Exchanges, discount houses, disagree. 
able competitors, industrial catalogs, department store 
competition . . . —But why list them all? 

For every pain you have, there is a similar ache in 
the body business of thousands of other jewelers. 

Guess we’ve got to learn to accept the challenge of 
change as inevitable—and adapt ourselves. 

* * * 

We were thinking of that the other day as we came 
down Puget Sound on a steamer and watched the gulls 
following the ship for an easy handout. 

They reminded us of the poor gulls of St. Augustine, 
Florida. For years these gulls existed on the waste 
thrown overboard by the crews of the hundreds of 
shrimp boats that operated out of that port. A few years 
ago, all of a sudden, the shrimp schools disappeared, to 
reappear again hundreds of miles to the south. The 
shrimp fleet moved. The gulls, suddenly faced with the 
necessity of fending for themselves, apparently no longer 
possessed their instinctive, natural ability to catch fish. 
They starved to death by the thousands and their dead 
bodies littered the islands surrounding the inlet where 
the shrimp boats no longer came. 

And you, dear reader, can write any moral this has 
—if indeed it has—any moral for you. 

* ew * 

On checking the classified yellow-pages of the Port- 
land, Oregon, phone book just now, we notice that the 
directory heading on page 254 of the August issue reads, 
“JEWELERS—JUNK.” 

Hm-m-m! 

* * * 

And that my friends, is a sample of some of the things 
that go through an editor’s head when he is four weeks 
and 4,000 miles away from his desk. 
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A new merchandising idea that gives you 


sales 
and 
profits! 

















1. You sell i : | 2. AND — 


a 26-piece 





companion 


a complete 
52-piece set :  . : . | has 
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First time W3 
in a 
chest together! 
(sells for $QQ75 


complete) 
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~ New “Modern Living” Chest 
sells your TWO biggest flatware markets! 


Yo KNOW the big demand for fine silver- 


plate—and the fast-growing demand for 

stainless steel! This new idea helps you sell both 
markets at once. . . because most families need 
both kinds of flatware in modern living! 

That’s bigger TWO-IN-ONE sales and 
profits for you! 

Let YOUR customers know you have it! 1847 ROGERS BROS. 
Order special mats number E-577 and E-578. 


Your ‘1847’? man can get them, or write to The biggest-demand line with the top-profit margin 
Ad Dept., 1847 Rogers Bros., Meriden, Conn. Product of The International Silver Company 











this is SOUTH SEAS in | So 
Finer aaeaeas ill 





of costly’ 
More than a great new pattern... 


finishing! 
it’s today’s new idea in silverware design! : heal | 


' ° ° . ' = s Distines; 
It's a Community first! The first completely different, truly contemporary pattern in fine and pal 
silverplate. Everything about this brilliant pattern is new—new free-form outlines, new Dalanced in thy 


hand! 
proportions, new functional pieces useful so many ways. 


South Seas in Community is unlike any other pattern you've ever sold. It is more costly 
to make . . . yet costs no more to own. Customers of all ages will appreciate the four 
exclusive features... they're the difference between yesterday's silverware and the 
pattern that fits today’s table . . . today’s living. 


Your franchised Community* wholesaler has new South Seas* now. When you order, : ; 


Deep-sculpted 
ask him about all the Community South Seas merchandising aids, too. the lovely moti 


Complements the 
Sweeping handle. 


New 
Proportions! 
Each piece is 


newly designed , 
more functional, 


Your customers save 

$24.35 on this beauti- 

ful introductory 54-piece 
service for 8 in de luxe chest. 





@ Choice of lustrous blond 


or dark mahogany finish! | , , | ORDER FROM | 
@ Rich velveteen and satin \ a \ FRANCHISED ° 
vance ‘© COMMUNITY WHOLE 
TODAY! © 


e Gold-colored feet and cover lift! 
@ Roomy 21x 11% x 5! 


For Community’s “South Seas’’ merchandi 
aids see pages 126-127 of this issue. 





